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•  Individual  color  fountains  re¬ 
movable  for  quick  wash-up  and 
color  changes. 


Web  arranged  to  receive  four 
3  colors  consecutively  in  sh.  rt 
order.  Any  or  all  couples  may  « 
reversed  at  will,  resulting  in  x- 
ceptional  flexibility. 


WOOD  NEWSPAPER  MACHINERY  CORPORATIIN 

PLAINFIELD,  NEW  JERSEY  •  Executive  &  Sales  Office:  501  Fifth  Avenue,  New  York  17,  ^  Y. 
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MANUFACTURERS  OF  PRESSES.  COLOR  UNITS.  REELROOM  AND  STEREOTYPE  EQUIPMENT  FOR  A  CENT  >Y 


U.  S.  Army  Sergeant,  Surface  to  Surface 
Artillery  Weapon.  Range  50  miles. 


with  buying  power... 
INDIANAPOLIS  AREA* 


9  This  is  the  trading  area  that's  really  blasting  ahead.  With  over  two  million 
population  it  ranks  with  the  biggest.  And  with  more  spending  power  per 
family  it  leads  most. 

For  example,  retail  sales  in  this  rich  45-county  area  are  higher  than  the 
state  retail  sales  in  each  of  23  different  states!  In  this  prosperous  metropoli¬ 
tan  area  retail  sales  per  family  are  15.9  percent  above  the  national  average. 

What’s  more,  metropolitan  Indianapolis  ranks  13th  among  cities  over 
650,000  in  effective  buying  income  per  household. 

The  Indianapolis  area  means  business!  And  with  54.9%  coverage  of  the 
area  The  Star  and  The  News  can  make  it  big  business  for  your  product  or 
service.  Write  today  for  a  copy  of  FACTS,  a  condensed  report  of  the  eco¬ 
nomic  picture  of  metropolitan  Indianapolis. 

tSales  Management,  Survey  of  Buying  Power,  1959 


Population:  2,152,000 

Income:  $3,823,053,000 

Retail  Sales:  $2,466,255,000 
Coverage:  54.9%  By 

The  Star  and  The  News 


STAR 
NEWS 


Morning  A  Sunday 


Evening 


KELLY-SMITH  COMPANY  •  NATIONAL  REPRESENTATIVES 
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EDITOR  &  PUBLISHER  CALENDAR 


It’s  true  that  people  make  markets,  BUT 
they  do  not  become  customers 
until  they  are  REACHED 


and  SOLD 


/» AKRON 
only  the  BEACON 
JOURNAL 

can  do  the  job!  /4^ 


Here  are  the  facts  about 
the  Akron  Beacon  Journal 
Area  of  Influence. 


400niillioii 


DOLLAR  MARKET 

POPULATION  .  .  .  748,660 
FAMILIES . 220,734 

TOTAL  BEACON  JOURNAL  CIRCULATION: 

DAILY  SUNDAY 

165,373  175,773 

Plan  your  sales  promotions  in  Akron’s  ONLY 
daily  and  Sunday  newspaper  and  be  sure  your 
messages  go  home.  It  costs  but  40c  per  line. 

ROP  Color  available  Daily  and  Sunday 

‘Source  1959  Sales  Management  Survey  of  Buying  Power. 

AKRON 

BEACON  JOURNAL 

"Ohio's  Most  Complete  Newspaper" 

JOHN  S.  KNIGHT,  Publisher  •  Represented  by  Story,  Brooks  B  Finley 
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SEPTEMBER 

27- Oet.  2 — Food  Editors  Conference.  Drake  Hotel.  Chicaqo. 

28 —  E&P  ROP  Color  Awards  luncheon,  Park  Lane  Hotel,  New  York. 

28- 30 — Southern  Newspaper  Publishers  Association,  Arlington  Hotel,  Hoi 
Springs.  Ark. 

29 —  Newspaper  Advertising  Seminar,  New  York. 

OCTOBER 

3 — DPI  Illinois  Newspaper  Editors  Association,  Champaign,  III. 

3- 4— South  Dakota  AP  newspapers.  Rapid  City. 

4- 6 — National  Newspaper  Promotion  Association,  Southern  Region  Promo 

tion  Workshop,  Captain  Shrove  Hotel.  Shreveport.  La. 

4- 7 — NNPA  Western  Regional  Workshop,  San  Jose,  Calif. 

5- 6— New  England  Newspaper  Advertising  Executives  Association,  Porker 

House,  Boston. 

6- 8 — Inter  American  Press  Association,  St.  Francis  Hotel,  San  Francisco. 

7- 10 — National  Conference  of  Editorial  Writers,  Commodore  Perry  Hotel, 

Toledo.  Ohio. 

8- 9 — Interstate  Editorial  Association,  Mayfair  Hotel,  Sioux  City,  Iowa 

9- 10— Florida  Newspapers  Advertising  Executives.  Duval  Hotel,  Tallahassai. 

9- 10— California  Newspaper  Advertising  Managers  Association,  Advertlsinq 

seminar,  San  Jose  State  College,  San  Jose. 

10 —  Wisconsin  AP  Telegraph  Editors  Association,  Milwaukee. 

lO-l  I — North  Dakota  AP  newspapers.  Bismarck. 

10- 11— III!  nols  AP,  Edgewater  Beach  Hotel,  Chicago. 

1 1 —  California  Newspaperboy  Foundation.  Miramar  Hotel.  Santa  Barba'j 

11-13— Ohio  Circulation  Managers'  Association,  Lincoln  Lodge,  Columbui 
11-13 — California  Circulation  Managers'  Association,  Miramar  Hotel,  Sami 

Barbara. 

11-13 — Mid-Atlantic  Circulation  Managers  Association,  Washington  Dub 
Hotel,  Durham,  N.  C. 

11-17 — Society  of  American  Travel  Writers,  San  Juan,  Puerto  Rico. 

13 — AP  Connecticut  Circuit,  Brooklawn  Country  Club,  Fairfield. 

15-17 — Pennsylvania  Newspaper  Publishers'  Association,  Pick-Rooseeli 
Hotel,  Pittsburgh.  Pa. 

15-17 — National  Editorial  Association,  Congress  Hotel,  Chicago. 

15-17— West  Virginia  Press  Association,  Fairmont  Hotel,  Fairmont,  W.  Vi. 

15- 21 — National  Newspaper  Week. 

16—  DPI  West  Virginia  Newspaper  Editors  Association,  Fairmont  HoW 
Fairmont. 

16-17 — Northwest  Daily  Press  Association,  Normandy  Hotel,  Minneapolis 
16-17 — Newspaper  Week,  University  of  Colorado,  Boulder. 

16- 17 — Nebraska  AP  Newspaper  Members,  Paddock  Hotel,  Beatrice,  N«b 

17 —  Inter  American  Press  Association,  Bogota,  Colombia. 

17 —  National  Newspaperboy  Day. 

18- 19 — New  York  State  Dailies,  Advertising  Managers  Bureau,  Hotel  Syi*' 
cuse,  Syracuse,  N.  Y. 

18-20 — Inland  Daily  Press  Association,  Drake  Hotel,  Chicago. 

18-20— Interstate  Circulation  Managers  Association,  Sherwyn  Hotel,  Pitts¬ 
burgh,  Pa. 

18-21 — Institute  of  Newspaper  Controllers  and  Finance  Officers,  Hotel  d** 
Coronado,  San  Diego,  Calif. 

20 — New  England  Daily  Newspaper  Association,  Sheraton-Plaza,  Boston. 

22- 23 — Audit  Bureau  of  Circulations,  Drake  Hotel,  Chicago. 

23- 25 — Ohio  Newspaper  Women's  Association,  Hotel  Antlers,  Lorain,  Ohio. 

24-  Syracuse  University  School  of  Journalism,  Advisory  Council,  UnivenitV 
Club.  Syracuse,  N.  Y. 

24— UPl  Wisconsin  Newspaper  Editors,  Madison. 

24-25 — Associated  Press  Society  of  Ohio,  Carter  Hotel,  Cleveland. 

24- 28 — Controllers  Institute  of  America,  Penn-Sheraton  Hotel,  Plttsburgr 
Pa. 

25 —  UPl  Texas  Editors  Association,  Dallas. 

25-28 — Central  Region,  National  Newspaper  Promotion  Assodatior 
Schroeder  Hotel,  Milwaukee,  Wis. 

30-31 — Illinois  Press  Association,  St.  Nicholas  Hotel,  Springfield,  III. 

30-3 1 -Nov.  I — Rocky  Mountain  Mechanical  Conference,  Albany  Hote 
Denver. 

NOVEMBER 

11-14 — Sigma  Delta  Chi.  Golden  Anniversary  convention,  Claypool  Hote 
Indianapolis,  Ind.,  and  De  Pauw  University,  Greencastle,  Ind. 
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SPRINGFIELD’S  JOURNAL  ti  REGISTER  PRESSR(K)M  —  DrawinK  by  Franklin  McMahon,  noted  Illinois  artist 
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Sllittcta  State  lournal 

ILLINOIS  STATE  REGISTER 


SELL  SPRINGFIELD  WITH  COVERAGE 
PLUS 


COLOR 


The  Illinois  State  Journal 
and  Illinois  State  Register 
offer  lOO'^r  coverage — 
plus  the  lOO'^r  impact  of 
ROP  color — in  the  state’s  capital  market. 

COVERAGE:  100''/  in  Sangamon  County  (Springfield)  and 
60''/  in  Springfield’s  ll-county  trading  area. 

COLOR:  Black  and  one,  two,  or  three  colors,  brilliantly  repro¬ 
duced  by  the  Goss  Headline  Press.  Color  samples  furnished 
upon  request. 

For  the  advertiser  who  seeks  coverage  plus  color  plus  mer¬ 
chandising  support  in  a  rich  and  responsive  market,  there 
can  be  no  better  buy  than  Springfield’s  two  historic  dailies: 
Illinois  State  Journal  and  Illinois  State  Register. 


‘The  Ring  ^  o/  Truth*’ 


OITOR  Sc  PUBLISHER  for  September  26,  1959 


1 5  "Hometown"  Newspapers  covering  Springfield,  Illinois  —  Northern  Illinois  — 
Greoter  Los  Angeles  —  and  San  Diego,  California  . . .  Served  by  the  COPLEY 
Washington  Bureau  and  the  COPLEY  News  Service. 

REPRESENTED  NATIONALLY  BY  WEST-HOLLIDAY  CO..  INC. 
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Heady  Headlines 

Managing  editor  V’ick  Lindley,  Bryan  (Texas)  Daily  Eagle:  “After 
reading  your  column  this  morning  I  dashed  off  this  head  wf^ 
some  of  the  people  around  here  thought  was  pretty  fair:  ‘Khrushche* 
Will  Arrive  Amid  Red  Rocket’s  Glare’.” 


Stan  Saplin,  Director  of  ('.ommunieations.  New  York  Univenip 
Alumni  Federation:  “I  still  like  the  banner  line  my  old  ISrto  York 
Jaurnal-Am^rican  colleague,  W'arren  Pack,  wrote  when  it  appeaird 
the  Dodgers  finally  were  going  to  beat  the  Yankees  and  win  their 
first  World  Series:  ‘Spree  Grows  in  Brooklyn.'  Our  favorite  here 
in  four  years  of  publishing  the  Netc  York  University  Alumni  Nm 
topped  an  interview  with  Prof.  Charles  Dwyer,  an  authority  on 
soeeeh.  It  read:  ‘Rejeree!  Dwyer  Foresees  Demise  of  Brookhn 
Accent’.” 


Altoona 

kimd  iddrh/Micl! 


Dave  Phillips,  PR,  Bloomington,  Ill.:  “My  all-time  trophy  goe»  It 
Hank  Greenspun’s  Las  Vegas  Sun  for  a  page  one  picture  of  a  padlocked 
bordello’s  dining  room.  Chairs  were  stacked  on  tables  and  the  single 
sign  of  life  was  a  big  Persian  running  across  the  floor.  The  overline  read: 
‘The  Only  Cat  Left  in  the  House’.” 

Ralph  Gordon,  PR  Manager,  Ford  Motor  Ck».,  San  Frandeco: 
“I  rec’all  when  the  Spokane  Spokesman-Ret'ietc,  years  ago,  eovceed 
an  election  of  the  All  Saints  Episcopal  Cathedral:  ‘All  Saints  Pid 
Heads.’  And  earlier  than  that,  during  Teddy  Roosevelt’s  cumptigD. 
flying  machines  were  new  and  they  were  scattering  campaign  kol' 
tons  from  the  air:  ‘Roosevelt  Buttons  Fly  Over  New  York’.” 

A1  Ostrow,  Cleveland  Press:  “The  slot  man  and  a  rim  guy  on  the  old 
New  York  Evening  Post  argued  about  whether  a  good  headline  could  pop 
up  any  story.  ‘I  defy  you  to  write  a  good  head  on  this.’  the  slot  ma 
said,  tossing  over  a  short  on  a  high  school  mathematics  contest.  The  rin 
guy  met  the  challenge  headon  with:  ‘Euclid,  Euclid,  Sis  Boom  Bih' 
Mathematics,  Rah.  Rah,  Rah!’  Seems  to  me  the  same  guy  wrote  iki- 
caption  over  a  picture  of  Fritz  Kuhn  and  his  New  York  Nazis  hoIdiii( 
a  goose-stepping,  fascist-saluting  rally:  ‘With  a  Hey  Nazi-Nazi  and  i 
Hot  Ja  Ja  .  .  .’  A  May  2.  1958,  8-column  line  from  the  Lorain  (Ohio' 
Journal:  'Tube  To  Build  New  Butt  Mill.’  That  meant  the  National  Tub 
Division  of  U.  S.  Steel  would  build  a  new  buttweld  mill  to  prodocf 
finished  pipe.” 


29  YEARS  OF  COLOR  EXPERIENCE 
FULL  OR  SPOT  COLOR  AVAILABLE 
CAREFUL  ROP  CRAFTSMANSHIP 
PROVEN  RESULTS  FOR  ADVERTISERS 
OVER  230,000  LINES  OF  COLOR  IN  ‘58! 

SELL  ALTOONA  WITH  COLOR  IN  THE' 


Eltoona  SEirror 


Altoona  Pennsylvania's  Only  Daily  Newspaper 

Richard  E.  Beeler,  Adr.  Mgr, 


Executive  Editor  Ed  Hill,  Rome  (Italy)  Daily  American :  “When 
HullywtM>d  decideil  to  make  ‘Forever  Amber,’  the  IVetc  York  ITorU- 
Telegram  carried  an  8-column  entertainment  page  banner:  ‘HoUr- 
wood  Tosses  A  Wench  Into  the  Works.’  Here  on  the  Daily  American, 
when  raring  driver  Stirling  Moss  was  struck  on  the  cheek  by  a 
small  stone  picked  up  by  the  tire  of  a  car  he  was  trying  out  at 
Milan,  the  headline  was:  ‘Rolling  Moss  Gathers  Stone.’  .Vndvhen 
Eisenhower  cut  himself  while  shaving  in  London  rcN’ently, 
carried  a  Page  One  box  with  the  single  line:  ‘Ike  Meets  Nick’. 

Editor  Rusty  Macdonald,  Saskatoon  (Sask.)  IVestern  Pjo- 
An  AP  story  under  Bob  Thomas’  byline  told  of  John  Raitt^ 
success  in  ‘Pajama  (iame.’  Thf 
jama  Game  Star  on  Top  Aftw 


Executiv 
ducer. 

long  battle  for  a  Broadway  slot  and  final 
Saskatoon  Star-Phoenix  headlined  it:  ‘Pa, 

the  last  year  or  two  have  Canadians  rcall’ 
started  calling  HM  Queen  Elizabeth  ‘Queen  of  Canada.’  They’ve  alw 
really  used  the  term  until  lately.  Ho» 
crowned  June  2.  1953,  the  Western  Producer  ran 

‘Queen  of  Canada  Crowned.’  Being  i 
but  ‘bit  the  mails’  June  2.  We  like* 
use  the  term  in  such  a  way.  Gain^' 


1.5  Years  of  Trying.’  Only 

St.  ’  V _  Z” _ 

accepted  her  as  such  but  never 
ever,  when  she  was 
head  across  its  5-column  tabloid: 
weekly  it  was  in  our  June  4  issue 
think  we  were  the  first  in  Canada  to 
who  may!” 


Henry  G.  Jackson  Jr.,  Bradford,  R.  I.:  ‘‘From  the  Provident 
Evening  Bulletin:  ‘Miss  Ciallas  Denies  Rift  Causetl  by  !'ni| 
Tycoon’.” 

Charles  Rentrop,  Cincinnati  Post  and  Times-Star:  “The  story  said  p' 
ducer  Flo  Ziegfeld,  who  had  twice  married  and  twice  divorced  aitP" 
.Anna  Held,  was  seeking  reconciliation  and  likely  remarriage.  The  A’ 
York  American  3-column  headline:  ‘Flo  Ziegfeld  Wants  His  \nna  H' 
.Again’.” 

Robert  B.  Martin,  East  Patchogue,  N.  Y.:  ‘‘Here  are  a  coupk 
noticed  in  recent  issues  of  EDITOR  &  PUBLISHER:  ‘Mrs.^KidenW 
.Sells  Interest’  and  ‘Truck  Blast  Sends  Daily  Miles  Away".  ’ 

S.  A.  Shaddix,  Manager,  Plant  City  Public  Relations,  Proctei 
Gamble  Co.,  Cincinnati:  “Editor  &  Piblisher  itself  (.Aug.  29.  page 
did  a  good  job  when  it  declared:  ‘Hoe  Will  Convey  Visitors  to  V acton 

EDITOR  &  PUBLISHER  for  September  26,  I?’ 


to  help  you  capture  the 
compact  Baltimore  market 


ABC  3/31/59:  Combintd  Morning  ond  Ertning  413,293— Sundiy,  319,972 
Cresmer  &  Woodward,  Inc. — New  York,  San  Francisco,  Los  Angeles. 
Scolaro,  Meeker  &  Scott — Chicago,  Detroit 


announcing 


an  exclusive  fashion  feature  by 

^^t)viclie6S  or  WJl 


^he  .rUJucneSd  or  l/i/mddor’ 

to  appear  first,  during  the  Fall  of  1959  in 
THIS  WEEK  Magazine  with  over  13,000,000 
circulation  in  42  American  newspapers. 
Subsequently  available  starting  January 
1960  in  485  newspapers  featuring 

Spadea  Patterns  by  World  Famous  Designers 

(This  feature  includes  an  article  by  The  Duchess  of  Windsor  on 
her  philosophy  of  dressing — and  a  series  of  original  dress 
patterns  designed  by  The  Duchess.) 


SPADEA  SYNDICATE,  INC. 

Stii'ling  Spadea,  Sales  Manager 
editor  ac  PUBLISHER  for  September  26,  1959 


120  West  .31st  Street,  New  York  1,  N.Y. 

LOngacre  .3-0478 
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editorial 


Report  from  the  Pulpit 

A  commutkf.  of  10}  ministers,  priests  and  rabbis  rejjorted  to  New 
York’s  Mayor  \Vap;ner  on  “Influences  AfTecting  the  Moral  and 
Spiritual  Climate  of  New  York  City”  and  at  the  same  time  made  an 
unprecedented  “appeal  from  the  pulpit”  for  their  congregations  to 
protest  against  destructive  influences  of  mass  media  (newspa|>ers, 
magazines,  advertising,  radio,  television). 

While  the  committee  maintained  its  report  did  not  constitute  a 
sweeping  condemnation  of  the  mass  media  because  it  generously 
pointed  out  and  commended  good  points  in  all  media,  its  general 
tone  was  to  the  eflect  that  crime  in  the  community  is  the  result 
largely  of  the  irres|)onsible  presentations  of  the  mass  media  in  high¬ 
lighting  the  immoral,  brutal,  sadistic  and  materialistic  actions  of 
society. 

We  dissent  Irom  that  general  assumption.  It  can  be  pointed  out. 
and  often  is,  that  an  isolated  crime  may  have  been  motivated  by 
something  read  in  the  newspaper  or  heard  over  the  air.  The  basic 
causes  of  crime,  Iiowever,  the  reasons  for  the  existence  of  street  gangs 
and  teen-age  killings,  are  deep  within  the  community  and  in  our 
opinion  cannot  be  attributerl  directly  to  what  is  written  or  broad¬ 
cast. 

Nevertheless,  the  charges  and  the  apjreal  of  the  religious  leaders 
cannot  be  ignored  by  these  mass  media.  .Although  a  general  indict¬ 
ment  cannot  be  sustained,  it  is  true,  as  the  report  jroints  out,  that 
“all  too  often  a  segment  of  the  j>ress  (all  media)  negates  its  positive 
contributions  by  headlining  and  highlighting  the  very  stories  that 
carry  a  destructive  influence  esjx*cially  to  our  young.” 

Each  segment  of  the  press  will  know  if  the  shoe  pinches.  The 
apjjeal  is  for  something  to  be  done  about  it. 


Better  Paper  for  E  &  P 

ITU  THIS  issn.  Editor  &  Publishkr  is  introducing  a  new  and 
finer  grade  of  paper  stock  for  the  benefit  of  its  readers  and  ad¬ 
vertisers.  It  is  noteworthy  that  this  change — the  first  change  in  jiajier 
E&P  has  made  since  shortly  after  World  War  II — should  be  made 
with  this  l.S2-page  issue  devoted  to  the  promotion  and  use  of  news¬ 
paper  color  and  carrying  48  pages  on  which  color  is  printed.  The 
reproduction  of  advertising  and  editorial  material  both  in  black  and 
in  color  far  surpasses  any  that  E&P  has  been  able  to  provide  here¬ 
tofore. 

E&P  has  been  reluctant  in  the  past  to  change  its  grade  of  pa|>er 
for  one  reason  only:  Our  publishing  schedule  calls  for  closing  final 
pages  up  to  late  Thursday  afternoon  with  finished  copies  on  the 
New  York  newsstands,  in  the  E&P  office,  and  in  the  mails  by  nine 
o’clock  Friday  morning.  It  is  almost  a  morning  newspajrer  schedule. 

'Ehis  has  necessitated  a  cpiick-drying  ink  and  a  pajx:r  with  absorption 
qualities.  Our  ex|>eriments  with  machine-coated  paper  in  the  past 
have  always  meant  advancing  our  closing  time  which  meant  a  sacri¬ 
fice  in  news  timeliness. 

At  last  with  the  coo|)eration  of  our  printer  we  are  able  to  pro¬ 
vide  this  new  coated  pa|>er  esjiecially  selected  to  improve  the  quality 
of  printing  without  impairing  the  service  of  late  deadlines  which 
have  made  E&P  the  “Spot  News  Pajx;r  of  the  Newspaper  and  Ad¬ 
vertising  Fields”  fcjr  75  years. 

EDITOR 


And  he  said  unto  me.  My  grace  it  isf 
dent  for  thee;  for  my  strength  is  nu^ 
perfect  in  weakness.  —  2  Corinthim 
XU;  9. 

Editor  &  Publisher 

9  THE  FOURTH  ESTAT! 

The  Oldest  Publishers’  and  Advertisers' 
Newspaper  in  America 
With  which  has  been  merged:  The  Jounwli# 
established  March  22,  1884;  Newspaperdoi' 
established  March,  1892;  The  Fourth  Estn 
March  I,  1894;  Editor  &  Publisher,  June? 
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•Short  SaheA 


The  Richland  County  Grand  Jury  re¬ 
ported  that  the  sheriff’s  office  is  per¬ 
forming  its  duties  in  a  “fine  manner,” 
and  that  the  venereal  disease  rate  is  on 
the  rise  in  Columbia.  —  Columbia  (S.  C.) 
State. 

• 

There  were  a  number  of  women  in 
the  audience  that  looked  on  as  they 
were  run  through  the  auction  ring.  — 
Texarkana  (Ark.-Tex.)  Gazette. 

• 

In  law,  completion  of  an  invention  re¬ 
quires  an  actual  woi’king  unit  or  the 
filing  of  a  patient  application  in  the 
Patent  Office.  —  Pittsburgh  (Pa.)  Post- 
Gazette. 

• 

The  {K)lice  said  Cheng  '‘looked  like  a 
wild  man”  when  a  flashlight  picked  him 
out  squatting  money-like  on  a  rafter.  — 
Albuquerque  (N.  M.)  Journal. 

• 

2  Housewives  Turn  in  Arms  —  .Veie 
York  Journal- American. 
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SIGN  OF  THE  CLENCHED  FIST 
Hubenthal,  Hearst  Newspapers 
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AGE  BARRIERS 

Newspapers,  often  more  conservative  in 
their  practices  than  in  their  editorial 
opinion,  can  with  only  slight  effort  make  a 
breakthrough  of  present  employment  age 
barriers  with  considerable  benefit  to  them¬ 
selves  and  to  members  of  the  profession. 

It’s  simple.  They  can  hire  the  veterans 
to  train  the  cubs,  doing  this  deliberately 
in  organized  fashion. 

(I  would  like  to  say  quickly  here  that 
I  am  not  available  for  employment,  so  this 
is  no  personal  pitch.  I  am  using  first  per¬ 
son  both  so  I  can  state  that  fact,  and  so 
I  can  also  give  some  opinions.  It  probably 
is  a  good  thing  I  am  not  looking  for  a  job 
— despite  the  fact  that  36  of  my  52  years 
have  been  spent  in  editorial  department 
newspapering.  mostly  executive.  I  would 
hate  to  be  bunting  employment  in  help 
wanted  columns  which  either  ask  for  be¬ 
ginners  or  put  an  age  limit  on  those  who 
will  be  considered.) 

What  I  have  in  mind  is  a  new,  useful, 
and  dignified  working  capacity  for  com¬ 
petent  older  newspapermen. 

Pensions  are  fairly  recent,  newspaper 
jobs  are  subject  to  more  than  average 
change  so  that  pension  benefits  do  not  get 
established,  not  everybody  belongs  to  the 
Guild,  there  is  no  Carpenter’s  Home  for 
word-carpentry,  and  it  still  happens  that 
some  very  fine  one  time  newspaper  execu¬ 
tives  who  do  not  want  to  go  into  public 
relations  wind  up  their  careers  struggling 
for  eating  money  on  the  rim  of  somebody’s 
copy  desk  or  presiding  over  a  morgue. 
This  probably  happens  even  more  often  to 
some  top  notch  reporters  who  chose  not 
to  try  the  executive  route  but  who  no 
longer  can  nor  want  to  chase  the  fire  en¬ 
gines  in  a  blizzard. 

Why  not  give  these  men  whose  capaci¬ 
ties  and  experience  show  they  are  suitable 
for  it  the  job  of  helping  train  youngsters 
in  the  city  room?  Many  a  cub  learns  only 
haphazardly  through  the  hasty  and  spas¬ 
modic  bawling-out  given  him  by  some 
itinerant  desk  man  presiding  over  that 
day’s  shift  and  never  gets  the  benefit  of 
patient  counselling  and  wisdom  drawn 
from  long  experience,  nor  has  the  oppor¬ 
tunity  to  know  where  to  go  to  get  his  ques¬ 
tions  answered.  Older  men.  perhaps  not  as 
active  as  they  once  were  but  not  yet  ready 
for  retirement  to  the  copy  desk  rim.  could 
serve  honorably  and  efficiently  in  this  ca¬ 
pacity  if  it  were  made  a  regular  job  and 
if  it  were  established  as  a  position  for 
older  men  only,  thus  breaking  through  the 
present  age  barriers. 

Besides  metropolitan  use.  many  smaller 
papers  of  this  country  feel  they  cannot 
afford  a  full  time  editorial  writer  yet  they 
have  great  need  for  one  on  their  staffs  in 
this  increasingly  complex  world.  In  such 
cases,  the  older  man  could  do  part-time 
editorial  writing  and  part-time  training  of 
youngsters. 

In  either  case.  I  see  this  as  a  position 
of  dignity  where  all  the  experience  and 
wisdom  of  the  older  men  can  be  used — not 
just  part  of  it.  as  on  the  rim.  but  an 
honored  position  with  an  honored  title. 
(We  devise  so  many  titles  in  the  news¬ 


paper  business  that  a  new  one  should  not 
l)e  hard  to  think  up.) 

Since  age  would  not  be  the  sole  qualifi¬ 
cation,  as  it  never  is  in  any  job,  not  all  of 
these  older  men  would  be  qualified  for 
such  a  position,  but  this  might  at  least 
offer  a  way  to  decently  and  usefully  take 
care  of  some  whose  skills  and  wisdom  and 
experience  would  be  otherwise  unused  or 
downgraded. 

The  chief  drawback  I  can  see  is  that 
this  idea  might  cost  a  little  more  than 
present  practices.  I  cannot  help  but  notice 
how  many  of  the  ads  these  days  want  the 
wisdom,  insight,  and  competence  of  a 
bright,  terse,  expert  writer  for  only  $60 
to  $80  a  week.  But  this  situation  is  im¬ 
proving.  Anyway,  the  publishers  would 
get  more  value  from  carefully-selected 
older  men.  who  would  in  turn  make  the 
younger  men  valuable  more  quickly.  I 
take  the  position  that  in  the  long  run  even 
the  profit  and  loss  sheet  will  not  be  helped 
by  paying  human  beings  less  than  they 
are  worth. 

Don  Morris 

Brownsville.  Tex. 


JEWISH  PRESS 

In  your  article  on  the  foreign  language 
daily  press  in  the  U.S.  the  author  said 
the  Yiddish  daily  press  dates  from  1889. 
Not  so.  The  New  York  Tageblatt  was 
founded  as  a  daily  in  188.3.  The  Yiddish 
press  began  with  weeklies,  the  Jewish  Post 
in  1872  and  the  Jewish  Times  in  1874. 

Incidentally,  when  William  Randolph 
Hearst  ran  for  mayor  of  New  York  he 
founded  a  short-lived  Yiddish  daily  to 
support  him. 

Bf.rnard  Postal 

New  York,  N.  Y. 


STARTING  SALARY 

The  last  paragraph  of  Robert  A.  Juran’s 
letter  (Aug.  29),  in  which  he  describes 
how  he  will  save  $10,000  for  a  down  pay¬ 
ment  on  a  weekly  and  hire  a  brilliant 
young  editor  for  $100  a  week  to  start, 
shows  Mr.  Juran  to  lie  either  unbelievably 
naive  or  a  delightful  writer  of  sarcasm. 

I  can’t  believe  that  a  man  who  lives  in 
Hartford  can  be  so  unsophisticated — if  he 
is.  it  must  be  that  he  plans  to  pay  his 
advertising  manager  at  least  $99  to  start. 
■Surely  Mr.  Juran  is  ribbing  us! 

W.  I.owRiF,  Kay 

Pioneer  Publishing  Co.. 

Chicago.  Illinois. 


GAMP  UST  ASKED 

1  would  like  to  know  the  names  of  news¬ 
papers  running  fresh  air  camps  for  under¬ 
privileged  children  from  the  slums. 

Gf.rry  Bl'rtnett 

Honolulu  Advertiser 
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announcing  model  homes  in  two  Long  Island 
housing  developments- Hewlett  Park  and  Country 
Estates— were  published  in  The  New  York 
Times.  Both  new  models,  in  different  communities, 
were  opened  at  the  same  time  with  advertisements 
placed  by  Preiss  and  Brown  Advertising. 

PRODUCED 

THESE 

RESULTS 

“At  Hewlett  Park,  only  two  800-line  ads  were 
needed  to  put  sales  so  far  ahead  that  the 
remainder  of  the  schedule  was  cancelled,"  says 
Alvin  Preiss.  At  Country  Estates,  with  its 
$47,900  homes,  “people  had  to  wait  on  line  for 
hours  and  many  were  turned  away... sales 
the  first  day  for  a  home  in  this  price  category  were 
fantastic."  Here’s  another  example  why  today, 
as  always,  it  pays  to  advertise 

IN  THE 
NEW  YORK 
TIMES 

first  in  advertising  in  the  world’s  first  market 
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6  Dailies,  3  Retailers  Win 
3rd  E&P  Color  Competition 


2,371  Entries  Make  Event 
‘Wall-To-Wair  Contest 


By  Robert  B.  McIntyre 

Take  2,371  entries  submitted 
by  146  newspapers  in  the  Third 
Annual  Editor  &  Publisher 
competition  for  outstanding  run- 
of-paper  color  reproduction  of 
national  advertising  during 
1958-59,  spread  them  on  the  floor 
according  to  circulation  groups, 
and  you’ve  got  yourself  a  wall- 
to-wall  ROP  newspaper  color 
contest. 

The  total  number  of  entries 
marked  a  new  high  in  the  three- 
year  old  competition,  and  com¬ 
pared  with  2,031  entries  submit¬ 
ted  by  153  dailies  in  1957-58, 
and  1,800  entries  submitted  in 
1956-57  by  150  papers. 

For  six  hours  a  panel  of  10 
judges  carefully  weighed  the 
merits  of  each  entry  before 
coming  up  with  a  total  of  nine 
winners — six  national  ads  that 
won  for  quality  of  reproduction, 
and  three  retail  ads  judged  pri¬ 
marily  on  how  well  the  retailer 
used  either  full  or  spot  color. 


the  three  winning  retail  stores, 
and  to  the  dailies  in  which  the 
ads  appeared. 

Tile  Winners 

The  winning  newspapers,  com¬ 
peting  in  three  different  circula¬ 
tion  groups  for  top  honors  in 
reproduction  of  ads  in  three 
colors  and  black,  and  one  color 
and  black,  are: 

THREE  COLORS  AND 
BLACK:  Newspapers  with  cir¬ 
culation  over  250,000: 

New’spaper:  Minneapolis 
(Minn.)  Star  &  Tribune;  Ad¬ 
vertiser:  Pepsi-Cola  Co.; 


Agency:  Kenyon  &  Eckhardt, 
Inc.,  New  York.  (See  page 
26). 

ONE  COLOR  AND  BLACK: 
Newspaper  with  circulation 
over  250,000: 

Newspaper:  Philadelphia 
(Pa.)  Evening  Bulletin;  Ad¬ 
vertiser:  Miles  Laboratories 
( Alka-Seltzer) ;  Agency: 
Wade  Advertising,  Inc.  Chi¬ 
cago. 

THREE  COLORS  AND 
BLACK:  New-spapers  with  cir¬ 
culation  of  100,000  to  250,000: 
Newspaper:  Seattle  (Wash.) 
Post-Intelligencer;  Adver¬ 
tiser:  Sick’s  Ranier  Brewing 
Co.;  Agency:  Miller,  Mackey, 
Hoeck  &  Hartung,  Inc., 
Seattle.  (See  page  28). 

ONE  COLOR  AND  BLACK: 
Newspapers  with  circulation  of 
100,000  to  250,000: 

Newspaper:  Arizona  Republic 


New  York  Papers 

The  judges  also  came  up  with 
some  interesting  comments  about 
newspajx-r  color.  These  com¬ 
ments  ranged  from  such  state¬ 
ments  as:  “The  contest  shows 
how  far  behind  New  York 
papers  are  in  color,”  and  “New 
York  advertisers  are  unaware  of 
the  volume  of  color  available 
throughout  the  U.  S.,”  to  laments 
that  “It’s  too  bad  we  can’t  do 
more  with  this  retail  color  in 
New  y  ork,”  and  a  warning  that 
the  retail  entries  in  the  contest 
showed  “an  indiscriminate  use 
of  color  which  can  be  as  bad  as 
no  color.” 

Roln-rt  U.  Brown,  president 
and  oiitor  of  E&P,  will  present 
special  F^&P  awards  to  the  six 
newspapers  and  certificates  of 
merit  to  the  advertisers  and 
their  agencies  at  a  luncheon  in 
the  Park  Lane  Hotel,  New  York, 
on  Monday,  Sept.  28.  In  addition, 
certificates  will  be  presented  to 
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SHIRT-SLEEVE  SESSION — Agency  production  managers  |lefr  to  right 
Louis  Leon,  Mogul,  Lewin,  Williams  &  Saylor,  and  Frank  Stolz,  BBDC 
get  down  to  their  shirt  sleeves  to  compare  register  and  ink  coveragi 
on  entries  in  3rd  Annual  EDITOR  &  PUBLISHER  Color  Award 
Competition. 


Retail  Creativity 
Award  Winners 

The  three  Retail  Creativity 
Award  winners,  and  the  news¬ 
papers  that  reproduced  the  win¬ 
ning  color  ads,  are: 

Store:  Marshall  Field  &  Co.; 

Newspaper:  Chicago  (Ill.) 

Tribune.  (See  page  40). 

Store:  Neiman-Marcus ;  News¬ 
paper:  Houston  (Texas)  Post. 

(See  story  on  page  57). 

Store:  D.  J.  Stewart  Co.; 

Newspaper:  Rockford  (Ill.) 

Morning  Star  &  Register- 

Republic.  (See  page  30). 


&  Phoenix  Gazette;  Adver¬ 
tiser:  Ford  Motor  Co.; 
Agency:  J.  Walter  Thompson 
Co.,  New  York.  (See  page 
42). 

THREE  COLORS  AND 
BLACK:  Newspapers  with  cir¬ 
culation  under  100,000: 

Newspaper:  San  Diego 
(Calif.)  Union;  Advertiser: 
Califomia  Packing  Corp.  (Del 
Monte  pineapple)  ;  Agency: 
McCann-Erickson,  Inc.,  San 
Francisco.  (See  page  16). 
ONE  COLOR  AND  BLACK: 
Newspapers  with  circulation  un¬ 
der  100,000: 

Newspaper:  San  Diego 
(Calif.)  Union;  Advertiser: 
Paxton  &  Gallagher  Co.,  Oma¬ 
ha,  Neb.  (Butter-Nut  Instant 
Coffee);  Agency:  D’Arcy  Ad¬ 
vertising  Co.,  St.  Louis.  (See 
page  46). 

The  lighter  Side 

The  judging  had  its  lighter 
moments.  For  example,  the 
Scranton  (Pa.)  Republican  sub¬ 
mitted  a  color  page  that  was 
dated  Friday,  Dec.  7,  1934.  The 
competition  covered  national  ads 
appearing  in  dailies  between 
June  1,  1958,  and  May  31,  1959. 

The  judges  also  got  a  chuckle 
from  a  full-color  page  sent  in 
by  the  San  Angelo  (Texas) 
Standard-Times.  A  note  attached 
explained: 

“We  are  not  entering  this  in 
the  contest.  Merely,  we  are  curi¬ 
ous  as  to  how  well  our  reproduc¬ 
tion  compares  with  larger, 
better-equipped  papers.” 

According  to  the  judges,  it 
compared  “very  well.” 

The  panel  of  judges  was  chair- 
manned  by  Louis  Leon,  produc¬ 
tion  and  traffic  manager,  Mogul 
Lewin  Williams  &  Saylor,  Inc. 
His  panel  consisted  of  Julian 

{Continued  on  page  10) 
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THREE  MEN  ON  A  COLOR  AD — Julian  Archer  (left),  vicepresident 
and  art  director,  Fuller  &  Smith  &  Ross;  Edward  C.  Mante  (center), 
print  production  manager,  Kenyon  &  Eckhardt  Inc.;  and  John  Jamison, 
art  director,  J.  M.  Mathes,  Inc.,  examine  food  ad  entered  in  E&P's  color 
awards  competition. 


Judges 

of  Newspaper 
ROP  Color 
Reproduction 


CHECKING  THE  WINNER — Frank  Baker,  senior  art  director,  McCann- 
Erickson,  Inc.,  double  checks  the  award-winning  California  Paekin; 
Corp.'s  entry  submitted  by  San  Diego  (Calif.)  Union. 


6  Dailies,  3  Retailers  Win 


(Continued  from  page  9) 


Archer,  vicepresident — director  ject  ads.  This  year,  no  such 
of  art.  Fuller  &  Smith  &  Ross,  breakdown  was  made. 

Inc.;  Frank  Baker,  senior  art  The  judges  were  generally  in- 
director,  McCann-Erickson,  Inc.;  pressed  with  the  quality  of  color 
John  Jamison,  art  director,  J.  M.  reproduction  and  noted  that  the 
Mathes,  Inc.;  Reeve  Limebunier,  trend  seems  to  be  for  the  use  of 
art  director,  Cunningham  &  more  and  more  photographic  art 
Walsh,  Inc.;  George  H.  Andrew,  work  in  color  ads.  Despite  this 
production  manager,  Sullivan,  obseiwation,  however,  all  win- 
Stauffer,  Colwell  &  Bayles,  Inc.;  ning  entries  featured  line  wodt 
Charles  F.  Brooks,  production  in  the  illustrations, 
manager,  Benton  &  Bowles,  Inc.;  The  judges  explained  that 
Frank  Stolz,  pi-oduction  man-  while  newspaper  color  has  im¬ 
ager,  Batten,  Baiion,  Durstine  proved  considerably  and  the  use 
&  Osborn,  Inc.;  Edward  C.  of  photos  has  increased,  the  best 
Mante,  vicepresident — print  pro-  reprcxluction  .still  shows  up  is 
duction  manager,  Kenyon  &  Eck-  ads  that  use  line  drawings, 
hardt,  Inc.;  and  William  H.  Co-sponsors  with  E&P  in  the 


hardt,  Inc.;  and  William  H.  Co-sponsors  with  E&P  in  the 
Buckley,  art  director,  J.  Walter  Third  Annual  color  competitkm 
Thompson  Co.  were  the  American  As.sociatioB 

of  Newspaper  Representatives; 
(.hips  ^ere  Down  the  Advertising  Agency  Prod*- 

The  chins  were  literallv  down  tion  Club  of  New  York;  the  W 


Chips  Were  Down 


REST  FOR  WEARY — Art  Director  Reeve  Limeburner  (left),  Cunningham 
4  Walsh,  Inc.,  rests  weary  feet  with  Production  Managers  Charles  F. 
Brooks  (center),  Benton  &  Bowles,  Inc.,  and  George  H.  Andrew,  Sullivan, 
Stauffer,  Colwell  &  Bayles,  as  they  review  finalists  in  full-color  classi¬ 
fication. 


The  chips  were  literally  down  |-/Iud  oi  wew  lorK,  me 

as  the  judges  voted  on  entries  Directors  Club  of  New  York; 
by  dropping  poker  chips  on  ads  American  Asswiation  of  Adv& 
of  their  choice.  One  chip  was  re-  Rising  Agencies;  and  Br»» 
quired  to  hold  an  ad  for  further  Names  Foundation,  Inc. 
consideration.  As  the  selections  • 

in  each  circulation  group  were  ‘Goltlen  First’ 
narrowed  down,  judges  ruled  xhe  St.  Louis  (Mo.)  Globi- 
that  three  or  four  chips  on  an  Democrat  of  Sept.  20  carried  M 
ad  were  r^uired  to  hold  it  for  eight-page  supplement  for  Ft- 
final  judging.  mous-Barr  department  stol* 

In  this  way,  entries  in  each  printed  in  red,  gold  and  blact 
circulation  group  and  color  cate-  The  cover  page  was  printed  n 
goi-y  were  reduced  to  three  and  the  two  colors  and  black.  Insi* 
four  ads.  Final  vote  was  made  and  back  pages  ran  in  goW 
by  written  ballot.  and  black.  The  supplement  M' 

In  past  E&P  color  competi-  nounced  the  opening  of  th« 
tions,  separate  awards  were  store’s  downtown  sti’eet  floor  a' 
made  for  food  and  general  sub-  a  “Golden  First.” 
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ROP  NEWSPAPER  COLOR 


E&P  Creativity  Awards  Go 
To  3  Advertisers,  3  Agencies 


65  Ad  Agencies  Submit  380  Entries 
In  Second  Annual  Competition 


The  names  of  three  advertis¬ 
ers  and  three  advertising  agen¬ 
cies,  winners  of  the  Second  An¬ 
nual  Editor  &  Publisher  com¬ 
petition  among  agencies  for  the 
creative  use  of  color  in  newspa¬ 
per  general  advertising  during 
1958-59,  were  announced  this 
week  by  Robert  U.  Brown, 
president  and  editor  of  E&P. 

The  six  winners,  selected  by  a 
panel  of  five  judges  from  380 
newspaper  color  ads  submitted 
by  65  agencies,  are: 

FULL  COLOR  (3  Colors  and 
Black) 

Advertiser:  California  Pack¬ 
ing  Corp.,  San  Francisco 
(Del  Monte  pineapple). 

Agency:  McCann  -  Erickson, 
Inc.,  San  Francisco. 

Art  Director:  Don  Putman. 

Copy  Chief:  Grace  Imbert. 

No.  Papers  Used:  16. 

Total  Color  Linage:  200,000. 
SPOT  COLOR  (1  color  and 


Black) 

Advertiser:  Swift  &  Com¬ 
pany,  Chicago  (Wild  Moun¬ 
tain  Blackberry  Sherbert). 

Agency:  McCann  -  Erickson, 
Inc.,  Chicago.  (See  page 
24). 

.Art  Director:  Robert  Patter¬ 
son. 

Copywriter:  Adelaide  Wilson. 

No.  Papers  Used:  7. 

Total  Color  Linage:  7,000. 

TWO  COLORS  AND  BLACK 

Advertiser:  Brown’s  Velvet 
Ice  Cream,  Inc.,  New  Or¬ 
leans,  La. 

Agency:  Fitzgerald  Advertis¬ 
ing  Agency,  Inc.,  New  Or¬ 
leans,  La. 

Art  Director:  E.  W.  Rector 
Wootten. 

Copy  Chief :  John  Barneston. 

No.  Papers  Used:  4. 

Total  Color  Linage:  115,000. 

Major  Awards 

Mr.  Brown  will  present  major 


awards  to  the  agency  and  the 
advertiser  at  a  luncheon  in  the 
Park  Lane  Hotel,  New  York,  on 
Monday,  Sept.  28.  Miniature 
awards  will  be  presented  in  the 
three  classifications  to  the  ad¬ 
vertising  manager  of  the  prod¬ 
uct,  the  art  director  and  copy 
chief  for  the  advertising  agency. 

This  year’s  total  number  of 
entries  compared  with  313  sub¬ 
mitted  by  51  agencies  last  year. 
Approximately  90';^r  of  the  380 
ads  sent  in  were  for  food  prod¬ 
ucts.  The  two-color-and-black 
category  was  an  added  starter 
in  this  year’s  competition. 

The  five- man  panel  of  judges 
was  comprised  of  Arthur  A. 
Porter,  vicepresident  and  media 
director,  J.  Walter  Thompson 
Co.;  Frank  R.  Scoppa,  art  di¬ 
rector,  Donahue  &  Coe,  Inc.; 
Charles  S.  Adorney,  vicepresi¬ 
dent  and  executive  art  director, 
Cunningham  &  Walsh,  Inc.;  El- 
wood  Whitney,  senior  vicepresi¬ 
dent,  Foote,  Cone  &  Belding, 
Inc.;  and  Walter  Grotz,  art  di¬ 
rector  for  Marschalk  &  Pratt 
Co.,  a  division  of  McCann-Erick- 
son,  Inc. 


SPOT  CHECK— Walter  Sroti.  art 
director,  Marschalk  &  Pratt  division 
of  McCann-Erickson,  Inc.,  spot 
checks  a  winner  in  the  spot  color 
classification  of  E&P's  Color  Cre¬ 
ativity  Competition. 

Vi  inner  A  Repeat 

The  winning  ad  for  California 
Packing  Corp.  was  the  same 
full-color  page  that  won  top 
(Continued  on  page  12) 


CONSULTATION— Arthur  A.  Porter  (left).  vicepresident  and  media 
irector,  J.  Walter  Thompson  Co.,  consults  with  Frank  R.  Scoppa,  art 
director,  Donahue  &  Coe.  in  pickin9  a  winner. 

EDITOR  ac  PUBLISHER  for  September  26.  1959 


'SQUATTER'S  RIGHTS' — Elwood  Whitney,  senior  vicepresident,  Foote, 
Cone  &  Beldinq,  souats  to  9et  closer  look  at  a9ency  entries  in  E&P 
Color  Creativity  Awards  Competition. 
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JULY  ‘HOT’  COLOR  MONTH 


July  Linage  Up  33.7%; 
Total  Up  23%  for  Year 


Total  ROP  color  advertising  newspapers,  along  with  their 
linage  in  newspapers  for  the  first  color  linage  for  the  first  seven 
seven  months  of  1959  hit  81,-  months  of  ’59.  Percentage  gain 
913,139  lines,  up  15,315,621  lines,  over  ’58  is  shown  in  parenthesis, 
or  23.0%,  over  the  66,597,518  Milwaukee  (Wis.)  Journal, 
lines  tallied  for  the  like  period  1,595,861  (38.9) ;  Chicago  Trib¬ 
in  1958,  according  to  the  Hoe  une,  1,352,448  (63.0) ;  Miami 

Report  on  ROP  Color.  (Fla.)  Herald,  1,208,364  (32.1); 

July  color  linage,  latest  month  Los  Angeles  Times,  1,125,835 
measured,  totaled  11,990,407  (12.3);  Salt  Lake  City  Tribune, 
lines  to  top  that  of  July  ’58  by  1,068,100  (41.7). 

3,024,019  lines,  or  33.7%.  This  ..n  . 

gain  follows  increases  of  3.6%  Classificaiionf> 

(January),  11.0%  (Febniary),  The  Hoe  Report  notes  that 
13.6%  (March),  25.9%  (April),  the  size  of  the  national  adver- 
25.6%  (May),  and  39.9%  (June),  tisers’  appropriations  for  color 

The  Hoe  Report  is  based  on  is  increasing,  as  is  the  number  of 
linage  measurements  of  more  accounts  in  the  various  classif- 
than  400  newspapers  in  over  cations.  For  example,  in  gaso- 
130  cities  and  is  compiled  by  lines  and  oils  the  average  ac- 
Media  Records,  Inc.,  for  R.  Hoe  count  ran  over  39,000  lines  of 
&  Co.,  Inc.,  manufacturer  of  color  in  July  ’59,  and  there  were 
printing  presses.  28  accounts  that  advertised. 

,,  ,  .■  Dairy  products  continue  as  the 

Kelail  l.olor  rH»ar>i  ^  i-c  i  -iu 

most  prolific  color  user  with 

According  to  the  Hoe  Report,  accounts  on  a  national  basi; 
retail  color  linage  in  July  showed  during  the  month. 


TABLING  A  MOTION — Charles  S.  Adorney,  vicepresidenf  and  art 
director,  Cunningham  &  Walsh,  Inc.,  tables  three  finalists  in  spot  color 
classification  of  E&P  Color  Creativity  Awards  Competition  before  cast¬ 
ing  his  final  vote. 


As  with  the  judges  in  E&P’s 
ROP  Color  Contest,  judges  of 
E&P’s  Creativity  Awards  ex¬ 
pressed  some  disappointment 
over  the  lack  of  full  color  facil¬ 
ities  in  New  York’s  dailies, 
honors  for  the  Snti  Diego  (Cal.)  ^ 

Union  in  E&P’s  3rd  Annual 

Color  Competition  (see  story  ^  J  1,  TJ 

page  9.).  It  featured  a  can  of  UillCl3.liy  ll0&\y 

Del  Monte  Plantation  Pineapple  ^ 

against  a  background  of  Ixixed  Color  USCT 

fresh  pineapples,  one  cut 

through  the  center  to  reveal  its  Cudahy,  Wis. 

juicy  golden  interior.  Patrick  Cudahy  Inc.,  meat 

A  life-like  blackberry  purple  packing  firm,  is  breaking  the 
ink  was  featured  in  the  winning  most  extensive  advertising  cam- 
Swift  Wild  Mountain  Black-  paign  (via  A1  Herr  Advertising 
berry  Sherbet  ad  in  the  spot  Agency,  Inc.)  in  its  histoiy. 
color  category.  Headlined,  The  campaign  opened  in  Sep- 
“Flavor  Scoop  from  Swift,”  the  tember  with  three  full-scale 
one  color  used  to  dramatize  the  campaigns  in  less  than  30  days, 
sherbet  served  in  a  pure  white  Spokesmen  for  the  Milwnu- 
hobnailed  dish  and  for  four  kee  Journal  said  that  Cudahy, 
rows  of  individual  blackberries  with  eight  full-page,  full-color 
strewn  across  the  page.  ads  scheduled  for  September 

The  two-color  and  black  en-  ulone,  has  taken  over  as  the  big- 
try  of  Brown’s  Velvet  Ice  gest  user  of  full-page,  full-color 
Cream,  Inc.,  New  Orleans,  was  spuce  among  Milwaukee  food 
headlined,  “How  to  Prospect  for  nianufacturers. 

Nuggets  of  Pure  Delight.”  Copy  The  firm’s  showing  of  96,  24- 


CreativityA  wards 

(Continued  from  page  11) 


7-MONTH  TOTAL  COLOR  LINAGE  SUMMARY 

(Compiled  by  Media  Records,  Inc.,  for  R.  Hoe  &  Co.,  Inc.) 

19.59  19.58  riG 

luary  .  6,787,974  6,550.840  3. 

)i-uary  .  9,344,305  8,420,523  11. 

rch  .  11,208,581  9,863,107  13. 

ril  .  13,886,321  11,032,451  25. 

y  .  15,378,263  12,246,597  25. 

le  .  13,317,288  9,517,612  39. 

y  .  11,990,407  8,966,388  33, 

ir-to-Date  .  81,913,139  66,597,518  23 
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artists  answer  ^call  to  colors 


6  To  Share  in  $2,000 
Cash  Award  by  AANR 


Names  of  the  winners  in  the  test  rules  had  resulted  in  elimi- 
American  Association  of  News-  nation  of  some  33  entries, 
paper  Representatives’  $2,000  Mr.  Story  emphasized  that 
“Call  To  The  Colors  Art  Direc-  entries  in  the  AANR  contest 

tors’  Contest”  were  announced  had  to  be  standard  full-page, 

this  week  by  Howard  C.  Story  four-color,  ROP  newspaper  ads 

and  Walter  Crocco,  chairman  for  any  product  or  service,  and 

and  associate  chaii-man  respec-  preferably  one  with  which  the 
tively  of  the  AANR  color  con-  entrant  was  associated, 
test.  Entries  also  had  to  be  sub- 

Top  money  of  $1,000  went  to  mitted  as  semi-comprehensive 
David  Deutsch  of  McCann-  layouts.  They  were  not  judged 
Erickson,  Inc.,  New  York,  for  a  oi'  quality  or  rendering.  Em- 
rendering  of  a  full-color  news-  Phasis  was  on  creative  applica- 
paper  ad  for  Coca-Cola.  tion,  and  adaption  to  newspaper 

The  $500  second  prize  went 

to  Ed  Jung  of  N.  W.  Ayer  &  -j  ^  r  ^i, 

D  T1U  I  j  1  u-  e  „  #..11  Mr.  Story  said  that  of  the  .1.1 
Son,  Philadelphia,  for  a  full-  .  .  ...  *  r  ..u 

,  ’  j  1  ..4.  # _ entries  rejected,  most  of  them 

color  newspaper  ad  layout  for  j-  i-c  j  u  ..u 

r.  n  i.  1  were  disqualified  because  the 

Du  Pont  Orion.  submitted  tearsheets 

Tno-Time  Winner  actual  ROP  newspaper  color 

campaigns  that  had  run. 

Arnold  Varga,  a  free-lance 

artist  from  Pittsburgh,  Pa.,  won  Judges’  Reasoning 

two  of  the  five  $100  third  prize  ^he  $l,000-winning  ad  : 
money  awards.  One  of  Mr.  Mr.  Deutsch  (see  . 

Varga  s  winning  entnes  was  for  illustrations  o 

Fort  Pitt  Beer;  the  other  for  famier  at  work  in  the  fi< 

Blue  Grass  toiletries.  illustration  to  the  left 

The  other  three  winners  of  all  black  and  white  with  the 
$100  each  were:  Richard  Koehler  ception  of  the  Coca-Cola  bo 
of  Cuneo  Press,  Inc.,  Chicago;  The  illustration  on  the  r 
Wade  Hancock,  McCann-Erick-  showed  the  farmer  in  full  c 
son,  Inc.;  and  Bernard  Most,  and  the  bottle  of  Coke  just  al 
also  of  McCann-Erickson,  Inc.  empty.  The  implication  was 
The  cash  awards  will  be  pre-  Coca-Cola  “Refreshes.” 
sented  at  a  AANR-Editor  &  The  judges  awarded  this  ei 
Publisher  luncheon  at  the  Park  top  money  because  of  the  “i 
Lane  Hotel  in  New  York  on 
Monday,  Sept.  28. 

The  contest,  which  closed 
Sept.  11,  was  judged  Sept.  16 
by  a  seven-man  panel  comprised 
of:  Steven  Baker,  senior  art 
director,  Cunningham  &  Walsh, 

Inc.;  Wallace  W.  Elton,  vice- 
president,  J.  Walter  Thompson 
Co.;  Milton  R.  Voeks,  advertis¬ 
ing  art  director  and  color  co¬ 
ordinator,  Philadelphia  (Pa.) 

Inquirer;  Albert  G.  Loomis,  di¬ 
rector  of  production  services, 

McCann-Erickson,  Inc.;  William 
S.  Strosahl,  vicepresident  and 
creative  director,  William  Esty 
Co.;  Charles  Feldman,  vicepresi¬ 
dent  and  executive  copy  direc¬ 
tor,  ')()ung  &  Rubicam,  Inc.;  and 
Robert  Pliskin,  vicepresident 
and  Senior  art  director,  Benton 
&  Bowles,  Inc. 

33  Eliminated 

The  judges  screened  the  seven 
winners  from  a  total  of  67  en¬ 
tries.  Mr.  Story  explained,  how¬ 
ever,  that  close  to  100  entries 
had  been  received  but  that 
failut  i  to  comply  with  the  con- 

EDI  TOR  di  PUBLISHER 


lUP-MUNtr  ($1,000)  WINNER— Three  of  the  seven  judges  in  the 
"Call  To  The  Colors  Art  Directors  Contest"  sponsored  by  the  American 
Association  of  Newspaper  Representatives  hold  the  top-money  winning 
ad.  Shown  (left  to  right)  are:  William  Strosahl,  creative  director,  William 
Esty  Co.;  Wallace  W.  Elton,  vicepresident,  J.  Walter  Thompson  Co.; 
and  Milton  R.  Voeks,  advertising  art  director  and  color  coordinator, 
Philadelphia  (Pa.)  Inquirer. 


WINNER  OF  AANR  SECOND  PRIZE  ($500)^udges  discuss  merits  of 
second  prize-winning  ad  in  AANR  contest.  Shown  (left  to  right)  are: 
Steven  Baker,  senior  art  director,  Cunningham  &  Walsh,  Inc.;  Robert 
Pliskin,  senior  art  director,  Benton  i  Bowles,  Inc.;  Albert  G.  Loomis, 
director  production  services,  McCann-Erickson,  Inc.;  and  Charles  Feld¬ 
man.  executive  copy  director,  Young  &  Rubicam,  Inc. 


fUp  Attention  with  color  printing.”  .  -n..  *  , 

die,  Mr.  Hancock’s  winning  ad  was  ”  Miss  Newspaper 
gj  *’  a  color  rendering  for  “Turns.”  Dottie  Schneider,  receptionist 
Two  illustrations  of  a  cartoonish  at  Young  &  Rubicam,  Inc.,  ha-s 
man  were  used.  One  showed  him  been  selected  as  “Mi.ss  News- 
standing  on  his  head,  stomach  paper,  1959”  by  the  Board  of 
upset,  and  a  greenish  cast  on  his  Directoi’s  of  the  AANR. 
face.  “Stomach  Upset?”  was  the  Miss  Schneider  will  be 
'  °  headline.  Illustration  on  the  crowned  at  a  ceremony  during 
right  showed  the  man  back  on  the  Newspaper  Color  Awards 
'  A  bis  feet  and  looking  w'ell  again,  luncheon  sponsored  by  Editor 
vin-  The  judges  said  that  while  &  Publisher  and  the  AANR  at 
fiple  there  were  some  “excellent”  en-  the  Park  Lane  Hotel  Sept.  28. 
>use  tries  in  the  contest,  “for  the  She  will  make  two  appear- 
most  part  entries  were  medio-  ances  in  October.  Oct.  19  she 
\  of  ere.”  will  change  a  street  sign  at  45th 

s  of  The  seven  winning  entries  will  St.  and  Madison  Ave.  to  “News- 
be  on  exhibit  at  the  AANR-E&P  paper  Avenue,”  and  on  Oct.  20 
luncheon  on  Monday  Sept.  28  at  she  will  reign  at  the  annual 
igh-  the  Park  Lane,  according  to  Newspaper  Day  luncheon  of  the 
sub-  Costello  Bishop,  AANR  display  Sales  Executives  Club  of  New 
The  chairman.  York. 
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Color  Ads  Produce  Readers 
At  Less  Cost  Than  B&W  Ads 


f  M  f  T’ll  black  and  white  advertisements 

Adclea  Lost  ot  ZovO  tor  rull  and  55%  for  color  advertise¬ 

ments.  The  corresponding  rela- 

Color  Upped  Readers  68%  Sr  men 

were  16%  (Noted)  for  black 
Bv  Daniel  Starch  and  white  advertisements  and 

D  aniel  Starch  and  Staff  28%  for  color  advertisements. 

The  relative  numbers  were  100 

Color  in  advertisements  serves  during  the  four  year  period 
two  functions,  illustrative  and  from  1955  to  1958.  The  number  procedure,  relative 

contrasting.  of  advertisements  covered  in  numbers  w^ere  computed  for  all 

In  the  illustrative  function,  these  studies  was  10,869.  Of  size  and  product  groups  for  men 
color  shows  more  realistically  these,  7,924  w'ere  national  and  ^nd  women  separately  and  also 
the  true  to  life  appearance  of  a  2,945  were  local  advertisements.  national  and  local  adver- 

product  If  it  is  a  food  adver-  Among  these  advertisements,  268  tisements  separately.  These  rela- 
tisement,  color  makes  it  more  used  color.  About  four-fifths  of  tU^e  numbers  were  then  com- 


By  this  procedure,  relative 


appetizing.  If  it  is  automobiles,  these  advertisements  used  one  into  one  set  of  fibres 

fumiture,  or  floor  coverings,  color  (plus  black).  The  remain-  shown  in  the  following  table, 
color  makes  them  appear  more  used  two  or  three  colors  d)  starch  Newspaper  Adnorms  (1955- 

luxurious,  soft,  and  pleasing.  If  (plus  black).  i958) 

it  is  wearing  apparel,  color  The  over-all  findings  indicate  RpaHprshin  rVnfaH'i  P.v. 


luxurious,  soft,  and  pleasing.  If 
it  is  wearing  apparel,  color 


(1)  starch  Newspaper  Adnorms  (1955- 
1958) 

.  .  Readership  (Noted)  Scores  Ex¬ 
makes  it  more  stylish  and  that  one  color  in  newspaper  ad-  Relative  Numbers 

glamorous.  This  illustrative  vertisements  increases  reader- 

strength  of  color  stimulates  per-  ship  by  approximately  22%  over  Black  and  white 
sonal  projection  by  the  readers,  black  and  white  advertisements  advertisements  100 

“This  is  what  my  living  room  the  same  size  and  in  the  same  Black  and  white  plus 

floor  would  look  like  if  I  had  this  product  categories,  and  that  two  one  color  122 

rug.  This  is  w'hat  my  friends  und  three  color  (mostly  three  Black  and  w'hite  plus 

would  see  if  I  were  driving  this  color)  advertisements  increased  two  or  more  colors 

car.”  For  most  products,  this  readership  by  68%.  (mostly  3  colors)  168 

reality  through  use  of  color  can  To  draw  sound  conclusions,  it  Thus,  newspaper  one  color  ad- 

be  accomplished  only  when  three  necessary  to  compare  reader-  vertisements  attracted  22% 

or  more  color  printing  is  em-  the  same  size  and  prod-  more  readers  than  did  black  and 

ployed.  uct  group  and  for  men  and  white  advertisements.  Because 

The’ contrasting  function  of  women  separately  To  take  cog-  relatively  few  ROP  advertise- 
color  sets  off  an  advertisement  "‘“nee  of  all  these  factors  nients  m  newspapers  now  em- 
bv  its  difference  from  its  snr  readership  scores  for  different  ploy  color,  color  functions  excel- 
i4ndings.  When  the  surround-  Product  and  size  poups  were  lently  in  securing  attention.  The 
ings  are  black  and  white,  color  ^^Pressed  in  relative  numbers  contest  is  pronounced.  Even  ad- 
stands  out  conspicuously.  In  this  within  each  category  separately  vertisements  with  on  y  one  color 
sense  the  function  of  color  is  to  out  prominently, 

attract  attontica  Tn  tiic  enmna.  Separately,  bcoi’es  for  black  and  When  three  colors  are  used, 


attract  attention.  In  the  compe-  separately.  Scores  for  black  and  When  three  colors  are  used, 
titive  situation  wherein  people  advertisements  were  in  giving  full  play  to  the  illustra- 

arp  nickinrr  and  chncain^  what  ^ach  instance  represented  as  100.  tive  potentiality  of  color  as  well 


are  picking  and  choosing  what  instance  represented  as  100.  tive  potentiality  of  color  as  well 

to  read  and  what  to  pass  over,  contrast  values,  the  step-up 

color  is  a  kind  of  “hawker”  a<!k.  <  Noted)  for  grocery  product  ad-  in  readership  is  much  more  pro- 

fng  prei'yfosChere^^^^  vertisements.  1500  lines  and  nounced-up  to  68%.  As  more 
not  there.  Contrast  can  be  advertisers  employ 

achieved  by  using  a  single  color, 
providing  there  is  not  a  great 

deal  of  color  on  other  pages  of  REXATIVE  NUMBER  OF  READERS 

the  issue,  particularly  in  the  ad-  DOLLAR  SPENT  FOR  SPACE 

vertisements  and  editorial  mat- 
ter  adjacent  to  the  colored  adver¬ 
tisement.  Thus  the  illustrative 
function  of  color  is  largely  in¬ 
dependent  of  surrounding  ma¬ 
terial,  while  the  contrasting 

function  on  the  other  hand  is  1 06 

highly  dependent  upon  surround¬ 
ing  material. 

Atlracl  More  Readers 

How  many  more  readers  does 
color  in  newspaper  advertise¬ 
ments  attract?  The  data  on 
which  1  shall  draw  consist  of  Black  &  One  Three 

173  newspaper  readership  stud-  White  Color  Colors 

ies  of  10  different  newspapers 
made  by  Daniel  Starch  and  Staff 


color  in  newspaper  adveitise- 
ments,  the  contrast  value  in  color 
can  be  expected  to  decline,  but 
the  illustrative  value  will  re¬ 
main.  An  informative  example 
is  what  has  happened  in  maga¬ 
zines.  In  the  case  of  many  con¬ 
sumer  magazines  where  as  many 
as  70%  of  the  advertisements 
today  use  color  (mostly  four 
color) ,  the  contrasting  effect  has 
lessened  to  the  point  where  the 
use  of  only  one  color  attracts 
.scarcely  any  more  readership 
than  black  and  w’hite.  However, 
in  magazines  the  use  of  four 
colors  to  produce  realism  con¬ 
tinues  to  deliver  high  readership 
bonuses,  especially  for  products 
in  which  color  is  an  important 
characteristic  element  distin¬ 
guishing  their  natural  appear¬ 
ance. 

Readers  Cost  Less 

The  next  question  is  how  does 
the  additional  cost  of  color  in 
newspaper  advertisements  com¬ 
pare  with  increased  readership? 
In  the  newspapers  studied,  IJie 
additional  cost  of  adding  one 
color  averaged  15%  over  black 
and  white,  and  the  additional 
cost  of  adding  two  or  more  colors 
w'as  25%.  Thus,  it  is  clear  that 
the  extra  cost  of  color  is  more 
than  offset  by  the  increase  in 
readers.  In  short,  the  color  ad¬ 
vertisements  produce  readers  at 
less  cost  per  reader  than  equal 
size  advertisements  for  the  same 
product  in  black  and  white. 

At  an  added  cost  of  15%,  one 
color  advertisements  produced 
22%  moi*e  readers.  At  an  added 
cost  of  25%,  three  color  adver¬ 
tisements  produced  68%  more 
readers.  In  short,  the  one  color 
newspaper  advertisement  pro¬ 
duced  6%  more  readers  per  dol¬ 
lar  spent  for  space  while  the 
thiee  color  advertisements  pro¬ 
duced  34%  more  i-eaders  per 
dollar  spent  for  .space.  (See 
chart) . 


Black  & 
White 


One 

Color 


Three 

Colors 


Sal  Soda  Schedule 
Includes  Color  Ads 

Test  introduction  of  Church 
&  Dwight  Co.’s  large  size  box  of 
Sal  Soda  Concentrated,  in  Wash¬ 
ington,  D.  C.,  Baltimore  and 
Detroit  will  be  supported  in  each 
market  with  4,231  lines  of  news¬ 
paper  advertising  over  a  six- 
week  period. 

According  to  Patrick  F.  Cur¬ 
ran,  vicepresident  in  charge  of 
advertising,  large  size  ads  stai’t 
Oct.  1  in  Detroit  and  Oct.  2  in 
Baltimoi’e  and  Washington. 

Mr,  Curran  told  Editor  * 
Publisher  that  color  ads  sched¬ 
uled  include  half-pages  in  the 
Oct.  4  Baltimore  Sundaii  Sun 
and  in  the  Oct.  4  Washington 
Sunday  Star. 


EDITOR  8C  PUBLISHER  for  September  26. 


14 


Color  Adds  Permanance, 
Depth  To  Pages  of  Paper 


5  Considerations  Cited  £ 

That  Offer  Aew  Dunensions  colors  are  essentially  pastel,  and 

are  perceived  differently  from 

n  r  •  rk-  u.  ou  n  other  colors  in  other  media.  The 

By  Ernest  Diohler,  P  .  p^g^gj  could 

President  Institute  for  Motivational  Researel.  developed  to  offer  special  ad¬ 

vantages.  We  have  done  a  num- 

The  purpose  of  all  forms  of  it  is  unlike  any  other  form^  of  j^gj.  studies  in  which  we  have 
commercial  communication  is  to  color  advertising,  it  has  an  im-  found  that  pastels  suggest  soft- 
influence  people — and  each  med-  mediate  impact  on  the  reader,  ness,  freshness  and  that  they 


By  Ernest  Diohler,  Ph.D., 

President  Institute  for  Motivational  Keseareli 


influence  peopl 


ness,  freshness  and  that  they 


ium  of  communication  has  its  It  stands  out  from  other  color  add  a  delicate  Quality  to  the 


own  boundaries,  its  specific  tech-  advertising.  Moreover,  in  the  prodi 
niques  and  areas  of  influence  context  of  a  black  and  white  gent, 
which  differ  from  those  of  other  newspaper,  it  has  a  special 
media.  It  is  both  unrealistic  and  uniqueness. 


product  they  are  used  to  repre- 


unprofitable  to  compare  tele¬ 
vision  with  radio  to  the  advan¬ 
tage  of  one;  it  is  equally  point- 


Naturally,  ROP  color  may 
iiqueness.  have  shortcomings  as  well  as 

Paper  Ephemeral  advantages.  It  may  be  that  a 

product  advertised  in  ROP  color 
ROP  color  adds  permanence  jg  seen  differently  from  the  same 


less  to  compare  color  ads  in  ^  newspaper.  A  newspaper  is  product  advertised  in  black  and 
magazines  with  color  pages  in  essentially  ephemeral,  temper-  white.  It  is  possible  that  ROP 
newspapers.  .  .  ary.  It  contains  today’s  events  color  distorts  the  image  of  some 


newspapers.  ary.  It  contains  today’s  event: 

We  must  begin,  instead,  with  jg  almost  immediately  out-  products  to  a  greater  extent 

the  premise  that  color  is  a  dated.  The  addition  of  color  re-  than  it  distorts  the  image  of 
unique  form  of  communication  minds  the  reader  that,  since  it  some  products  to  a  greater  ex- 
which  we  must  attempt  to  un-  jg  njgre  trouble  to  print  color  tent  than  it  distorts  the  image 
derstand  w  ithin  its  ow  n  frame  than  to  print  black  and  white,  of  other  products.  It  is  possible 
of  reference — the  newspaper—  golor  must  be  more  permanent,  that  ROP  color  is  felt  to  be  in- 
before  w’e  can  begin  to  judge  its  jts  psychological  effect  is  to  appropriate  to  certain  situations 
prese^  and  potential  effective-  create  in  the  minds  of  the  reader  and  certain  products.  It  may  be 
ness.  One  of  the  barriers  against  ^  feeling  that  the  newspaper  that  this  is  the  result  of  the 
this  understanding  is  the  tend-  color  has  greater  value  and  reader’s  past  experience  with 


this  understanding  is  the  tend-  with  color  ha 
ency,  on  the  part  of  advertisers  permanence, 
accustomed  to  the  attractive  and  priP  mlnr 


ROP  color;  or  with  the  way  in 


Mcustomed  to  the  attractive  and  rqp  color  is  a  sign  of  adver-  which  the  particular  ad  has  been 
e-Iike  colors  in  magazine  ad-  tising  consideration.  The  new’s-  conceived  and  executed;  or  with 
vertising,  to  judge  newspaper  paper  reader  sees  a  color  page  its  position  in  the  newspaper 
color  by  magazine  color  yard-  as  involving  special  effort  and  pages. 

^*4  _ i  ^  .  i.  expenditure.  It  is  a  state-  Moreover,  aside  from  the  nsv- 


jruiu  as  involving  special  enort  ana  pages. 

sticks.  ,  .  .  .  extra  expenditure.  It  is  a  state-  Moreover  aside  from  the  nsv- 

^  criteria  is  ment  from  the  advertiser  to  the  choloeical  nros  and  cons  which 

needed.  We  must  begin  to  look  reader  which  says  in  effect,  u  pros  and  cons  which 

at  tho  reaaer  wnicn  says>,  in  enen,,  should  be  investigated  in  order 

at  the  question  from  the  point  “you  are  worthy  of  considera-  a.-  ---j*-  ^ 


wnicn  IS  as  important  as  pnoto-  standard  of  living  and  the  avail- 
graphic  representation.  It  leaves  ability  of  a  wide  variety  of  prod- 
room  for  the  imagination  to  fill  ucts,  people  are  able  and  anxious 
in  what  is  missing  or  what  is  to  enjoy  the  good  things  of  life. 


of  view  rtf  tKrt  wi^rt  wortny  oi  consiaera-  judge  the  impact  of  ROP 

or  Mew  of  the  individual  who  j  ^m  particularly  anxious  i  there  is  a  general  cultural 

sees  the  color  in  his  newspaper,  to  nlease  vou  ”  •  ’  a  general  cultura 

rathpr  than  ftv^Tv.  environment  within  wrhich  all 

rather  than  from  the  point  of  Color  allows  the  reader  to  use  communication  is  received  eval 
view  of  the  ad  expert  or  the  his  imacination  Newsoaner  ®o'""™^>cation  is  received,  eyal- 
snace  hiiver  lU'aKinaiion.  iNevsspaper  uated  and  acted  upon.  Today, 

affect  the  newsZner  1®  that  cultural  environment  has, 

ww  j  ®  newspaper  reader,  representative  rather  than  real-  jtg  ^-.gt  sicnificant  inirredi 
What  does  it  mean  to  h  m  n  the  jotic  In  a  food  ad  for  examnle  ,  signincant  mgredi- 

contPYt  nf  P  Kia..!,  ...v.;*..  isiic.  in  a  looa  aa,  lor  exanipie,  ent,  a  rising  level  of  taste  which 

how  L  ft  c‘,ioraL™Mri  "?or Lri  t.  ^ 

“.Vt  ;rpurtr’rcaasr„r"‘  sur, 

him  more  effectively .  which  is  as  important  as  photo-  standard  of  living  and  the  avail- 

Emotional  Response  graphic  representation.  It  ability  of  a  wide  variety  of  prod- 

...  a  ,  .  ,  room  for  the  imagination  to  fill  ucts,  people  are  able  and  anxious 

All  our  psychological  experi-  in  what  is  missing  or  what  is  ^o  enjoy  the  good  things  of  life, 
ence  indicates  that,  to  an  excep-  only  sketchily  presented.  This  They  are  no  longer  bound  by 
tional  degree,  color  is  capable  of  is  an  important  point  and  indi-  the  puritanical  and  conservative 
simulating  emotional  response,  cates,  at  once,  the  direction  in  strictures  of  a  past  era  They 
Newspaper  color  is  no  exception,  which  ROP  ads  should  be  mov-  ^re  no  longer  inhibited  by  guilt 
in  attempting  to  evaluate  its  im-  ing.  They  cannot  compete  with  feelings  which  dictate  caution, 
^ct,  however,  it  is  wise  to  magazine  color  and  they  should  sobriety,  thrift  and  self-imposed 
recognize  the  emotional  nature  not  try.  ROP  color  ads  can  be  restriction.  Instead,  they  evi¬ 
ct  our  quest  and  to  look  beyond  impressionistic  rather  than  real-  dence  a  growing  desire  for  in- 
toe  simplMnd  often  inaccur-  istic  in  concept.  They  can  pro-  dulgence  in  products,  services 
answers  vide  the  sketchy  outline  of  a  j^^d  conveniences, 
which  a  questionnaire  will  elicit,  product,  leaving  the  reader  free  ^  r  ...  _  . 

might  begin  our  research  to  complete  the  picture.  A  free  P  ®  ”'°®  important 

with  the  following  positive  con-  water-color  approach  to  ROP  expressions  of  this  indulgence 
cept.s  concerning  newspaper  color  ads,  for  instance,  might  color.  Color  represents  an 
color:  give  them  new  interest  and  ex-  abundant  outside  environment 

ROP  color  is  unique.  Because  citement.  which  enriches  the  individual. 
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which  enriches  the  individual. 


Dr.  Ernest  Dichter 

People  need  and  want  color  be¬ 
cause  they  are  looking  for 
beauty,  for  taste,  for  excitement 
in  their  environment.  Cars,  tele¬ 
phones,  refrigerators,  clothing, 
food — almost  every  conceivable 
category  of  consumer  products 
— has  responded  to  this  growing 
American  need. 

Need  for  Research 

ROP  is  a  natural  extension  of 
the  need  for  color,  provided  it 
it  creatively  and  effectively  used 
to  meet  the  needs  of  a  taste¬ 
conscious  consuming  public.  The 
question  is,  how  can  ROP  be 
used  to  make  your  brand  more 
vivid,  more  real,  more  personal, 
more  friendly,  more  modem.  In 
short,  how  can  ROP  color  be 
used  to  create  a  desire  for  prod¬ 
uct  ownership  where  previously 
there  was  little  or  none? 

Here  is  how  motivational  re¬ 
search  might  be  applied  to  an¬ 
swer  these  significant  questions 
and  to  establish  meaningful  cri¬ 
teria  for  judging  ROP  color 
effectiveness: 

In  depth  inten  iews,  respond¬ 
ents  might  go  through  a  news¬ 
paper  and  discuss  with  the  in¬ 
terviewer  how  they  feel  about 
the  editorial  content  and  the  ad¬ 
vertising;  specifically,  they 
would  discuss  the  ads  that  im¬ 
pressed  them  and  made  them 
think  about  buying  a  product. 
The  interview  would  involve  no 
direct  questions  but  would, 
rather,  proceed  much  as  an  or¬ 
dinary  conversation  proceeds  ex¬ 
cept  that  the  interviewer  would 
be  skilled  in  the  art  of  depth 
probing  and  would  be  aware  of 
which  areas  of  research  should 
be  of  special  concern  in  the 
project. 

Special  tests  would  then  be 
developed  to  determine  which 
hypotheses  are  correct  and 
I  which  incorrect,  which  are  prac- 
•  tical  and  useful  and  which  are 
(Continued  on  page  22) 
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Del  Monte  can.  Mr.  Putman  resulted  in  a  sequence  of  awards 
chose  art  rather  than  photog-  for  the  McCann-Erickson  team 
raphy  for  simplification  and  members, 
maximum  power  in  its  ROP  re-  ^ 

production.  .\nolher  inner 

‘Hard  Art’ 

received  Advertising  Association 
Ai-tist  Bill  Kapra  supplied  the  of  the  West  awards  as  art  direc- 
finished  art  for  the  ad.  His  super  tor  and  copywriter  of  another 
realism  had  already  made  fresh  of  the  three  pineapple  presenta- 
fruits  and  vegetables  an  import-  tions  in  the  newspaper  color  sc¬ 
ant  and  successful  feature  of  quence.  This  winner  also  car- 
24-sheets  and  new'spaper  pages  ried  art  by  Mr.  Kapra  and  was 
for  Calpak.  (Look  for  one  per-  under  the  production  .supeivi- 
fect  dew  drop  and  you  know  it’s  sion  of  Mr.  Willey, 
a  Kapra!)  His  art  for  the  prize-  Two  other  ads  in  the  field 
winning  ad  was  deliberately  fresh  series  resulted  in  .4AW 
“hard”  to  allow  for  a  little  competition  recognition  for  the 
mellowing  in  reproduction.  Putman-Imbert  team.  Mr.  Kapra 

Plates  were  then  prepared  by  won  an  AAW  award  in  the  out- 
Walker  Engraving  Corporation  door  advertising  division  for  his 
of  California  under  the  agency  Del  Monte  entry, 
supeiwision  of  Gordon  Willey.  Mr.  Putman  w'as  selected  for 
After  final  approval  by  both  the  Chicago  Art  Directors’  ‘TOO 
client  and  agency,  Lakeshore  Best  Posters”  show  with  a  Del 
Super  Bista  premadeready  mats  Monte  entry.  He  has  been  on 
were  supplied  to  the  San  Diego  the  Calpak  account  for  three 
Union  and  ANPA-4-A  inks  were  years. 

specified.  A  graduate  of  the  Aid  Center 

School  of  Los  Angeles,  Mr.  Put- 
.  ome  2-(.olor  Ads.  joined  McCann-Erickson  in 

At  the  newspaper  campaign’s  San  Francisco  eight  years  ago. 
beginnings  it  was  found  that  a  Ue  has  w’orked  on  various  ac- 
few  of  the  newspapers  selected  counts,  including  the  1959  Wal- 
could  not  at  the  time  provide  nut  Growers’  ROP  newspaper 
full  color.  In  those  instances,  campaign  and  Lucky  Lager, 
two-color  and  black  ads  w'ere  Step-by-step,  here  is  picture 
specified.  The  art  work  was  spe-  history  of  the  Del  Monte  full- 
cially  retouched  for  the  two-  color  winner,  starting  in  Mc- 
color  newspapers  on  the  sched-  Cann’s  San  Francisco  office  and 
ule.  continuing  thi’ough  to  the  Union 

The  “field  fresh”  series  has  press. 


Del  Monte’  plantation  pineapple 

QuK’k'pickt*d.  quick-}»H‘k«*d  to  briiijj  you  tbt*  lahuktu.s  of  fk’W-frejth 

pineapf)le.  it>  nwwt  an  HunU|;ht.  just  tart  onough  U*  |>U»ast‘.  Kniojf  Slimi. 
Cruahed.  ('hunks,  TidbitJi,  .luim  1  ,  '>r*  uii  '  <'cr'  lum  ! 


Teamwork  by  Daily, 
Agency  Makes  Winner 


ad  as  it  appeared  in  the  San 
Diego  (Calif.)  Union,  a  Copley 
newspaper,  had  an  interesting 
history.  (This  same  ad  also  won 
E&P’s  Color  Creativity  Award 
in  the  full-color  category). 

California  Packing  Corp., 
packer’s  of  Del  Monte  Brand 
Foods  —  and  their  agency  — 
selected  ROP  newspaper  color 
for  its  visual  impact,  appetite  fresh”  series  which  then  first  ap- 
appeal,  concentrated  local  cover-  peared  in  newspaper  color, 
age  and  merchandisability.  Their  The  series  began  at  a  time 
advertising  on  pineapple  was  that  Del  Monte  copy  was  ap- 
carefully  correlated  with  sales  pearing  only  in  national  con- 
effort  in  the  selected  markets  to  sumer  books  and  supplements, 
gain  maximum  effectiveness  for  When  this  particular  ad  was 
this  program.  scheduled,  E.  M.  Runyon,  direc- 

The  specifications  which  pro-  tor  of  advertising  and  promotion 
duced  the  award-winning  ad  for  Calpak,  felt  the  need  was  for 
called  for  a  strong  ad  to  be  a  strong  ad  to  tie  in  with  nation- 
used  in  selected  newspaper  mar-  al  advertising.  McCann-Erickson 
kets.  ai’t  director  Don  Putman  and 


3  Colors  and  black. 

San  Diego  (Calif.)  Union. 
California  Packing  Corp. 
(Del  Monte  Pineapple). 
McCann-Erickson,  Inc. 


AGENCY  PARLEY  STARTS  WINNER  ON  WAY— Checking  engraver’s 
proof  are  Gordon  Willey,  (left)  who  supervised  production  for  McCann- 
Erickson,  Inc.,  agency  copywriter  Grace  Imbert  and  art  director  Do" 
Putman.  Final  proof  then  went  to  client,  California  Packing  Corp.  Plafes 
were  made  by  Walker  Engraving  Corp.  of  California.  Super  Bista 
premadeready  mats  were  made  by  Lakeshore. 
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Of  Del  Monte  Full-Color  Ad 


AUTOMILLER  OPERATION  GUIDED  BY  ELECTRIC  EYES— Warren 
Sund  (left)  and  Hal  Melbig  set  electric  eyes  of  automiller  on  four 
register  marks  of  press  plate.  Machine  then  mills  pockets  on  underside 
of  each  plate.  Pockets  serve  for  tension  lockup  on  press  cylinders. 


MECHANICAL  OVERLAY  PROTECTS  HIGHLIGHT  AREAS— After 
casting,  special  shaver  overlay  is  placed  on  plate  by  Jim  Schade,  as 
Frank  Grunhof  gives  him  an  assist.  Overlay  was  custom-made  by  news¬ 
paper  with  the  San  Diego  Union  press  requirements  in  mind.  Overlay 
protects  highlight  areas  when  underside  of  plates  are  shaved  for  general 
uniform  thickness. 
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WINNER  COMES  OFF  SAN  DIEGO  UNION  PRESS— Production  man¬ 
ager  Burke  (left)  inspects  early  copies  in  pressrun  as  the  Del  Monte 
Pineapple  winner  comes  off  the  press.  Harry  Swift  (center)  pressroom 
superintendent,  and  Al  Riesweber  have  directed  early  adjustments  of 
register  and  ink  flow,  and  admire  the  finished  and  colorful  effect. 


SAN  DIEGO  UNION  PRODUCTION  CAPTAINS  CHECK  PRINTING 
MATERIALS — The  four-color  super  bista  premadeready  mats,  delivered 
in  moisture-proof  plastic  container,  are  examined  to  determine  special 
steps  in  producing  ad.  Left  to  right  are:  L.  A.  Alexander,  stereo¬ 
type  superintendent;  B.  G.  Burke,  production  manager;  and  Tom  O'Neill 
of  the  stereotype  department.  At  this  point,  the  general  treatment 
and  overall  strategy  is  determined  to  bring  out  the  best  qualities  of 
the  material. 


Step-by-Step  Picture  History 


/  fr 


SKILLED  HANDS — Curt  Harmon  (left)  brings  companion  mats  into 
register  with  key  mat.  Telescopic  instrument  aids  in  "zero-ing"  in  for 
final  register.  Key  mat  is  then  centered  in  master  trimmer  by  Roy  Nichols 
(right).  Electric  eyes  are  set  on  the  four  register  marks  and  mat  is 
trimmed  perfectly. 


P(ROP)erly  Promoted,  Color 
Is  A  Paying  P(ROP)osition 


Recent  Color  Promotions 
Stress  Its  Selling  Power 


Advertisers  who  know  a  pood 
thing  when  they  see  one  are 
now  seeing  it  in  color. 

For  years  the  daily  newspa¬ 
per  has  proved  its  supremacy 
in  black  and  white  for  moving 
goods  at  a  profit  to  the  adver¬ 
tiser.  Today  nearly  a  third  of 
all  measurable  ad  dollars  are 
going  into  newspapers  —  some 
$3  billion  of  a  total  $10  billion 
a  year  —  and  more  and  more  of 
this  lion’s  share  is  being  ear¬ 
marked  for  newspaper  run-of- 
paper  color. 

Behind  the  vast  acceptance 
of  newspaper  color  as  a  thing  of 
beauty  for  readers  and  a  prac¬ 
tical  selling  tool  for  adveitisers 
lie  the  promotional  efforts  of 
over  1,000  newspapers  in  the 
U.  S.  and  Canada  with  color 
facilities.  These  efforts  run  the 
gamut  from  the  newspaper 
salesman’s  vocal  enthusiasm  ex¬ 
pressed  at  a  sales  call  to  com¬ 
plete  well-organized  promotion 
campaigns  in  print. 

One  thing  many  of  these  ef¬ 
forts  have  in  common.  That  is, 
to  inform  as  well  as  promote. 
For  newspaper  color,  like  good 
medicine,  has  to  be  properly  ad¬ 
ministered  with  a  knowing  hand. 
When  it  is,  the  advertiser  can 
expect  a  glow  in  his  copy  that 
will  bring  a  healthy  response 
in  extra  readership  and  sales. 
For  example; 

40,000  Rose  Bushes 

In  Detroit,  a  full-page,  full- 
color  ad  for  Frank’s  Nursery 
in  the  Free  Press  in  .June  re¬ 
sulted  in  sales  of  more  than 
40,000  rose  bushes.  A  full-page, 
two-color  ad  in  December  sold 
more  than  3,500  poinsettias. 

In  Atlanta,  the  King-Williams 
Land  Company  reports  that  a 
full-color  two-page  spread  in 
the  Journal-Constitution  “pro¬ 
duced  splendid  results  —  far  be¬ 
yond  our  expectations.  As  a 
direct  result  of  this  striking  ad, 
18  homes  were  sold  immediatelv 
at  a  value  in  excess  of  $300,000.” 

Another  enthusiastic  user  of 
newspaper  color  is  Ed  Hoffman 
Motors  in  Corpus  Christi,  Texas. 
Writes  Mr.  Hoffman:  “Color,  in 
my  opinion,  guarantees  reader- 
ship.  My  color  campaign  in  the 
Caller-Times  helped  move  over 
250  Plymouth  station  wagons. 


I  am  happy  to  report  that  color 
has  helped  me  become  a  pace¬ 
setter  in  car  sales  in  the  Corpus 
Christi  market.” 

A  national  advertiser.  Land 
O’  Lakes  Creameries,  gained 
wider  distribution  in  Indian¬ 
apolis  with  the  help  of  a  full- 
page  color  campaign  in  the  Star 
and  Xeu’s.  Inside  a  year,  the 
number  of  stores  stocking  the 
butter  climbed  from  128  to  447 
—  up  nearly  3509^’ ! 

In  Columbus,  Ga.,  between 
1,200  and  1,500  people  came  to 
inspect  the  new  Holiday  Inn, 
between  2  and  6  p.m.  of  the 
opening  day.  This  was  in  re¬ 
sponse  to  a  full-page  color  ad 
in  the  Ledger-Inquirer.  Results 
like  this  justify  the  paper’s  run¬ 
ning  a  promotion  ad  recently 
(in  color)  to  announce:  “The 
Most  Powerful  Pills  You  Can 
Take.”  The  illustrated  pills 
were  three  in  number;  Red,  Yel¬ 
low  and  Blue.  The  copy  con¬ 
cluded:  “Take  vitamins  R,  Y 
and  B  to  pep  up  sates.  You  can 
use  them  profitably — and  there’s 
no  charge  for  consultation.” 

House  Ads 

House  ads,  of  course,  aie  a 
natural  for  promoting  color. 
Several  outstanding  examples 
are  not  only  selling  advertisers 
the  advantages  of  ROP  color, 
but  also  telling  advertisei’s  the 
best  way  to  insure  these  ad¬ 
vantages. 

The  Appleton  (Wis.)  Post- 
Crescent  combines  sell  with 
“tell”  in  an  effective  series  that 
features  the  success  story  of  an 
advertiser.  The  ad  then  intro¬ 
duces  Will  Olson,  the  paper’s 
“advertising  color  specialist.” 
Here’s  what  Mr.  Olson  has  to 
say  in  one  of  the  ads: 

“Simplicity  is  essential  and 
emphasis  should  be  placed  on 
contrast  when  preparing  a  color 
advertisement.  Small  areas  of 
color  scattered  throughout  the 
advertisement  should  be  avoided. 
Keeping  the  color  in  large  areas 
will  help  the  newspaper  to  con- 
ti’ol  register  and  assure  you  of 
a  strong,  eye-pulling  color  ad¬ 
vertisement.” 

Another  ad  in  the  Appleton 
l)aper  opens  with  a  strong  testi¬ 
monial  from  the  Quaker  Dairy 
Company  on  its  first  u.se  of  a 


2-color  ad:  “.  .  .  overwhelmed 
by  results  .  .  .  store  traffic  in¬ 
creased  about  20*^.”  Here’s  the 
follow-through:  “You  too  can 
‘spark’  traffic  into  your  store 
using  color.”  The  ad  then  talks 
about  the  Post-Crescent’s  Ad¬ 
vertising  Copy  Sendee  which 
can  “help  you  plan  and  develop 
an  effective,  profitable  newspa¬ 
per  color  advertising  program 
.  .  .  with  an  emphasis  on  low- 
cost  production  methods.  With¬ 
out  obligation  on  your  part  come 
in  and  talk  about  your  ideas.” 

The  Post-Crescent  also  re¬ 
cently  sponsored  a  Color  Forum 
for  local  retailers.  Glenn  H. 
.4rthur,  ad  director,  brought  in 
outstanding  color  advertising 
experts  “to  talk  to  our  local 
merchants  about  newspaper 
color  advertising  and  illustrate 
the  best  methods  of  producing 
and  using  it.” 

While  most  ads  are  featuring 
people,  the  Lancaster,  Pa.,  news¬ 
papers  featuie  purple  flowers 
and  yellow  bees  to  bring  home 
a  reason-why  message  about 
color. 

“(iin  Bees  See  Ciolor?' 

“Can  Bees  See  Color?”  the 
headline  asks.  “There  is  con¬ 
clusive  proof,”  states  the  copy, 
“that  a  brilliantly  colored  flower 
will  attract  more  bees  than  a 
flower  which  is  not  as  bright, 
ev’en  though  both  have  the  same 
odor.  Scientists  have  found  that 
at  close  range  it’s  the  color 
that’s  the  attractive  feature  of 
flowers.  ...  In  advertising,  too, 
color  attracts  more  I'eaders, 
creates  more  sales.  Ask  to  see 
a  proof  of  your  next  advertise¬ 
ment  in  attention-compelling 
color.” 

The  Bloomington  (Ill.)  Panta- 
graph  comes  right  out  and 
shows,  in  a  smart  mailing  piece, 
how  an  ad  looks  in  “attention- 
compelling”  color  side  by  side 
with  the  same  ad  in  black  and 
white.  Both  ads,  full  pages,  are 
for  Sealtest  Ice  Cream  and 
printed  on  newsprint  to  simu¬ 
late  appearance  in  the  newspa¬ 
per. 

The  copy  says,  “See  the  strik¬ 
ing  difference  full  color  makes.” 
A  sub-head  reads,  “50%  to  150% 
greater  readership  —  at  only 
slight  added  cost,”  and  copy  goes 
on  to  say,  “Unlike  full  color  ads 
in  magazines,  where  one  will 
appear  on  almost  every  page, 
color  ads  in  newspapers  are 
strikingly  unusual.  They  are  im¬ 
mediately  noticed,  and  figures 


COLORFUL  TIP — A  housewife  who 
didn't  heed  the  advice  of  "Don't 
Run  Out!  Get  More  Milk  for  the 
Weekend!"  is  subject  of  full-pa9e. 
four-color  ad  which  ran  in  Chi¬ 
cago  Tribune.  Housekeeping  tip 
comes  from  American  Dairy  Asso¬ 
ciation.  Campbell-Mithun,  Inc.,  ti 
agency  handling  account,  used 
preprints  for  supplementary  mer¬ 
chandising. 


prove  they  get  high  readership. 
Products  of  all  kinds  come  to 
life  in  color,  and  your  prrrspects 
get  to  see  what  they  will  be 
shopping  for  as  it  really  i.s.  Yes, 
full  color  newspaper  ads  com¬ 
mand  attention!” 

81%  Male  Keafler^llip 

Ju.st  how  effectively  color  com¬ 
mands  attention  has  been  docu¬ 
mented  by  Publication  Research 
Service,  in  a  readership  report 
on  the  May  12,  1959,  is.sue  of 
the  Chicago  Sun-Times.  Accord¬ 
ing  to  Carl  J,  Nelson,  director 
of  the  research  organization, 
“The  rating  for  the  double¬ 
truck  full-color  ad  for  Continen¬ 
tal  Airlines  (81%)  is  the  high¬ 
est  rating  we  have  ever  found 
on  any  advertisement  for  men’s 
readership.” 

European  “color  and  culture” 
gets  a  tall  rating  in  the  St.  Paul 
(Minn.)  Dispatch-Pioneer  Press, 
which  devotes  full  pages  to  re¬ 
producing  art  treasures  photo¬ 
graphed  on  the  continent  by 
Mr.  and  Mrs.  B.  H.  Bidder. 
ROP  color  meticulously  printed 
provides  just  the  right  vehicle 
for  offering  the  paper’s  exten¬ 
sive  Slide  Library  to  schools 
and  organizations  as  a  public 
seiwice.  Naturally,  the  colorful 
old  masters  do  a  terrific  inci¬ 
dental  sales  job  of  putting  vi¬ 
sions  of  color  into  advertisers’ 
heads. 

Across  the  river,  in  3Iinne- 
apolis,  the  Star  and  Ttilmne 
tell  a  convincing  story  for  ROP 
color  by  means  of  a  slide  film 
presentation.  After  elaborating 

(Continued  on  page  112) 
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SAME  COLOR  PROBLEMS  EXIST 

Papers  Fail  To  Act  On 
Agency  Suggestions 

By  Rol>ert  B.  McIntyre 


fore  and  since  by  other  agency 
spokesmen.” 

The  third  agency  executive  to 
comment  on  his  past  suggestions 
was  Arthur  A.  Porter,  vice- 
president  and  director  of  media, 
J.  Walter  Thompson  Co.  He 
spoke  before  the  Second  Annual 
Color  Conference  held  in  1957 
in  Chicago. 

Color  in  New  York 


Newspapers  have  done  little, 
if  anything,  toward  acting  on 
suggestions  for  improving  color 
made  by  key  advertising  agency 
executives  during  talks  they 
gave  at  one  or  more  of  the  first 
three  ROP  Color  Conferences, 
acconling  to  a  spot  check  by 
Editor  &  Publisher 

E&P  contacted  seven  past 
speakers  who  had  addressed 
either  the  First,  Second  or  Third 
Color  Conferences  and  asked 
them  to  comment  on  whether 
or  not  newspapers  had  ever 
acted  upon  their  suggestions  for 
improving  color.  Three  supplied 
definite  answers;  two  said  they 
had  not  kept  abreast  of  the  sub¬ 
ject  and  therefore  no  longer  felt 
qualified  to  discuss  it;  and  two 
failed  to  answer  the  request. 

In  his  talk  before  the  Third 
Annual  ROP  Color  Conference 
in  New  York  in  September  of 
1958,  Eli  Gordon,  vicepresident 
in  charge  of  traffic-production, 
J.  Walter  Thompson  Co.,  made 
three  specific  suggestions: 

1 )  He  urged  newspaper  repre¬ 
sentatives  to  learn  more  about 
the  mechanics  of  ROP  color  so 
that  they  can  answer  technical 
questions  intelligently;  2)  He 
urged  newspapers  to  arouse 
greater  interest  on  the  part  of 
management  in  their  color  prob¬ 
lems;  and  3)  He  asked  for  color 
quality  control  so  that  adver¬ 
tisers  can  have  greater  confi¬ 
dence  in  its  reproduction. 

No  Projiress 

“I  regret  to  advise,”  Mr.  Gor¬ 
don  told  E&P,  “that  I  cannot 
report  any  progress  at  all  in 
the  direction  of  the  suggestions 
made  in  my  talk  at  the  Third 
Annual  Color  Conference.” 

Leonard  S.  Matthews,  vice- 
pre.sident  in  charge  of  media, 
Leo  Rumett  Co.,  Inc.,  Chicago, 
addressed  the  First  Annual 
Color  Conference  held  in  Chi¬ 
cago  in  September  of  1956. 

In  addition  to  reporting  on 
the  special  study  of  ROP  color 
reio-oduction  in  newspapers,  Mr. 
Matthews  outlined  what  his  ad¬ 
vertising  agency  considered  to 
be  the  major  areas  for  improve- 
nient.  These  areas,  not  in  order 
of  importance,  were: 

1 )  Acceptance  of  new  ideas  in 
spare  units,  such  as  the  vertical 
half-])age  in  color  on  ROP  black 
and  white  comic  pages. 
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2)  He  said  the  greatest  me¬ 
chanical  problem  w’as  lack  of 
uniformity  in  ROP  color  repro¬ 
duction.  In  this  connection,  he 
urged  that  newspapers  subscribe 
to  what  was  then  the  new 
ANPA-4-A  standard  inks  as  a 
first  step  in  improving  repro¬ 
duction,  and,  further,  urged  that 
something  be  done  by  the  news¬ 
paper  industry  in  terms  of 
adopting  uniform  or  standard 
production  requirements. 

3)  Mr.  Matthews  urged  a  re¬ 
view’  of  rate  cards  in  the  ROP 
color  field.  He  did  this  for  two 
reasons:  1)  A  standardization 
of  rate  cards,  so  as  to  make  cal¬ 
culation  of  rates  easier  and  more 
understandable;  2)  A  more 
sober  approach  to  rates  for  ROP 
color  would  be  closer  to  the 
measurable  value  of  color  over 
black  and  white,  as  opposed  to 
what  seemed  to  be  the  large 
number  of  rates  w’hich  w’ere  on 
a  what-the-traffic-will-bear 
basis. 

4)  He  suggested  that  news¬ 
papers  offer  color  in  smaller 
space  units  than  were  then  gen¬ 
erally  available. 

5)  He  asked  for  a  broadening 
of  the  day  and  position  avail¬ 
abilities  for  color  ads. 

.Slill  Major  Problems 

“Looking  these  over  again 
three  years  later,”  Mr.  Matthews 
said,  “they  are  all  still  major 
problems  of  the  newspaper  ad¬ 
vertising  business.  Obviously, 
some  progress  has  been  made 
in  all  of  these  important  areas 
but,  from  the  standpoint  of  the 
agencies,  disappointingly  little. 

“Naturally,  improvements 
which  involve  major  capital  in¬ 
vestments  on  the  part  of  news¬ 
papers  cannot  be  made  over¬ 
night.  Undoubtedly,  too,  many 
of  the  rates  for  color  which  look 
excessive  to  us  in  the  agency 
business  are  based  upon  a  spe¬ 
cific  set  of  economics  in  a  given 
new’spaper  plant,  and  are  not 
the  result  of  a  careless  or 
greedy  rate  thinking.” 

Mr.  Matthews  concluded:  “I 
think  it  is  imperative  that  the 
newspaper  industry,  individually 
and  collectively,  through  their 
organizations  such’  as  ANPA, 
speed  up  the  solutions  to  the 
problems  which  w’ere  outlined  in 
my  talk  of  1956  and  which  have 
been  reported  many  times  be- 
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In  his  talk  Mr.  Porter  ob¬ 
served  that  “Tremendous  varia¬ 
tions  exist  among  New  York 
agency  people  as  to  their  atti¬ 
tudes  and  knowledge  of  ROP 
color.” 

“This  remains  true,”  Mr. 
Porter  told  E&P.  “The  Third 
Color  Conference  held  in  New’ 
York  last  year  may  have  been 
of  some  help.  While  a  fair  num¬ 
ber  of  creative  people  and 
agency  executives  did  attend,  it 
is  true  that  many  others  w’ere 
unable  to  take  the  time  out  at 
that  busy  season  of  the  year.  A 
series  of  such  annual  meetings, 
how’ever,  w’ould  have  a  good 
chance  of  accumulating  a  sizable 
audience  of  these  people  if  the 
agenda  makes  it  increasingly 
w’orthwhile.” 

Mr.  Porter  called  New  York 
“Hicktown,  U.  S.  A.,  w’hen  it 
comes  to  exposure  from  new’s- 
paper  color  advertising.” 

This  w’eek  he  observ’ed  that 
this  is  still  true;  that  only  two 
of  seven  New’  York  papers  are 
geared  to  print  daily  color. 

Another  point  raised  by  Mr. 
Porter  in  his  talk  tw’o  years 
ago  w’as  that  a  creative  method 
of  increased  exposure  among 
New’  York  agency  people  is 
needed  to  step  up  facts  about 
the  medium  along  w’ith  examples 
of  the  w’ay  it  is  being  used  by 
major  advertisers. 

‘Slight  Improvement' 

“There  has  been  some  slight 
improvement  in  this,”  Mr. 
Porter  admitted.  “A  couple  of 
firms  and  representatives  have 
made  an  attempt  to  supply  color 
tear  sheets  to  agencies,  but  there 
has  not  been  a  continuance  of 
this  on  a  regular  basis.  Appar¬ 
ently  the  reason  is  that  no  one 
representative  firm  can  take  on 
so  large  a  job  by  themselves. 
Unfortunately,  there  is  no  al¬ 
ternative  way  of  doing  these 
same  things  because  no  formal¬ 
ized  plans  or  headquarters  for 
color  promotion  exist. 

The  last  point  raised  by  Mr. 
Porter  in  his  talk  concerned  the 
fact  that  w’hile  new’spapers  have 
done  a  good  job  of  selling  the 
media  man  in  the  agency,  “other 
agency  executives  are  far  too 
limited”  in  their  know’ledge  of 
color. 

“This  still  remains  true,”  Mr. 
Porter  told  E&P  this  w’eek. 


Ad  Agency 
Praises  Color 
In  Daily 

Nashville,  Tenn. 

The  Xashville  Tennessean’s 
pioneering  leadership  in  use  of 
color  pictures  was  highly  praised 
by  a  leading  Southern  advertis¬ 
ing  agency  in  a  report  on  its  last 
year’s  business. 

The  leadership  in  use  of  color 
pictures  throughout  the  paper 
was  a  major  factor  in  record- 
breaking  expenditures  for  news¬ 
paper  advertising  by  the  adver¬ 
tising  agency,  W.  S.  (Bill)  Gra¬ 
ham,  president  of  Noble-Jury  & 
Associates,  Nashville  and  Mem¬ 
phis  agency,  announced  in  the 
report. 

The  Tennessean  carried  Gra¬ 
ham’s  statement  as  the  lead  of 
its  Nashville  business  column. 

‘Alpine’  Ad 

In  the  same  issue  of  the  paper 
appeared  the  full-page  adver¬ 
tisement  in  color  released  na¬ 
tionally  by  Phillip  Morris,  Inc., 
advertising  its  new  Alpine 
cigaret. 

In  the  same  issue  of  the  pa¬ 
per  also  appeared  a  striking 
half-page  house  ad  in  color  writh 
a  statement  from  the  vicepresi¬ 
dent  of  the  Nashville  division 
of  The  Kroger  company,  show¬ 
ing  how  a  dual-tone  ad  featur¬ 
ing  California  cantaloupes  in¬ 
creased  the  volume  on  canta¬ 
loupes  by  over  50%  for  the  week 
in  which  it  appeared. 

Mr.  Graham  of  Noble-Dury  & 
Associates  said  in  his  statement, 
“We  have  spent  more  of  our 
clients’  advertising  dollars  in 
newspapers  during  the  agency’s 
fiscal  year  just  closed  than  in 
any  previous  year  in  history.” 

Billings  Up  54% 

The  company’s  newspaper 
billings  were  up  54%  over  the 
previous  year,  he  said. 

Constant  improvements  by 
newspapers  in  run  of  paper 
color,  in  which  the  Tennessean 
has  been  a  leader,  contributed 
in  large  measure  to  the  in¬ 
creased  advertising,  Mr.  Graham 
said. 

On  Education  Board 

Searcy,  Ark. 

Perrin  Jones,  editor  of  the 
Searcy  Daily  Citizen  and  the 
weekly  White  County  Citizen, 
has  been  appointed  to  the  Ar¬ 
kansas  State  Board  of  Educa¬ 
tion  by  Govei-nor  Orval  E.  Fau- 
bus.  He  succeeds  his  father, 
Mark  P.  Jones  Jr.,  who  died  of 
a  heart  attack  recently. 
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Growers  to  Get 
Otter  on  Color 


By  Campbell  Watson 


A  full-color  newspaper  ad  mat  Monte  cans  with  highly  amus- 
service  is  now  being  offered  to  ing  cartoon  treatment,  Del 
grocery  distributors  by  Del  Monte  cans  combined  with  recipe 
Monte  Brand  Products,  accord-  service  suggestions  and  single 
ing  to  an  announcement  just  re-  Del  Monte  can  mats  on  various 
leased  by  Everett  M.  Runyon,  canned  fruits,  vegetables  and 
director  of  advertising  and  pro-  other  products, 
motion,  California  Packing  Corp.  The  various  header  mats  in- 
The  mats  are  for  ROP  use  elude  a  dramatic  and  colorful 
in  providing  color  attractiveness  display  of  fruits  and  vegetables. 

*  ' "  ■  ,  headers  for  the 

Del  Monte  Round-Up  and  other 
individual  Del  Monte  store 
events  are  offered. 

Separate  tw'o-column  header 


to  traditional  black  and  white  Additionally 
grocery  copy  in  newspapers. 

The  color  service  features 
unique  and  original  artwork  pre- 
par^  by  McCann-Erickson,  Inc., 

the  agency  handling  the  Del  mats  have  also  been  prepared 
Monte  advertising  for  42  con-  as  a  service  for  the  produce, 
secutive  vears.  meat  and  the  daily  departments. 

Distribution  is  being  made  Dual  Team  Task 

through  the  Milwaukee  Jour¬ 
nal’s  ROP  Color  Service  under  Rainbomats  were  jointly  de- 
the  name  of  Del  Monte  Rain-  veloped  by  Calpak  and  McCann- 
bomat  Service.  The  availabilities  Erickson.  The  agency  s  team  in- 
are  being  announced  through  eluded  Frederick  H.  McCrea, 
grocery  trade  paper  advertis-  vicepresident  and  account  execu- 
ing,  in  mailings  to  the  trade  and  t've;  Donald  Reynolds,  mer- 
to  the  375  points  covered  by  the  chandising  director  and  Thomas 
Journal’s  ROP  network.  Gleason,  art  director.  Robert 

Tamura  was  the  artist. 

No  Charge  to  Grocers  The  Calpak  executives  in- 

The  mats  are  available  with- 

out  charge  to  those  grocers  who  Schlosser  sales  promotum  man- 
•  ..  .  ager,  and  Elmo  Cerruti,  assist- 

will  use  them  in  their  newspa-  .  ..  .  ,  , 

...  j  ant  director  of  field  sales, 

per  ads,  it  was  announced.  i  lur  j.  i 

T.  .  L  Monte  sales  repre- 

The  Del  Monte  Rainbomat  sentatives  have  now  received  a 
process  uses  three  colors,  red,  complete  posting  on  the  advan-  page-size  mats  within  two  and 
yellow  and  blue.  No  black  is  dealer  .service,  one  half  weeks  from  the  time 

used  m  the  reproduction  process  Rainbomat  sheets  and  a  list  of  the  grocer’s  layout  is  received, 
but  a  dark,  black  tone  is  ob-  newspapers  offering  ROP  color  he  stated. 

prili^r^^coto?s!^“^  forwarded  to  Calpak  has  posted  four  condi- 

yy  .  ,  ..  T  1  ,  .  ,  tions  regarding  the  use  of  Rain- 

Under  the  plan,  the  Journal  In  his  announcement  to  the  Grocers  must  agree  to 

will  make  up  the  r^,  yellow  and  field  force,  Mr.  Runyon  said  that  ^gg  Rainbomats  in  their  own 
blue  mats  only.  These  will  be  this  will  be  a  Del  Monte  exclu-  newspaper  ads  and  at  least 
provided  in  accord  with  the  page  sive  for  some  time  to  come  “be-  eight  Del  Monte  items  must  ap- 
size  of  each  grocer  s  local  news-  cause  of  the  substantial  amount  pear  in  each  ad  using  Rainbo- 
paper.  of  time  and  preparation  in-  niats 

As  the  black  plate  is  made  vested  in  the  Rainbomat  pro-  ^ 

up  by  the  newspaper  just  prior  gram.  Milwaukee  Joumal  as 

to  presstime,  the  grocer  will  'This  is  another  example  of  proof  of  publication  and  prior 
be  able  to  make  last-minute  Del  Monte  leadership  in  pro-  approval  to  use  Rainbomats 
changes  or  additions  in  black  viding  important  and  valuable  must  be  obtained  by  the  grocer 
without  a  further  alteration  or  service  for  its  customers,’’  he  from  his  local  Del  Monte  rep- 
change  in  the  color  plates,  the  added.  i-p^pntntivp 

announcement  to  the  trade  em¬ 
phasizes.  “Complete  Flexibility”  Press  Contacts  Urged 

Color  Profits  Told  _  R^j^bomats  offer  complete  Mr.  Runyon  closed  his  presen- 

1  1  1.  j.  j  ,  flexibility  in  creating  ads  which  tation  to  the  field  force  with  a 

Calpak  has  found  that  the  fit  the  needs  of  individual  groc-  request  that  each  Del  Monte 
results  in  consumer  response  far  ers.  The  service  offers  a  tech-  representative  contact  all  news- 
exceed  the  additional  costs  in-  nique  as  well  as  a  plan  which  papers  using  ROP  color  in  his 
yolved  from  its  own  experience  meets  rigid  reproduction  speci-  area.  Current  listings  indicate 
in  comparing  black  and  white  fications.  a  total  of  911  newspaper  plants 

with  color,  it  was  “The  method  developed  thus  offer  ROP  color.  These  produce 
stated.  permits  the  use  of  any  Del  over  half  the  nation’s  dailies. 

Four  kinds  of  Rainbomats  Monte  Rainbomat  in  any  section  California  Packing  has  ad- 
have  been  prepared.  These  are  of  the  ad  with  perfect  reeistra-  vertised  its  Del  Monte  Brand 


terrific 

together' 


RAINBOMAT  SERVICE — Del  Monte  Brand  Products  is  now  offerinq 
grocery  distributors  a  full-color  newspaper  ad  mat  service.  Distribution 
is  through  Milwaukee  Journal's  ROP  Color  Service  under  the  name  of 
Del  Monte  Rainbomat  Service. 


Some  markets  are 
just  naturally  loaded 

Take  Cleveland,  for  instance.  A  combi¬ 
nation  of  a  compact,  easy  to  reach  area 
plus  a  high  family  income  ($7,381)  and 
you  get  a  market  with 

Retail  Sales  LARGER  than 
any  one  of  35  entire  States, 


CLEVELAND  26  ADJACENT 

CUYAHOOA  COUNTY  COUNTIES 
(000)  (000) 


TOTAL 

(000) 


Whatever 
you  sell  In  Greater 
Cleveland  you'll 
sell  more  of  It 
In  The  Plain  Dealer 


Totol  Retail  Sales 


Retail  Food  Sales 


Automotive 


Gas  Stations 


I,  Household  Appliances _ 1 1 3,896 _ 91,658 _ 

(Source,  Sales  Management  Survey  of  Buying  Power,  May  10,  1959} 


Akron,  Canton  and  Yeunattown  Cowntios  am  not  Inclwdod  in  obovn  mIos 


And  you  really  sell  this  market  in 

The  Cleveland  PLAIN  DEALER 

Kepretented  hj  CrtsmrrO  Woodward,  Inr.,  yew  York,  Chicago,  Detroit,  Atlanta,  San  Francisco,  Los  Angeles.  .Member  of  .Metro  Sunday  Comics  and  Magazine  A'elwork. 
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Color  Ads 
Win  National 
Retail  Award 


Dr,  Die h  ter 

{Continued  from  page  15) 


simply  theoretical.  Specific 
products  would  be  tested  to  de¬ 
termine  whether  consumers  re¬ 
act  positively  or  negatively  to  an 
ad  presented  in  black  and  W'hite 
and  to  one  presented  in  ROP 
color.  Papers  in  areas  where 
people  are  familiar  with  ROP 
color  might  be  compared  with 
papers  in  areas  where  people  do 
not  ordinarily  see  ROP  color. 

Criteria  For  Use 

We  are  all  aware  that  color 
has  a  psychological  impact.  All 
other  factors  being  equal,  the 
addition  of  the  correct  color  or 
combination  of  colors  \\ill  help 
to  enhance  the  effectiveness  of  Rold  seal,  was  presented  to 
the  ad  which,  in  turn,  will  add  William  O.  Spoor,  director  of 
to  the  positive  image  of  your  advertising  of  Loveman’s  by 
product,  your  service,  your  or-  0*  W.  Schanbacher,  store  presi- 
ganization.  Color — and  of  course  dent, 
this  includes  ROP  color — can  be  o  •  o  •  i 

a  vital  and  practical  addition  to  raise 

any  form  of  visual  communica-  Mr.  Spoor  gave  much  of  the 
tion.  credit  for  winning  the  award  to 

But  this  is  color  at  its  ideal  Winifred  Karger,  his  layout 
best,  and  the  ideal  is  not  artist,  and  to  Helen  Hilley,  copy- 
achieved  by  chance.  The  mere  writer.  He  also  pointed  out  that 
use  of  color  will  not  necessarily  most  of  the  color  advertising 
create  a  positive  impression,  ran  in  the  Birmingham  Nem. 
Understanding  and  imagination  and  that  a  great  deal  of  credit 
in  the  use  of  ROP  color,  how-  was  due  to  the  printing  work 
ever,  can  add  a  new  dimension  of  the  daily, 
to  advertising  provided  it  is  “Color  registration  was  a  plus 
based  on  these  important  con-  factor  in  winning  the  ward,”  Mr. 
sidej-atioiis;  ,  ,,  ,,  Spoor  said. 

1)  ROP  color  should  add  to  .  ,  j  r  * 

the  total  image  or  aura  sur-  Lovernan  s  entered  four  cate- 
rounding  a  product  or  service,  pnes  of  advertising  in  the  con- 
and  to  the  mood  tone  of  the  ad  Entries  were  on  exhibit 

K?  a  whole  January  at  the  convention 

2)  ROP  color  should  activate  of  the  NRMA. 

the  respondent  toward  a  pur-  Other  gold  award  winners  in¬ 
chase.  eluded  a  fur  promotion  of  Maas 

3)  ROP  color  should  stimulate  Brothers  of  Tampa,  Fla.;  a 

identification  and  emotional  par-  fashion  campaign  of  Gimbels. 
ticipation.  Milw’aukee,  Wis.;  resort  promo- 

4)  ROP  color  should  make  tion  of  Peck  &  Peck,  New'  York; 

this  ad  stand  out  from  all  other  “Operation  Returns”  of  A. 
ads.  Harris  &  Co.,  Dallas,  Texas; 

5)  ROP  color  should  create  an  and  a  small-store  campaign  of 
internal  cohesiveness  in  the  ad.  Kloverhuset  in  Bergen,  Norway 

It  is  in  these  areas  that  moti-  _  _  „ 

vational  research  can  effectively  nines 

determine  the  relationship  be-  A  silver  award  for  the  bes: 
tween  ROP  color  and  communi-  color  advertising  went  to  God- 
cation.  These  are  the  areas  in  chaux  of  New  Orleans.  This 

which  attitudes,  feelings  and  store  also  w'on  a  certificate  of 

spontaneous  reactions  on  the  aw'ard.  Another  New  Orleans 
part  of  consumers  are  the  key  store,  D.  H.  Holmes,  also  woi 
to  whether  or  not  your  color  a  certificate  of  award, 
will  prove  effective.  Judges  evaluated  308  entries 

•  They  considered  the  volum- 

C3  D*  1  9  n  classification  of  each  store  - 

stales  nights  Paper  fjjg  material  submitte* 

Little  Rock,  Ark.  Judges  of  the  gold  award 

Phil  Stratton,  aide  in  the  office  contest  were:  Charles  Edward: 
of  Governor  Oi'val  E.  Faubus  dean  of  the  school  of  retailin: 
prior  to  this  week,  has  launched  New  York  University;  Herber 
The  States’  Right  Digest,  a  Greenw'ald,  vicepresident,  -Am' 
weekly  tabloid.  Governor  Faubus  Parrish  &  Co.;  and  M.  Sekk 
!  will  write  a  weekly  column.  main  of  Calkins  &  Holden. 
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One  Newspaper  Dominates 
R.  O.  P.  Color  Advertising 
in  Houston  .  .  . 

THE  HOUSTON  CHRONICLE 


^  tb  In  The  Nation  In  R.O.P. 
Color  Advertising  With  896,363 
Lines  In  Seven  Months. 


No  Other  Houston  Newspaper 
Placed  Among  The  Top  25. 


Source:  Media  Records  report  for  first  7  months  of  1959 


Read  by  more  Houstonians  than  any  other  newspaper 
HE  BRANHAM  COMPANY — National  Representatives 


COLOR  MAKES 
A  LOLLYPOP 

Yes,  and  color  makes  sales  pop,  too.  Whether  advertising 
color  is  applied  to  candy,  clothes  or  cars,  it  gets  attention, 
creates  interest  and  stimulates  action.  Tests  show  that  news¬ 
paper  color  produces  from  50%  to  200%  greater  readership 
than  black  and  white.  This  makes  it  easy  to  understand  why 
color  means  plus  sales  at  lower  cost  for  advertisers.  News¬ 
paper  color  is  easy  to  prepare,  has  smash  impact  on  the  reader 
and  increases  reader  remembrance  of  products  advertised. 
In  The  Washington  Post,  which  has  50%  more  circulation 
than  any  other  Washington  paper,  advertisers  can  buy  black 
and  one  color  for  a  lower  page  cost  per  1000  circulation  than 
the  other  standard  size  newspaper’s  cost  in  black  and  white. 


Just  out— 3rd  edition  of 
The  Washington  Post 
COLOR  DATA  BOOK 

Color,  cost  and  circulation  information  is 
given  for  all  newspapers  of  20,000  or 
more  circulation  in  the  236  largest  U.  S. 
metropolitan  markets.  In  addition  to  color 
information,  consumer  market  data  is  also 
provided.  Write,  wire  or  call  the  nearest 
Washington  Post  representative. 


®:i)c  l\)a5l)in9ton  |J05t  - 

446,000  Sunday  circulation  393,000  doily  circulation 

CONTINUITY  RATES  APPLY  TO  COLOR  ADVERTISING 

Represented  nationally  by:  Sawyer,  Ferguson,  Walker 
Company— New  York,  Chicago,  Detroit,  Atlanta,  Phila 
delphia,  San  Francisco,  Los  Angeles 
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Swift’s  Sherbet  Ad 
Has  Appetite  Appeal 


Chicago 

A  tantalizing  1000-line  ad  for 
Swift  &  Company’s  Wild  Moun¬ 
tain  Blackbeny  Sherbet  was  a 
wash  drawing  using  exact  color 
match  of  the  different  shades  of 

E&P  SPOT  COLOR 
CREATIVITY  AWARD 
WINNER 

Advertiser;  Swift  &  Company 
(W  i  I  d  Mountain  Blackberry 
Sherbet);  Advertising  Manager: 
Ray  Weber;  Agency:  McCann- 
Erickson,  Inc.,  Chicago;  Art  Di¬ 
rector:  Robert  Patterson;  Copy 
Chief;  Tom  Laughlin. 

Ad  ran  in  seven  newspapers 
for  total  of  7,000  lines  of  color. 

purple  to  depict  the  blackberries 
and  the  delicious  sherbet  itself. 

The  ad  was  designed  to  isolate 
brilliant  color  in  an  interesting 
fruit  pattern  to  accent  the  ice 
cream  flavor  and  create  a  light 
appetizing  appearance. 

Original  engravings  were 
made  on  copper  from  which 


two-color  plastic  plates  were  re¬ 
produced  for  newspaper  use. 

Robert  Patterson  was  the  art 
director,  and  Adelaide  Wilson 
the  copywriter,  both  of  McCann- 
Erickson;  Jackie  Mastri,  the 
artist,  of  Whitaker  Guernsey 
Studios;  Frederic  C.  Ryder  Co., 
typography;  Calvin  V.  Lonk- 
huyzen,  of  Van  Art  Studios, 
handlettering. 

Pioneer  ROP  User 

“Swift  &  Company  is  a  pio¬ 
neer  user  of  color  in  newspaper 
advertising  and  continues  to  use 
it  extensively  and  aggressively,” 
Ray  Weber,  Swift’s  ad  manager, 
told  Editor  &  Publisher.  “This 
Spring,  Swift’s  Premium  frozen 
meats  participated  in  the  first 
Hi  Fi  color-on-foil  double  truck 
advertisement  in  the  Boston 
(Mass.)  Herald  Traveler,”  he 
said. 

“ROP  color  has  been  the  pri¬ 
mary  medium  in  our  advertising 
plans  for  Swift’s  ice  cream  for 
the  past  several  years,”  he 

{Continued  oyi  page  54) 
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VUd  Mountain 
Blackberry 
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Its 

pur^  delicious 


'tr  itXU 


Reports  from  agencies  and  their 
happy  clients  who  use  Pensa¬ 
cola  News-Journal  ROP  Color 
indicate  a  dynamic  reader  res¬ 
ponse  ! 

Over  50°o  increase  in  color  line¬ 
age  in  first  six  months  of  this 
year! 

Place  your  color  ads  where  Re¬ 
tail  Sales  per  Household  ore 
now  *3rd  in  Florida  ...  in 
Northwest  Florida's  lorgest,  most 
colorful  newspaper. 


IlfEsrawk 


In  Columbus^  if  s  the  Dispatch 
In  the  Dispatch^  ifs  COLOR 


Ohio's  Greatest  H  Home  Newspaper 


Circula+ior 
SUNDAY 
249,403 
DAILY 
.  185.437 


The  DISPATCH  is  a  national  prize  winner 

in  ROP  color!  Routinely,  in  the  Dispatch,  ROP 
color  has  the  appeal  and  impact  of  color  in  slick-paper 

publications.  That's  because  the  Dispatch  has  the  finest 
equipment  available.  And  Dispatch  pressmen  know  how  *o 

print  color  "right  on  the  nose."  150  leading  advertisers 
who  ran  nearly  500  pages  of  color  in  the  DISPATCH  last  year 
know  this.  Join  them — and  give  your  advertising  more 
power,  glamor,  and  concentrated  coverage  than 
you  can  get  in  any  other  medium! 
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O  M<ra  &  Ormsbre.  Inc.  (New  York.  Cbicoqo. 

Detroit.  Sen  Francisco.  Los  Anqelas) 
McAskill.  Herman  S  Daley.  Inc.  (Miami  BeacH) 


Highly  attractive  optional  combination  rate 
with  Morning  OHIO  STATE  JOURNAL 
available 


Pepsi-Cola’s  Growth 
In  Minn.  Tied  To  Color 


The  four-color  ad,  published 

December  22,  1958,  showed  a  E&P  AWARD  WINNER; 
pretty  young  lady  trying  on  a  Newspapers  with  circulation 
Christmas  hat — typical  of  the  of  250,000  and  over, 
high-fashion  campai^  origin-  3  colors  and  black, 

ated  by  Kenyon  &  Eckhardt  ad-  ...  ^  , 

vertising  agency  over  four  years  ^  Minneapolis  (Minn.)  Star  and 

ago  (see  cut).  Tribune. 

The  ad  w'as  one  of  13  pub-  Pepsi-Cola  Co. 

lished  during  1958  for  the  Kenyon  &  Eckhardt. 

Minneapolis-St.  Paul  Pepsi-Cola  - 

Bottling  Co.  (E&P,  Feb.  7-14,  ducted  by  the  Star  and  Tribune 
page  17).  I’esearch  department,  Pepsi-Cola 

Since  the  ad  campaign  began,  was  fourth  place  in  preference 
Pepsi-Cola’s  sales  rise  in  Minne-  among  Minnesota  consumers, 
sota  has  been  steady.  In  1955,  Now  it  is  the  most  popular  cola 
according  to  the  annual  Minne-  drink  in  the  state, 
sota  Homemaker  Survey  con-  Harold  Costello,  president  of 


Acdvertisers  .  .  . 
placed  an  average  of 

07  Color  Units 
Per  Month 

FIRST  8  MONTHS  1959 
in  the 

Call-Chronicle 

Newspapers 

Allentown,  Pa. 

New  Equipment  gives  us 
GREATER  FLEXIBILITY  IN 


the  local  Pepsi-Cola  Bottling  Co.,  advertising  and  3%  years  of 
says,  “It  is  our  feeling  that  the  daily  news  color  in  the  Star  and 
consistent  series  of  four-color  Tribune,  with  approximately 
ROP  ads  in  the  Minneapolis  1,200  news  pictures  printed  in 
Star  and  Tribune  has  played  a  color  each  year, 
major  role  in  Pepsi-Cola’s  rise 

to  a  dominant  position  among  Airliner  Crash 

soft  ^drinks  throughout  Minne-  Photographers,  stereotypers, 

engravers  and  pressmen  team  so 
Extensive  use  of  color  began  well  together  that  it  was  pos- 
in  1949  at  the  Star  and  Tribune,  sible,  for  example,  to  print  in 
Early  in  1956,  color  broke  into  color  a  picture  of  an  airliner 
the  news  columns,  too,  on  a  regu-  crash  in  south  Minneapolis  the 
lar  basis,  and  the  Minneapolis  same  day  it  happened ;  and  print 
Star  became  the  first  U.  S.  news-  in  color  a  picture  of  the  1959 
paper  to  publish  spot  news  color  American  Legion  convention 
five  days  a  week — on  the  front  parade  while  it  was  still  in  prog- 
and  picture  pages.  ress  (see  page  34). 

Color  Now  Routine  this  kind  of  teamwork  that 

also  produced  the  prize-winning 
According  to  John  W.  Moffett,  Pepsi-Cola  ad : 
vicepresident  and  advertising  di-  Donald  Little,  stereo¬ 

rector,  color  has  become  such  a  ^  foreman  at  the  Star  and 
routine  part  of  daily  production  Tribune,  “The  mats  came  to  us 
^at  It  tak^  something  like  an  Electrotypers  in 

E&P  award  to  stop  us  long  j^ew  York.  These  were  the  regu- 
enough  for  a  look  at  what  does  Burgess  mats  Pepsi-Cola  has 
make  an  ROP  color  prize-  always  used.  They  were  cast  and 
winner.  nickle-plated  just  like  any  other 

One  reason  is  the  quality  of  job.” 
art  and  mats  provided  by  adver-  Richard  Cooney,  piess- 

tising  agencies  who  are  becoming  foreman,  “Handling  the 

more  and  more  aware  of  the  o  1  j  1  ..mol 

tremendous  impact  and  result-  Pepsi-Cola  ad  was  merely  noi  ma 
getting  power  that  ROP  color  Procedure.  It  was  printed  on  our 
makes  possible,  Mr.  Moffett  said.  Goss  Headliner  presses  wi 
Another  reason  is  the  produc-  Huber  inks — nothing  more  or 
tion  know-how  and  skill  based  less  than  any  ROP  color  piece 
on  publishing  10  years  of  color  gets  treated.” 
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ROP  Color  —  Available  when  you 
want  it .  .  .  Almost  all  year  rounds 

*  We  may  ask  for  optional  dates 
in  heaviest  weeks 

The  Dominant  Advertising  Media 
in  the  Lehigh  Valley 

•  The  Morning  Call  •  Evening  Chronide 
•  Sunday  Call-Chronicle 

National  Representatives:  Story,  Brooks  &  Finley,  Inc. 


f 


full  , 

Week  Days  and  Sunday 


TULSA.  OKLAHOMA.  SUSDAT.  AUGUST  t 


UivpH  After  Nixon 


"•  a 

HOMI 

<;,a  Uuv~i^ 

•iVixoii  Ton 


ctJTribuuc 


SHOWItS 


KlUAIILITY 

CHARACTIR 

IHTIRSRISt 


OKUHOMA'S 

CRtATtST 

NCWSRAPIR 


P3H*K  y»VE  r£ST8 


^  n»rM 


FR!i)AY.  J^.'LT  II. 


TIJIA.  OKLAHOM.' 


4H0REi0SE,£jg||t  Men  Ruled  Guilty 


SMOWUS 


Gasr^l 


MUAtIUTY 

04A>ACTI« 

IHTUftlSI 


OKLAHOMA’S 

SKIATIST 

NIWSKAPIt 


rusoi  riTi  CKSTS 


TCtPPAT,  JL’LV  a.  1»» 


TVLSA.  OKLAHOKA, 


»ofAEW 


week-days  and  Sunday  the  World  and  Tribune  have 
the  facilities  for  printing  full  ROP  color.  These  newspapers  rank 
high  among  the  newspapers  of  the  nation  in  quality  and  quantity 
of  color.  For  the  rich  Tulsa  market  responds  to  color,  proven  by 
the  fact  that  leading  general  and  retail  advertisers  have  used 
color  in  Tulsa  newspapers  consistently  over  a  long  period  of 
years  ....  ond  with  great  success. 

Yes,  Tulsa  is  a  rich  and  colorful  market,  so  add  color  to  your 
campaign  and  watch  sales  soar  ....  in  the  fabulous  40-county 
Magic  Empire. 

For  full  information  ask  a  Branham  man  or  write  the  News¬ 
paper  Printing  Corporation,  World  bldg.,  Tulsa. 


THE  OIL  CAPITAL  NEWSPAPERS 


MORNING  •  EVENING  •  SUNDAY 

Represented  Nationally  by  The  Branham  Co.,  Offices  in  Principal  U.S.A.  Cities 


Color  Added* 
‘More  Life’ 
To  Beer  Ad 


The  outstanding  black-a  n  d- 
three-color  page  which  won  this 
honor  w’as  inserted  as  one  of 
a  series  by  the  newspaper’s  long¬ 
time  advertiser,  Sick’s  Rainier 
Brewing  Company,  w’hich  made 
use  of  its  well-publicized  slogan 
for  a  head;  “More  Life  Comes 
Naturally.’’ 

The  advertisement  had  class 
and  reader  appeal.  It  featured 
the  open  page  of  a  book,  to¬ 
gether  with  nine  lines  of  copy — 

E&P  AWARD  WINNER: 

Newspapers  with  100,000  to 
2.’)0,000  circulation. 

3  colors  and  black. 

Seattle  (Wash.)  Post-Intelli¬ 
gencer. 

Sick’s  Rainier  Brewing  Co. 

.Miller,  Mackay,  Hoeck  & 
Hartung. 

the  whole  superimposed  against 
a  pine  bookcase  and  a  line-up  of 


geles  artist,  Ren  Wicks,  to  do  t  17«» 

the  art  lC0  CirCftlll  F  imi 


.tMuas  fvesiun  ^  ^ 

hscwMfH  w—  ^  and 

cwMnn  pRWkn  S««uai  ( 

dim  vwthwtM. 
odifid  imaJM*  Ridciirc  ^ 

»-.;»»o?hrr  arst  wtiiiNr  .  *  ^  \ 


volumes  whose  titles  featured  the 
fine  art  of  brewing.  Above  was 
an  old-fashioned,  gold  framed 
decorative  clock;  below  a  glass 
of  Rainier  beer  together  with 
the  distinctive  signature  cut  of 
the  product. 

The  colorful  page  was  pre¬ 
pared  by  Miller,  Mackay,  Hoeck 
&  Hartung — in  cooperation  with 
the  brewing  company’s  adver¬ 
tising  manager,  A.  G.  Douglass, 
Jr.  Account  executive  for  the 
agency  is  James  R.  Miller;  copy 
was  written  by  Roger  Bye. 

Art  Director  James  E.  Peck 
selected  the  well-known  Los  An- 


75-Line  S<Teen 

The  agency  aided  the  paper  in 
reproducing  the  ad.  Engravings 
were  made  from  reflection  copy 
by  Seattle’s  Western  Engraving 
Company.  They  were  75-line  cop¬ 
per  highlight  combinations. 

The  matrices  were  made  by  the 
Pacific  Electrotype  Company  of 
Seattle  for  direct  casting,  using 
Tenanon  on  the  back  to  elimi¬ 
nate  the  need  for  newspaper 
make-ready.  Flong  used  by  the 
Post-Intelligencer  was  a  Castex 
mat  manufactured  by  the  Bur¬ 
gess  Cellulose  Company.  Also 
used  were  Blue  Ribbon  mats 
m-^nufactured  by  Certified  Dry 
Mat  Corporation. 


Morse  Man  Dies  at  98 

Hartford,  Conn. 

Edwin  L.  Rockwell,  a  retired 
Associated  Press  Morse  operator 
who  copied  wire  stories  ranging 
fram  the  Spanish-American  War 
to  the  Inaugui'ation  of  Franklin 
D.  Roosevelt,  died  here  Sept.  10. 
He  was  98.  When  he  took  his 
first  job  at  AP  in  Waterbury, 
Conn.,  April  1897,  William  Mc¬ 
Kinley  was  President. 


Sold  on  Color 

Sioux  Falls,  S.  D. 

Two  large-size  color  ads  that 
appeared  in  the  Sioux  FuUh  Ar- 
gus-Lender  for  Fenn  Brothers, 
local  ice  cream  manufacturer, 
have  been  credited  with  doing 
an  “excellent  job.’’ 

Both  ads  were  prepare<l  from 
art  work  on  up  by  the  staff  of 
the  daily. 

One  ad,  a  two-color  job  in¬ 
troducing  “The  Flavor  Twins— 
Mint  Bon  Bon  and  Sw’eet  Cream 
Caramel,”  hit  with  such  impact 
that  Fenn  had  a  difficult  time 
keeping  dealers  stocked  in  the 
two  flavors.  A  Fenn  spokesman 
labeled  the  effort  “the  best 
single  ad  promotion  ever  tried." 

'The  second  ad  used  three 
colors  and  black  to  introduce 
Fenn’s  new  Glamakote  cartons. 
According  to  the  advertiser,  this 
ad,  which  ran  twice,  did  “an  ex¬ 
cellent  job.” 

• 

Reports  Color  Gain 

The  London  (Ont.)  Free  Press 
carried  434,018  lines  of  color 
ads  in  the  first  six  months  of 
1959,  a  gain  of  56,747  lines. 


IN  ILLINOIS 


ROCKFORD  MORNING  STAR 

Horkforb  llr$isfrr*HrpubUr 

ROCKFORD,  ILLINOIS 

Finest  FULL  COLOR  Facilities 
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Local  and  national  advertisers  in  the  great  Western  New 
York  market  have  adopted  NEWS  COLOR  with  enthu¬ 
siasm!  In  less  than  a  year  R.  0.  P.  color  advertising  in  the 
Buffalo  Evening  News  has  grown  from  zero  to  651,613  lines, 
total  for  the  10  months,  September  1958  thru  June  1959. 
In  the  first  half  of  1959  The  NEWS,  a  six  day  newspaper, 
has  published  over  66%  of  all  R.  0.  P.  color  linage  in  the 
Buffalo  daily  and  Sunday  newspapers.  In  the  Buffalo  market. 
New  York  State’s  second  largest,  only  The  NEWS  offers 
FULL  color. ..FULL  coverage... FULL  six  days  per  week. 


Buffalo  Evening  News 


July  Hot  Idea  Turns 
Into  a  Christmas  Ad 


Hot  ideas  for  cold  weather 
days  are  frequently  bom  in  hot 
weather. 

It  was  just  such  a  day  in 
July,  1958,  when  Addison  Brown, 
secretary-treasurer  and  adver¬ 
tising  manager  of  D.  J.  Stewart 
&  Company  discussed  his  Christ¬ 
mas  advertising  plans  with  J. 
Lawrence  Herzog,  retail  account 
man  servicing  the  store  for  the 
Rockford  (Ill.)  Morning  Star 
and  Register-Republic. 

Long-range  planning  is  typi¬ 
cal  of  the  successful  merchan¬ 
dising  and  advertising  policies 
w'hich  the  store  has  developed 
ov’er  90  years  of  retail  leader¬ 


ship  in  the  city  of  Rockford. 

Annually,  the  store  has  used 
distinctive  and  unusual  art 
treatment  in  its  Christmas  news¬ 
paper  advertising.  The  theme 
has  usually  been  carried  out  in 
a  gift  suggestion  catalogue 
mailed  to  charge  account  cus¬ 
tomers,  and  in  store  and  win¬ 
dow  decorations.  Several  times, 
the  gift  catalogue  has  been  a 
part  of  the  daily  new’spapers, 
being  presented  in  the  fomi  of 
a  special  tabloid  section. 

Knowing  that  success  in  ad¬ 
vertising  as  in  other  things,  is 
built  on  a  careful  plan,  well 
thought  out  and  carefully  exe- 


E&P  RETAIL 
CREATIVITY  AV^  ARD 
WINNER 

Newspapers  under  100,000  cir¬ 
culation. 

Advertiser:  I).  J.  Stewart  & 
Co.;  Rockford,  III.;  Advertising 
Manager,  Addison  Brown; 
Artist:  Mavis  Torke;  Newspa¬ 
per:  Rockford  .Morning  Star  and 
Regi.ster-Republic. 


cuted,  it  was  not  unusual  then 
for  these  tw’o  gentlemen  to  be 
discussing  Christmas  advertis¬ 
ing  in  the  month  of  July. 

Mr.  Hei^zog  presented  a  rough 
sketch  of  an  idea,  prepared  in 
the  newspapers’  copy  service  de¬ 
partment.  Mr.  Brown  liked  it. 
So  did  the  rest  of  the  manage¬ 
ment. 


HOLIDAY  HELPER  —  An  angel 
floating  in  white  space  and  sur¬ 
rounded  by  a  solid  blue  tint  block, 
with  golden  Christmas  stars  at  top 
and  bottom,  provided  the  "Holi¬ 
day  Helper"  theme  for  D.  J.  Stew¬ 
art  &  Company's  award  winning 
color  ad  appearing  in  the  Rock¬ 
ford  (III-)  Morning  Star  and 
Register-Republic. 


It  was  decided  to  use  it  in  full 
color  in  the  December  9  issues 
of  the  Morning  Star  and  Regis¬ 
ter-Republic.  Permission  was 
also  asked  to  use  the  artwork,  in 
reduced  form,  as  the  cover  for 
a  slick-paper  gift  catalogue.  The 
ad  itself  won  the  E&P  Retail 


The 


Fort  Worth  Star-Telegram 


Is 


R.O.P.  color 

in  texas  and 
LSHm  in  the  nation 


*SOURCE;  Media  Records— First  six  months  1959,  For  full  information 
on  how  we  may  work  with  you  on  your  color  (or  block  and  white) 
advertising,  write  the 


Fort  Worth  Star-Tele' 


AMON  G.  CARTIR,  Jr.,  ond  National  Advortlsing  Dlratf^ 


ithowt  th«  uM  of  »cKomoi.  promiums  or  contttH 
"Just  a  good  nowspopor" 


DQP  COLOR 

^  ^  ^  L'H  \,  t  ^  %,  M  ^  I 


catches  your  eye  ! 


And  COLOR  in  Alabama's  Most  Powerful  Selling  Force- 

The  Birmingham  News — Birmingham  Post-Herald 
STOPS  and  SELLS 

#  Quickly  •  Efficiently  •  Economically 

TRY  IT! 


The  Birmingham  News, 
evening  and  Sunday  has 
ranked  among  the  top  ten 
7  -day  newspapers  every  year 
since  1946  in  ROP  color 
linage. 


(Shf  ^Jirmingham  NetuB 

Birmingham  Post-Herald 

MORNING  •  evening  •  SUNDAY 
NATIONAL  REPRESENTATIVES  KELLY-SMITH  COMPANY 


A  Leader  in  ROP  Color 

The  Birmingham  News, 
evening  and  Sundoy  has 
ranked  among  the  top  ten 
7 -day  newspapers  every  year 
since  1946  in  ROP  color 
linage. 


OOP  COLOR 

.  .  .  catches  your  eye! 

And  COLOR  in  Alabama's  Most  Powerful  Selling  Force — 

The  Birmingham  News — Birmingham  Post-Herald 
STOPS  and  SELLS 

•  Quickly  •  Efficiently  •  Economically 

TRY  IT! 


(Che  tBirmitt^ham  Ncujb 

Birmingham  Post-Heraid 

morning  •  EVENING  •  SUNDAY 
NATIONAL  REPRESENTATIVES  KELLY  SmITH  COMPANY 
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Stiles  Book 
Tells  Why 
He  Retired 

His  son’s  disinterest  in  a 
newspaper  career  capped  a 
series  of  factors  that  led  James 
E.  Stiles  to  quit  the  business 
after  having  built  a  prosperous 
daily  on  Long  Island  from  a 


group  of  struggling  weeklies. 

This  is  the  stoiy  related  by 
Edward  Uhlan  in  a  new  book, 
“Dynamo  Jim  Stiles:  Pioneer 
of  Progress,”  which  has  been 
published  by  Exposition  Press, 
Inc.  ($6  per  copy). 

Ever  since  he  retired  from 
i-ui.ning  the  Nassau  Review- 
Star  at  Rockville  Centx'e  several 
years  ago,  Jim  Stiles  had  been 
putting  the  story  of  his  jour¬ 
nalistic  career  together  from 
notes  and  diaries.  The  final  writ¬ 
ing  job  w'as  taken  on  by  Mr. 
Uhlan,  who  wrote  “The  Rogue 


of  Publishers’  Row”  in  1956. 
Ml'.  Uhlan  founded  Exposition 
Press  and  is  its  president. 

Mainly,  his  book  about  Jim 
Stiles  relates  the  step-by-step 
business  development  of  the  Re¬ 
view-Star,  with  details  of  Mr. 
Stiles’  loans  from  friends  and 
support  of  political  leaders, 
notably  J.  Russell  Sprague,  the 
Republican  boss  of  Nassau 
County. 

The  Review-Star  went  to 
press  for  the  last  time  on  June 
20,  1953,  a  Saturday,  without 
any  announcement.  Its  principal 


ConflcWtcft 


PERFECTION® 

PERFORATOR  TAPE 
FOR  TYPESETTING 


The  dependable  quality 
and  performance  of 
Perfection  merits  your 
Confidence.  Constant 
Scientific  Laboratory 
Control  makes  for  Top 
Performance,  always. 


Here  is  the  tape,  developed  through  years  of  scientific 
research,  that  meets  the  need  for  dependable,  uniform 
performance  under  the  exacting  conditions  of  modern 
communications  systems.  It  is  used  by  leaders  of  industry  and 
business  throughout  the  world  because  there  is  none  better. 


Write  for  booklet  of  information  and  samples 


We  ore  proud  of  the  Confidence  demontfrated 
by  the  acceptance  of  Perfection  Products  among 
our  many  customers  throughout  the  world. 


PERFECTION 

® 

PAPER 
MANUFACTURERS 
COMPANY 

PHILADELPHIA  15,  PENNSYLVANIA 

Suits  Rtprtstntotivts 

ATLANTA  #  CHICAGO  •  CLEVEUND  e  DALLAS 
KANSAS  CITY  e  iQS  ANGELES  •  NEW  ENGLAND 
NEW  YORK  e  SYRACUSE 
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features  were  absorbed  into  the 
Long  Island  Daily  Press,  the 
Newhouse  interests  having  ac¬ 
quired  the  Review-Star  in  1949. 

“Actually,”  Mr.  Uhlan  tells, 
“Stiles’  contract  as  editor  and  ' 
publisher  had  several  yeai's  to 
run  when  he  put  the  last  issue 
of  the  Review-Star  to  betl;  but 
he  felt  that  after  40  yeai-s  of 
publishing,  the  time  had  come 
to  draw  the  curtain  on  his  ca¬ 
reer  as  a  newspaper  publisher. 

“Rising  labor,  newsprint  and 
other  costs,  plus  long  and  diffi¬ 
cult  labor  problems  at  the  plant, 
had  swung  his  decision  to  sell 
the  paper,  but  perhaps  the 
greatest  factor  was  that  his  son, 
James  Jr.,  was  not  going  to  fol¬ 
low  in  his  father’s  footsteps.” 

Jim  Stiles  was  the  first  pub¬ 
lisher  to  challenge  the  Interna¬ 
tional  Typographical  Union’s 
!  contracts  after  the  Taft-Hartley 
;  Law  went  on  the  books  in  1941 
A  printers’  strike  led  to  a  long 
run  of  hearings  and  lawsuits, 
i  About  this  same  time  Mr.  Stiles 
'  became  closely  interested  in  the 
Roosevelt  Raceway,  a  trotting 
track,  which  took  more  and 
i  more  of  his  time  and  brought 
'  him  a  small  fortune. 

According  to  his  biographer, 

,  Mr.  Stiles  took  his  retirement 
from  journalism  philosophically. 
He  wrote  to  a  friend:  “I’m  no 
longer  a  publisher.  From  now 
on  I  can  enjoy  the  headlines  in¬ 
stead  of  creating  them.  No  more 
sweat,  worry,  and  endless  sacri¬ 
fice.  From  now  on,  the  paper 
will  cost  me  a  nickel.” 

He  turned  his  attention  to 
projects  in  behalf  of  his  favorite 
beneficences,  particularly  Wes¬ 
leyan  College. 

From  time  to  time  Jim  Stiles 
jotted  down  his  ideals  of  jour¬ 
nalism.  Brought  together  these 
items  make  what  he  calls  “The 
Newspaperman’s  Creed.” 

“The  ideal  newspaper,”  it 
holds,  “is  the  private  citizen’s 
best  friend.  It  is  the  public’s 
big  brother.” 

Another  choice  item  in  the 
book  is  Mr.  Stiles’  list  of  54 
ways  to  raise  money  and  he 
says  he  used  everyone  of  them 
in  the  course  of  his  newspaper 
career.  Such  things  as  “life  in¬ 
surance  loans”  and  “loans  from 
Staff”  appear  in  the  li.st,  but 
perhaps  the  most  extraordinary 
is  “issuance  of  script  in  ex¬ 
change  for  advertising.”  This 
was  a  scheme  he  devised  when 
the  banks  closed  in  1933  and  it 
carried  the  paper  over  a  rough 
I  period. 

• 

Reddi-Wip  Names  North 

Chicago 

Reddi-Wip  Inc.,  Los  Angeles, 
California,  has  appointed  North 
Advertising  Incorporated  a.s  its 
agency  for  Reddi-Wip  whipp€<l 
cream,  effective  Jan.  1,  I960. 


EDITOR  ac  PUBLISHER  for  September  26.  1959 


32 


New  York  Newspaper 

9^ 


DITOR  Si  PUBLISHER  for  September  26,  1959 


For  Ratos  and  Information  Writo  or  Phone  Now  York  Post 
75  Wost  St.,  Now  York  6,  N.  Y.  •  WHitohall  4-9000 


33 


'  f 


Fall  Color  Progress? 


Color  progress,  ladies  &  gentlemen,  has  been 
growing  ol!  year  long. 

^  First  8  mo.  of  '58 


154,448  lines 


First  8  mo.  of  '59 


298,874  lines 

for  a  gain  of 

144,426  lines 


Good  growing  climate  for  your  product 
when  advertised  in  The 


St.  ]^eterBbur0  Stmes 


rLomoA's  tisT  NiwsrArE* 


Phone  -  wire  -  write  or  better  still 
visit  us  for  detailed  market  data. 


PARADE  OF  'STARS' — Proud  ot  the  record  accomplishments  in  "crasli 
color"  are,  left  to  right,  Paul  Swensson,  managing  editor  of  tht 
Minneapolis  Star,  Ed  Goodpaster,  assistant  city  editor  of  the  Star,  and 
Herb  Germar,  Star  picture  editor.  A  record  5  hours  and  19  minutes 
produced  this  color  picture  on  page  one  of  the  Star. 

Minn.  Star  Shines 
In  ‘Crash  Color’  Job 


Minneapolis,  Minn. 

ROP  newspaper  color  was  the 
!  dominant  voice  at  the  American 
Legion’s  1959  National  conven¬ 
tion  held  last  month  in  Minne¬ 
apolis. 

A  huge  array  of  massive  spot 
news  color  in  special  four  page 
wrap  around  sections  high- 
j  lighted  the  news  coverage  given 
I  the  final  four  days  of  the  con¬ 
vention  by  the  Minneapolis  Star. 

Teamwork  on  Color 

Star  editors,  teaming  up  with 
fast  work  from  the  photography, 
production  and  circulation  de¬ 
partments,  delivered  to  Legion¬ 
naires  the  most  thorough  full 
color  picture  coverage  ever 
given  a  major  news  event. 

So  frequent  and  so  fast  were 
color  pictures  being  taken,  proc¬ 
essed  and  shifted  within  the 
newspaper  during  the  final  four 
days  of  the  convention,  that 
Star  editors  made  over  the  color 
positions  of  page  one  and  the 
picture  pages  between  the  early 
and  late  afternoon  editions. 

Highlight  of  this  massive 
color  effort  came  when  an  8-col¬ 
umn  spot  color  picture  of  the 
Legion  parade  appeared  on  page 
one  of  the  Star  while  the  pa¬ 
rade  was  still  in  progress.  "The 
headline  over  the  picture  read: 
“YOU’RE  SEEING  THIS  PA¬ 
RADE  NOW!” 

A  ‘Crash-Color’  Job 

Wayne  Bell,  Star  color  pho¬ 
tographer,  snapped  this  color 
picture  of  the  parade  at  9:15 
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a.m.,  and  had  it  rushed  via  mo¬ 
torbike  to  the  Star  for  color 
separation  and  engraving. 

In  five  hours  and  19  minutes 
this  “crash-color”  picture  of  the 
parade  was  on  the  press  and  ap¬ 
peared  in  the  afternoon  and 
home  edition  of  the  Star.  The 
parade,  an  all-day  affair,  was 
still  in  progress  when  the  pic¬ 
ture  hit  the  streets  on  page  one. 

Star  editors  believe  they  are 
the  first  American  newspaper  to 
print  a  parade  picture  in  color 
w'hile  the  procession  w’as  still 
going  on. 

Wrap-Around  Seclion 

The  huge,  massive  array  of 
color  pictures  of  the  convention 
were  produced  in  a  special  four 
page  wrap-around  section  over 
the  regular  edition  of  the  Star. 
This  special  “take-home”  sec¬ 
tion  appeared  in  the  Star  each 
of  the  last  four  days  of  the  con¬ 
vention  and  was  labeled  “Spe¬ 
cial  Legion  Section.”  It  was 
further  identified  by  the  official 
Legion  seal  which  also  was  in 
color. 

This  section  also  contained 
special  coverage  of  news  and  in¬ 
formation  of  all  Legion  events. 
Inside,  the  regular  Star  edition 
contained  the  regular  news  and 
feature  coverage  of  interna¬ 
tional,  national  and  local  events. 

Although  the  entire  Legion 
convention  lasted  only  10  days, 
months  of  pre-planning  and 
preparation  were  made  by  Star 
editors  to  give  this  big  event 

(Continued  on  page  39) 
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/'  COLOR  LINAGE  UP  14% 

/  in  The  Kansas  City  Star  for  first  7  months  of  1959. 

;  despite  10  day  newspaper  strike 

...this  on  top  of  107.3  percent  gain 
\  for  similar  period  in  1958! 


COLOR 


IS  A  MANY-SPLENDORED  THING 


Use  of  COLOR  in  The  Kansas  City  Star 
gains  amazingly  as  advertisers  discover 
the  smash  merchandising  impact 
of  this  brilliant  sales  tool. 

Choice  of  7-day,  13-time-a-week  R.O.P. 
spot  or  dramatic  full  color  in  page  or 
fractional  units  (1,000  line  minimum). 
Modest  color  surcharge. 
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it's 


these  newspapers 

were  printed  on  GOSS  p 


/ 


Records  prove  that  3  out  of  4  American  news¬ 
papers  are  printed  on  Goss  presses.  The  evidence  of 
this  leadership  is  found  in  pressrooms  throughout 
the  world.  The  reasons  why  are  well  known  to  prac¬ 
tically  every  newspaperman. 

Pressroom  foremen  will  tell  you  about  the  engi¬ 
neering  excellence  and  long-life  dependability  of 
Goss  presses,  and  the  unique  round-the-clock  serv¬ 
ice  they  know  they  can  rely  on.  Editors  and  pub¬ 
lishers  will  point  out  how  valuable  Goss  experience 
has  been  in  helping  plan  efficient  publishing  opera¬ 
tions.  Then,  too,  Goss  builds  the  only  complete  line 
of  presses  and  equipment  and  has  the  longest  record 
of  “firsts”  in  the  business. 

So  keep  looking  to  Goss.  New  developments  are 
always  “in  the  works”  here— getting  the  stiffest 
tests  imaginable  before  they’re  pronounced  perfect. 


GOSS  COLOR  PIONEERING 

Goss  contributions  have  played  a  major  role  in 
bringing  R.  O.  P.  color  to  its  advanced  state— and 
making  it  a  solid  source  of  extra  revenue  for  you. 
Goss  color  decks  which  give  you  maximum  color 
flexibility  are  just  one  example  of  Goss  advanced 
thinking — leadership  that  has  made  Goss  first  choice 
over  all  other  newspaper  presses  combined. 


THE 

COMPANY 

CHICAGO  50,  ILLINOIS 
Specialists  in  newspaper,  magazine  and  roto  presses 
A  DIVISION  OF  MIEHLE-GOSS-DEXTER,  INC. 

The  leader  in  graphic  arts  .  .  .  engineering,  service  I  f 

and  manufacturing. ..industry-wide  and  world-wide  — 


Editor  &  Publisher 


presented  tO: 


THE  HOUSTON  POST 


for  outstanding  creative  use  of  color 
in  newspaper  retail  advertising  in  a 
newspaper  with  circulation  100,000  to  250.000 


Nciman-Mtrcus 


and  Mrtor,  tSilof  fi  Publijfcar 

—  - ^  onp  CnlAt  AA&ric'Tammitt#, 


-  ckplrmpp’.  lt0rtollri^rii\ommiutt 

Amtricpp  AtucMion  Ntvnpop^  Ktprtunlativtt 

Presented  at  the  ESP-AANR  Color  Awards  luncheon 
New  York  City,  on  September  38.  1959  . 


(The  Houston  Post  will  soon  install  more  presses 
to  make  more  color  available  to  its  advertisers) 


The  Houston  Post 


Houston's  largest  doily  newspaper 


W.  P.  Hobby,  Chairman  of  the  Board  Oveta  Culp  Hobby,  President  and  Editor 


Represented  nationally  by  Moloney,  Regan  &  Schmitt 
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something  “different”  in  news 
coverage. 

(•ear  Cio^-erafce  Flan!« 

Assistant  city  editor,  Ed  Good- 
paster,  was  sent  to  Washington, 
D.  C.,  in  mid-July  to  meet  with 
Legion  department  heads  and 
public  relations  men  to  make 
plans  for  effective  coverage  of 
their  1959  National  convention 
in  Minneapolis. 

Mr.  Go^paster  returned  to 
Minneapolis  and  with  the  help 
of  other  staff  members  drew  up 
a  comprehensive  outline  of  all 
Legion  activities  that  would  be 
held  in  Minneapolis.  From  this 
plan  Star  editors  geared  their 
coverage  plans. 

Picture  Editor  Herb  Germar 
drew  up  an  extensive  plan  for 
color  coverage  and  make  over 
schedules  for  Star  production 
departments  to  follow  for  shift¬ 
ing  positions  of  color  art.  Spe¬ 
cial  assignments,  including  those 
geared  for  “crash  color”  were 
given  Star  color  photographers. 

25  (iulor  Pii-lures 

More  than  25  color  pictures — 
some  six,  seven  and  eight  col¬ 


umns — sparkled  throughout  the 
various  sections  of  the  Star  dur¬ 
ing  the  final  four  days  of  the 
convention. 

Special  attention  in  news  cov¬ 
erage  of  the  convention  also 
were  given  Legionnaires. 

In  addition  to  covering  their 
conventions  activities  Legion¬ 
naires  were  given  news  about 
their  home  states. 

A  feature  entitled  “Here’s 
What’s  Going  On  Back  Home” 
gave  legionnaires  another  extra 
in  news  coverage. 

William  P.  Steven,  vicepresi¬ 
dent  and  executive  editor  of  the 
Star  and  Tribune,  said  that  this 
w'as  the  greatest  effort  in  cover¬ 
ing  the  news  with  color  ever  put 
forth  by  the  Minneapolis  Star  or 
by  any  other  newspaper. 

Druniatir  Impact 

In  summing  up  the  Star’s 
color  efforts  Mr.  Steven  said  it 
showed  us  these  important 
items: 

1.  “So  dramatic  was  the  im¬ 
pact  of  the  Legion  color,  that 
our  regular  readers,  now  accus¬ 
tomed  to  our  spot  new’s  and  ex¬ 
tensive  use  of  color  on  a  daily 
basis,  had  color  ‘resold’  to  them. 
Letters  from  readers  compli¬ 
menting  us  on  our  coverage  told 
us  that. 

2.  “Because  of  our  flexible 
color  arrangement  for  shifting 


color,  it  enabled  Legionnaires  to 
take  home  only  16  pages  of  the 
Star  as  their  souvenir  edition  of 
this  convention  coverage.  Conse¬ 
quently  it  made  a  light,  easy  to 
manage  package  for  travel. 

3.  “We  w'ere  able  to  give  our 
regular  Upper  Midwest  Legion¬ 
naire  readers,  who  were  not  able 
to  attend  the  convention,  a  com¬ 
plete  and  thorough  coverage  of 
the  event. 

4.  “It  marks  the  second  na¬ 
tional  convention  we  have  given 
extensive  news  color  coverage 
to.  Two  years  ago  the  Shriners 
were  given  a  similar  treatment 
when  they  held  their  national 
convention  in  Minneapolis. 

“In  all,  it  was  colorful  cover¬ 
age  of  a  colorful  event,”  he  said. 

• 

Roderick  Walts 
Dies;  APME  Officer 

Houston,  Tex. 

Roderick  John  Watts,  manag¬ 
ing  editor  of  the  Houston 
Chronicle  and  secretary  of  the 
Associated  Press  Managing 
Editors  Association,  died  Sept. 
16  after  a  heart  attack.  He  was 
55. 

Mr.  Watts  spent  32  years  at 
the  Chronicle,  the  past  11  as 
managing  editor.  He  began 
work  as  a  reporter  for  the 
Houston  Press  in  1926. 


More  Butter-Nut 
Color  Ads  Set 

San  Francisco 

A  merchandising  first  for  the 
coffee  industry  was  claimed  here 
this  week  by  Butter-Nut  Foods 
Division  of  Paxton  &  Gallagher, 
Inc.,  Omaha,  as  Butter-Nut 
vacuum-packed  coffees  were  in¬ 
troduced  in  the  Northern  Cali¬ 
fornia  area. 

Don  Keough,  marketing  di¬ 
rector  of  Butter-Nut,  said  that 
for  the  first  time  a  cash  bonus 
for  housewives  will  be  included 
in  the  one  and  two  pound  Butter- 
Nut  vacuum  tins.  The  freshly- 
minted  coins  will  be  sealed  in 
pliofilm  envelopes.  A  25c  piece 
will  be  included  in  each  one- 
pound  can,  and  a  50c  piece  in 
each  two-pound  tin  stocked  in 
the  new  marketing  area. 

This  Butter-Nut  Coffee  intro¬ 
duction  will  be  supported  by 
saturation  spot  campaigns  on 
both  radio  and  television,  as  well 
as  full  color  newspaper  adver¬ 
tising  color  and  a  100%  outdoor 
showing  in  all  of  the  major 
Northern  California  markets. 

The  campaign  was  developed 
under  the  direction  of  Vem  W. 
Eastman  by  the  D’Arcy  Adver¬ 
tising  Co. 


Things  Look  ROSY  in  DULUTH-SUPERIOR 
The  GATEWAY  TO  THE  SEA  . . . 


Already  in  this  first  year  of  the  Seaway  over  200  foreign  ships 
have  passed  under  Duluth’s  famed  Aerial  Bridge.  This  devel¬ 
opment,  coupled  with  the  long-awaited  re-establishment  of 
package  freight  on  the  Great  Lakes  and  increasing  shipments 
of  grain  and  iron  ore,  show  increasing  vitality  in  Duluth- 
Superior — Gateway  to  the  Sea. 


DULUTH  HERALD  ★  ^^tD5-(Etibune 

Represented  Nationally  by  RIDDER-JOHNS,  Inc. 

New  York  Detroit  Chicago  Minneapolis  San  Francisco  Los  Angeles 
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ARIZONA 


Linen  Bed  Sheet  Aids 
In  Field’s  Color  Ad 


LARGEST 
POPULATION 
CENTER  IN 
THE  ENTIRE 
ROCKY  MOUNTAIN 

OTIITrO  265,000 

I  II  I  V  Metropolitan 
I  ■■  I  Population 

June  estimate  by  the  Volley  National  Bank 


Metropolitan  Tucson's  only 
two  daily  newspapers  are 

SECOND  TO  NONE  IN 
ROP  COLOR  LINAGE 

in  the  Arizona  Market 


1  sf  6  months  of  1959 


774,127*Lines  of  ROP  color 


Chicago 

Original  artwork  for  a  full- 
color,  high  fashion  shoe  ad  for 
Marshall  Field  &  Co.,  and  re¬ 
produced  in  the  Chicago  Trib¬ 
une,  was  done  at  home  by  the 
artist  on  a  linen  bed  sheet. 

The  full-page  ad  was  head¬ 
lined,  “Mannequins:  High  Color, 
High  Fashion.” 


Up  34%  over  1958 


grbc  Afi^a  IBaUp  Slaf  wot's "  "" 

_  Morn1n9  ond  Sundov 


Tucson  Dailfl  (Tiliicn 

Evening 


2  Independent  Newspapers  Produced  in  the  Same  Plant 
Represented  Nationally  by  Cresmer  &  Woodward,  Inc.’ 


E&P  RETAIL  th 
CREATIVITY  AWARD  l\ 
WINNER 

ol 

Newspapers  over  250,000  cir-  ci 
culation.  oi 

Advertisers  Marshall  Field  &  uj 
Co.,  Chicago;  Advertising  Man-  O 
ager:  Carl  Guldager;  Art  Direc-  fi: 
tor:  Fran  Foley;  Copy  Chief:  ol 
Marie  Kandl;  Newspaper:  Chi-  h< 
cago  Tribune.  w 

_  Pi 

P 

Dee  Bjorklund,  the  artist,  was  c( 
seeking  to  create  a  texture  that 
would  make  the  high  fashion 
suede  shoes  for  women  “come 
alive”  in  their  trae  beauty.  p 

Ordinary  drawing  paper  failed  c( 
to  provide  the  texture  quality  ti 
deemed  essential  to  the  por-  s( 
trayal  of  the  shoes.  Miss  Bjork-  f. 
lund  finally  hit  upon  the  idea  f, 
of  using  dry  opaque  paint  on  a  g 
linen  bed  sheet.  The  results  were 
so  good  the  drawing  of  the  three 
shoes — one  in  bravo  blue,  one  in 
geranium  and  the  other  in  apple 
green — as  done  on  the  bed  sheet 
was  sent  to  the  color  engravers. 
Again,  the  linen  texture  proved 
ideal  in  making  the  color  engrav¬ 
ings  and  presented  no  problems. 

An  etched  proof  of  the  copy 
block,  describing  the  exciting 
shoes  in  a  dozen  colors  at  $12.95 
a  pair,  and  the  finished  artwork 
were  furnished  in  a  paste-up 
layout  to  the  Tribune,  whose 
color  engraving  department 
made  the  copper  plates. 

Make  Test  Run  ^ 

Before  the  color  plates  were 
locked  on  the  Tribune  presses 
for  final  reproduction  of  this  ad¬ 
vertisement,  Tribune  art  and 
mechanical  department  men 
made  a  test  run,  as  is  customary 
with  all  full  color  ads  appear¬ 
ing  in  the  Tribune.  The  three 
shoes  were  brought  to  the  press¬ 
room  in  order  to  match  colors  as 
nearly  as  possible.  A  few  minor 
corrections  were  introduced  to 
I  make  the  color  reproduction 
more  realistic. 

1 1  The  end  result  was  a  highly 
EDITOR  &.  PUBLI 


acceptable  full  color  ad,  bearing 
the  distinctive  hallmark  of 
Field’s  own  creative  advertising, 
with  plenty  of  white  space,  all 
which  added  up  to  high  atten¬ 
tion  value,  which  is  why  Field’s 
uses  ROP  full  and  spot  color  to 
sell  merchandise  and  to  create  a 
favorable  image  for  the  depart¬ 
ment  store. 

“Our  determination  to  be  dif¬ 
ferent  made  this  color  ad  some¬ 
thing  more  than  ordinary,”  ex¬ 
plained  Carl  Guldager,  Field’s 
advertising  manager.  “We  be¬ 
lieve  in  ROP  color  as  a  means 
of  selling  our  merchandise  and 
creating  a  favorable  image  of 
our  store.  We  have  a  tradition  to 
uphold — that  of  being  different. 
Our  store,  we  hope,  is  among  the 
first  to  explore  new  techniques 
of  advertising.  ROP  color  has 
been  one  of  those  techniques 
which  gives  our  ads  more  im¬ 
pact  and  drama  through  the 
proper  use  of  full  and  spot 
color.” 

Consistent  User  of  Color 

Mr.  Guldager  pointed  out  that 
Field’s  has  introduced  ROP 
color  into  its  Christmas  promo¬ 
tions,  Spring  fashions,  back-to- 
school  college  fashions,  and  Fall 
fashions,  as  well  as  for  its  home 
furnishings,  linens,  hand  bags, 
shoes  and  hats.  Color  is  used, 
{Continued  on  page  44) 


BED  SHEET  TECHNIQUE— Tex¬ 
ture  of  these  suede  shoes,  repro¬ 
duced  in  full  color,  was  attained 
when  the  original  artwork  was  done 
on  a  linen  bed  sheet  by  an  artist 
for  Marshall  Field  &  Co.  The 
award-winning  color  ad  featured 
high  fashion  shoes  in  blue,  ger¬ 
anium  and  apple  green. 
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R.O.P.  COLOR  SERVICE 


For  Newspapers  and  Advertising  Agencies  including  ANPA-AAAA  Color  Standard 


The  tremendous  growth  of  ROP  color  has  ere' 
ated  an  urgent  need  for  a  national  ROP  color 
service  to  the  newspaper  publisher,  the  advertiser 
and  his  advertising  agency. 

National  advertisers  who  have  invested  millions 
in  building  product  recognition  through  special 
trade-mark  or  packaging  colors  demand  faithful 
color  reproduction  wherever  their  copy  appears. 

I  PI,  with  branches  in  or  near  most  major  cities 
with  ROP  color  facilities,  offers  these  two  services 
to  guarantee  advertisers  top  ROP  color  per¬ 
formance: 


A  *‘COLOR  FOR  NEWSPAPERS”  SPECIMEN  BOOK 

An  easy  to  use,  practical  guide  to  the  quick  selection  of 
newspaper  ROP  colors,  with  suggestions  for  obtaining 
color  combinations  for  a  variety  of  purposes.  When  stand¬ 
ard  or  special  IPI  colors  are  specified,  coast-to-coast  color 
uniformity  is  assured.  For  a  free  copy  of  “Color  for 
Newspapers,”  call  or  write  the  nearest  IPI  branch. 


IPI  “ON  THE  JOB”  TECHNICAL  SERVICE 

Newspaper  publishers,  advertisers  and  advertising  agen¬ 
cies  are  invited  to  call  the  nearest  IPI  branch  for  personal 
assistance  and  counsel  whenever  unusual  ROP  color  prob¬ 
lems  arise.  Without  obligation,  of  course. 


EXECUTIVE  OFFICES:  67  W.  44th  ST.,  NEW  YORK  36,  N.Y. 


RELY  ON  IPI  FOR  LEADERSHIP 
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THE  ROCK  ISLAND  ARGUS 
THE  MOLINE  DISPATCH 

NATIONAL  REPRESENTATIVES  —  THE  ALLEN-KLAPP  CO. 


Winner  Had  To  ‘Sell 
Agency  on  Color  Try  MOST 


HERE  TODAY! 


fflTlPUltf 


Teamwork  among  the  adver-  pany  ad  arrived  an  inexperi- 
tising  and  mechanical  personnel  enced  “color”  team  tackled  the 
of  the  Phoenix  (Ariz.)  Republic  mats. 

and  Gazette  brought  an  Editor  Uneven  mat  shrinkage  made 
&  Publishes  color  award  to  plate  registering  difficult  and 
these  newspapers  just  17  days  the  stereotypers  and  pressmen 
after  color  advertising  produc-  worked  diligently  to  get  the  spot 
tion  was  begun,  according  to  color  clearly  in  focus, 

Charles  Treat,  national  adver-  Adjustments  were  made  dur- 
tising  dii'ector.  ing  the  street  sales’  run  of  the 

“The  J.  Walter  Thompson  Phoenix  Gazette,  evening  news- 
agency,”  he  said,  “didn’t  want  paper,  and  by  home  edition  time 
to  try  us  until  we’d  been  in  the  Ford  ad  was  rolling  off  in 
color  for  a  time  but  finally  we  register  and  color  tone.  The 

morning  Arizona  Republic  also 
carried  the  ad. 

Production  manager,  Randall 
Barton,  said  that  it  was  not 
beginner’s  luck,  as  all  of  the 
color  ads  run  during  this  first 
year  will  show.  National  and 
local  color  linage  has  steadily 
grown  month  by  month  with 
the  first  year’s  total  expected 
to  be  well  over  one  million  lines, 
exclusive  of  “house”  color  pro¬ 
motion  ads. 

“We  were  particularly  grati¬ 
fied  to  learn  of  this  E&P  award,” 
Mr.  Barton  said,  “since  we  had 
been  running  color  advertising 


E&P  AWARD  WINNER 

Newspapers  100,000  to  2,50,- 
000  circulation. 

1  color  and  black. 

Phoenix  (Ariz.)  Republic  and 
Gazette. 

Ford  Motor  Co. 

J.  Walter  Thompson  Co. 


convinced  them  to  the  point 
where  they  offered  us  a  black 
and  one-color  ad.” 

When  the  page  mats  for  a 
black  and  red  Ford  Motor  Com- 


I  cm  Nf  W  K>RO  I LCIINO 


COLOR  LINEAGE  ON  INCREASE.  The  Argus  and  The  Dispatch 
ran  178  units  of  national  color  advertising  in  I9S8.  This  color  lineage 
represented  ISyo  of  the  total  national  advertising  space.  Indications 
are  that  color  units  in  1959  will  again  show  a  considerable  increase 
placed  by  national  advertisers  in  these  newspapers. 


AWARD  FOR  EXCELLENCE  IN  COLOR  REPRODUCTION  was  won 

by  The  Argus  in  Editor  &  Publisher's  1958  Annual  Color  Contest. 


Tk«  Quad-Cities’  Largest  Combined  Daily  Circulation 


EVERYBO^ TALKS  ABOUT 

TOTAL 


''  \  \ 

\\  \  W] 

\  \  \  \y 


r  SELLING 

I  BUT  NOBODY  CAN  DO  IT 
;  IN  NEW  MEXICO  WITHOUT  USING 
THESE  17  NEW  MEXICO  DAILIES! 


To  really  do  a  job  of  Total  Selling  in  any 
state  .  .  .  any  locality,  it  takes  selling  of  the 
“grass  roots”  variety. 

It’s  a  proved  fact  that  the  place  to  do  grass 
roots  selling  is  in  the  local  daily  newspaper. 
There  are  many  reasons  why  this  is  true.  Local 
editing  of  the  news  and  the  local  point  of  view 
have  alreadv  established  a  framework  of  be- 


lievability  in  the  minds  of  the  paper's  readers. 
This  believability  creates  confidence,  accept¬ 
ance  and  buying  impulse.  It  can  set  off  the 
spark  to  real  sales  action.  New  Mexicans  read 
.  .  .  trust  and  believe  in  these  17  daily  news¬ 
papers.  If  you  plan  to  do  a  job  of  total  selling 
in  New  Mexico,  they  are  a  must  in  your 
budget! 


Use  These  17  Daily  NEW  MEXICO  Newspapers 


TO  GET 

YOUR 

SHARE 

OF  THE  NEW  MEXICO  MARKET! 


Alamogordo  Daily  News 
Artesia  Daily  Press 
Carlsbad  Current  Argus 
Clovis  News-Journal 
Farmington  Daily  Times 
Gallup  Daily  Independent 
Grants  Daily  Beacon 
Hobbs  Daiiy  News-Sun 
Las  Cruces  Sun-News 
Las  Vegas  Daily  Optic 
Lovington  Daily  Leader 
Portales  News-Tribune 
Raton  Daily  Range 
Roswell  Daily  Record 
Santa  Fe  New  Mexican 
Silver  City  Daily  Press 
Tucumcari  Daily  News 


Write  any  of  these  publishers — they  will  gladly  help  you  plan  a  New  Mexico  vacation 

or  locate  a  new  plant  facility  or  business  location 
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Bed  Sheet 

(Continued  from  page  40) 


along  with  black  and  white,  in 
keynoting  the  store’s  major  ad¬ 
vertising  campaigns  the  year 
around,  he  said. 

All  of  Field’s  advertising  rep¬ 
resents  close  teamwork,  begin¬ 
ning  with  the  ad  planner  in  each 
merchandising  division,  and  con¬ 
tinuing  on  through  the  copy  and 
art  departments.  The  award- 
w'inning  color  ad  is  an  example 
of  the  kind  of  careful  and 
creative  planning  that  goes  into 
every  Field  ad. 

“While  we  are  grateful  to  the 
Chicago  Tribune  for  having 
placed  this  particular  color  ad  in 
nomination,  we  are  even  more 
proud  of  our  use  of  color  in 


many  areas,’’  said  Mr.  Guldager. 
“If  we  have  chanced  to  excel 
in  color  it  is  because  all  four 
Chicago  dailies  have  the  skill 
and  the  know-how  in  handling 
ROP  color.  Our  only  reason  for 
using  newspapers  is  to  get  read¬ 
er  attention  through  our  ads. 
Color  creates  added  attention, 
when  properly  used,  and  helps 
get  those  readers  into  our  store.” 

Color  in  6  DailicK 

He  pointed  out  that  Field’s 
has  the  advantage  of  working 
with  six  daily  newspapers  in 
handling  ROP  color.  In  Chicago, 
the  Tribune,  Sun-Times,  Daily 
News  and  American  print  full 
and  spot  color  advertising  for 
Field’s.  In  Milwaukee,  where 
Field’s  opened  a  store  last  Janu- 
arj'  in  the  Mayfair  Shopping 
Center,  color  ads  are  used  in 


the  Journal  and  Sentinel. 

“We  avoid  ‘wall-to-wall’  color 
and  seek  to  use  it  effectively  in 
a  limited  way,  including  plenty 
of  white  space,”  he  continued. 
“We  are  not  just  using  color, 
but  we  are  adapting  it  to  fit 
into  our  way  of  advertising.  We 
hope  we  are  using  it  in  good 
taste  and  with  dramatic  value, 
yet  with  some  restraint.” 

Mr.  Guldager  told  E&P  not 
only  does  the  advertiser  have  a 
heavy  stake  in  ROP  color  re¬ 
production,  but  a  color  ad  such 
as  the  one  which  won  the  crea¬ 
tivity  award,  adds  to  the  char¬ 
acter  of  the  newspaper  product 
itself  and  helps  sell  that  overall 
product  to  the  reading  public. 
Newspapers  that  do  not  do  a 
good  job  of  color  printing  not 
only  let  their  ad%’ertisers  down. 


Carl  Guldager 


From  Madison  Avenue  To  Wilshire  Blvd. 


2,500  miles  in  seconds. 

Anyone  can  do  this  by  telephone  but  not  everyone  provides  as 
elaborate  a  network  of  communication  for  newspaper  representa¬ 
tion  —  offices  in  eleven  key  advertising  cities  in  the  nation. 

Many  people  are  involved  in  media  selection  —  manufacturers, 
advertising  agencies,  distributors  —  home  offices  and  district  of¬ 
fices.  In  a  matter  of  minutes  Branham  personnel  are  alerted  to 
follow  through  with  every  person  connected  with  media  purchas¬ 
ing— in  Chicago  or  Atlanta,  in  Dallas  or  Miami.  A  sale  is  often 
consummated  thousands  of  miles  from  the  originating  point. 

This  is  teamwork.  This  is  newspaper  representation. 


NEW  YORK 

CHICAGO 

ATLANTA 

DETROIT 

CHARLOTTE 

MIAMI 

ST.  LOUIS 

SAN  FRANCISCO 

DALLAS 

MEMPHIS 

LOS  ANGELES 


THE  BRANHAM  COMPANY 

Over  ~)0  Years  of  Service  to  the  Advertising  Industry 
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but  also  their  readers,  in  his 
opinion. 

Teamwork  Essential 

Coming  back  to  the  award¬ 
winning  ad,  Mr.  Guldager  and 
Fran  Foley,  art  director,  were 
anxious  to  emphasize  that  team¬ 
work  is  the  essential  element 
in  the  success  of  all  advertising. 
In  the  case  of  the  high  fashion 
shoe  ad,  it  was  Genevieve  Ur- 
bain,  the  ad  planner,  who  spark¬ 
ed  the  idea  originally  to  do 
“Mannequins:  High  Color,  High 
Fashion.” 

Others  who  were  equally  r^ 
sponsible  and  enthusiastic  about 
;  the  full  color  presentation  were 
'  John  Bradford,  designer,  and 
Mary  Lou  Hedberg,  copy  writer, 
who  prepared  the  breezy  copy 
that  accompanied  Miss  Bjork- 
I  land’s  original  artwork.  Direct¬ 
ing  the  overall  operations  were 
Marie  Kandl,  copy  chief,  and 
Mr.  Foley,  art  director. 

.4dded  Sales,  Prestige 

From  a  merchandising  and 
sales  standpoint,  W.  Clark  Stet¬ 
son,  vice  president  in  charge  of 
merchandising  and  manager  for 
women’s  apparel,  and  Frank 
Heep,  manager  of  the  women’s 
shoe  department,  also  had  a 
voice  in  the  creation  of  the  full 
page  color  ad,  which  not  only 
brought  prestige,  but  added 
sales  to  Marshall  Field  &  Co. 

Beaverbrook  Gallery 

FBEDE2UCTON,  N.B. 
Lord  Beaverbrook,  publisher 
of  the  London  Daily  Exprett, 
has  given  his  native  province 
of  New  Brunswick  an  art  col¬ 
lection  valued  at  $.3,000,000,  » 
building  to  house  it,  and  a  $lr 
000,000  endowment  to  maintain 
it.  It  will  be  known  as  the 
I  Beaverbrook  Art  Gallery. 
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One  Color  and  Black 


9nrt&e, 

1957  ROP  COLOR 
COMPETITION 


WE  WILL  WEAR  IT  PROUDLY  AND 
WILL  CONTINUE  TO  DISPLAY 
OUR  BEST  TALENTS  IN  PRODUCING 
OUTSTANDING  COLOR  ADVERTISEMENTS 


SAWYER.PERGUSON.WAIKER  COMPANY,  ^.w  Yorli.  Chico.  P>l..d.tt"Vt:Sy  A< 
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‘Coffee-on-the-Rocks’ 
Wins  for  Butter-Nut 


The  novel  idea  of  “Coffee-on- 
the-Rocks”  was  displayed  simply, 
yet  forcefully  in  a  1000-line  ad 
in  black  and  coffee-brown. 

This  striking  use  of  color  on 
generous  white  space  under¬ 
scored  the  ability  of  those  who 

E&P  AWARD  WINNER: 

Newspapers  under  100,000 
circulation. 

1  color  and  black. 

San  Diego  (Calif.)  Union. 

Butter-Nut  Foods  Division  of 
Paxton  &  Gallagher,  Inc.  for 
Butter-Nut  Instant  Coffee  ad. 

D’Arcy  .4dvertising  Co. 

created  the  ad  for  newspapers. 
At  the  same  time,  the  ad’s  sim¬ 
plicity  concealed  the  many  skilled 
hands  and  elaborate  equipment 
which  contributed  to  the  finished 
effect  of  the  ad  as  it  came  off  the 
San  Diego  Union  presses. 

Vern  Eastman,  D’Arcy  execu¬ 
tive  in  Los  Angeles,  this  week 
told  some  of  the  histoi’y  of  the 
ad: 

“The  ‘Coffee-on-the-Rocks’  idea 
was  originated  in  our  St.  Louis 


Everywhere, 

men  who  call  the  signals 
in  marketing 

read  The  Wall  Street  Journal 
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office  by  Allen  Clark,  copy  direc¬ 
tor,”  he  said.  “The  idea  grew  out 
of  discussions  regarding  the  best 
way  possible  to  exploit  the  in¬ 
stant  solubility  of  Butternut 
Instant. 

“We  selected  newspaper  color 
in  order  to  achieve  the  appetite 
appeal  we  felt  necessary  to  com¬ 
municate  this  new  idea.  Also,  to 
get  the  faithfulness  of  color  with 
respect  to  the  product  and  the 
‘Coffee-on-the-Rocks’  illustra¬ 
tion,”  Mr.  Eastman  said. 

Plastic  plates  of  the  ad  were 
delivered  to  the  Union  seven 
days  before  publication.  B.  G. 
Burke,  production  manager  for 
the  Union-Tribune  Publishing 
Company,  commended  this  run¬ 
ning  time  and  said,  “After  good 
art  —  designed  specifically  for 
newspaper  reproduction  —  is 
made  into  good  printing  mate¬ 
rials,”  Mr.  Burke  said,  ’’give  a 
newspaper  time  to  process  the 
material  properly.  It  deserves 
special  care  and  gets  plenty  of 
it  when  material  is  received  on 
time.” 

L.  A.  Alexander,  stereotype 
superintendent  for  the  Union, 


If  you  can’t  be  sure 
whom  to  sell  first, 
remember, 


you  can 
make  it 
instantly 
only 
with  instant 

Bntla-Nnt 


amplified  on  the  “special  care” 
treatment,  in  outlining  the  steps 
through  which  the  Butter-Nut 
Instant  Coffee  color  ad  was 
taken  in  reaching  the  Union’s 
Goss  Headliner  press. 

“We  inspect  our  color  printing 
material  very  carefully  when  it 
comes  in,”  he  said.  “And  we 
plan  each  step  of  the  processing 
as  dictated  by  the  nature  of  the 
printing  materials  provided  to 
us.” 

Following  are  the  steps  taken 
by  the  Union  stereotype  depart¬ 
ment  in  preparing  the  Butter- 
Nut  ad  for  the  presses: 

The  black  plastic  plate  was 
selected  as  the  “key”  plate,  to 
which  the  companion  (brown) 
plate  would  be  registered  in  the 
processing. 

An  ink  impression  of  the  key 
plate  was  made  onto  a  translu¬ 
cent  plastic  sheet  (gelatin). 

The  gelatin  w'as  placed  on  top 
of  the  key  plate  (now*  mounted 
on  a  stereo  base) .  Three  register 
points  were  selected  in  non¬ 
printing  areas.  Register  holes 
were  then  drilled  at  those  points, 
through  the  gelatin,  the  key 
plate,  and  into  the  stereo  base. 

(^latin  a  Guide 

The  gelatin  was  then  placed 
on  the  companion  (brown)  plate 
and  brought  into  proper  position. 


Using  the  three  register  holes 
(if  the  gelatin  as  a  guide,  the 
same  holes  were  drilled  into  the 
brown  plate. 

Three  metal  pins  were  placed 
in  the  holes  of  the  stereo  base, 
and  the  key  plate  was  dropped 
into  position  on  those  pins. 

The  black  (key)  mat  was  then 
molded  on  a  Goss  roller  molder. 
This  was  a  full-page  mat  with 
the  ad  ijositioned  as  it  would 
appear  on  the  page.  Four  regis¬ 
ter  marks  had  been  set  at  the 
corners  of  the  page  form,  out¬ 
side  the  printing  area,  before 
molding.  These  four  marks  ap¬ 
peared,  then,  on  the  page  mat 
after  molding. 

The  key  plate  was  removed 
from  the  stereo  base  and  the 
companion  plate  was  then 
dropped  onto  the  three  guide 
pins  in  the  base.  Then  a  full- 
page  mat  was  molded. 

“Incidentally,”  said  Mr.  .Alex¬ 
ander,  “we  take  special  care  in 
selecting  the  two  mats  with  the 
same  moisture  content,  to  insure 
unifonn  shrinkage  during  proc¬ 
essing.  We  keep  our  mat  supply 
in  a  humidor.  Usually  we  pick 
two  mats  from  the  micldle  of  our 
supply,  where  they  have  l>een 
side-by-side.” 

It  w'as  decided  that  no  shaver 
overlay  was  required  for  these 
(Continued  on  page  54) 
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presented  to: 


flje^ait^iegalnion 

O  FULL  COLOR  for  outstanding  reproduction  of  a 
food  subject  in  three  colors  and  black  by  a  news¬ 
paper  with  circulation  under  100,000 

0  ONE  COLOR  for  outstanding  printed  reproduc¬ 
tion  of  a  food  subject  in  one  color  and  black  by  a 
newspaper  with  circulation  under  100,000 

AWARD  WINNING  COLOR  SELLS  MERCHANDISE 

i^an  Hicgo  llnion  |  EVENING  TRIBUNE 

“The  Ring  of  Truth” 

COPLEY  NEWSPAPERS 


15  Hometown  Newspapers  covering  San  Diego,  California 
—  Springfield,  Illinois  — Northern  Illinois  — and  Greater 
Los  Angeles.  Served  by  the  COPLEY  Washington  Bureau 
and  the  COPLEY  News  Service. 

REPRESENTED  NATIONALLY  BY  WEST- HOLLIDAY  CO.,  INC. 
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COLOR  TRIPLED  READERSHIP 

Color  Premium  Cost 
68%  But  ‘Worth  It’ 


How  the  addition  of  one  color 
in  the  Citizens  &  Southern  Na¬ 
tional  Bank’s  newspaper  adver¬ 
tising  tripled  readership  was 
told  to  Editor  &  Pi’blisher  by 
John  Riggall,  advertising  man¬ 
ager  of  the  Atlanta,  Ga.,  bank. 

Basis  of  the  test  was  a  split 
run  of  a  1,008-line  C&S  home 
improvement  ad  in  the  Atlanta 
Journal.  Southeastern  Research 
Associates  handled  all  survey 
work  and  the  test  ads  were 
placed  by  Burke  Dowling 


Adams,  Inc.  of  Atlanta. 

According  to  Mr.  Riggall,  the 
si)ecial  test  to  detennine  whether 
color  in  newspaper  advertising 
increases  consumer  readership 
showed  that  three  times  as  many 
people  read  a  C&S  home  im¬ 
provement  loan  ad  in  one  color 
(yellow)  and  black  as  lead  the 
same  ad  in  black  and  white. 

Thirty-one  percent  of  the 
people  receiving  copies  of  the 
Journal  with  the  C&S  color  ad 
had  read  at  least  part  of  it,  com¬ 


pared  with  only  10%  for  those 
who  received  the  black  and  white 
version. 

“We  certainly  were  pleased 
with  the  results  of  the  color  ad 
versus  the  black  and  white  ad,’’ 
Mr.  Riggall  said.  “While  the 
color  premium  increased  the 
space  cost  68%,  the  readership 
more  than  tripled.’’ 

He  explained  that  through  the 
cooperation  of  the  newspaper, 
the  ad  was  imn  in  one  home 
delivei-y  area  in  black  and  white 
and  in  the  rest  of  the  edition 
with  headline  and  copy  printed 
in  black  over  a  bright  yellow 
background.  The  illustration  ran 
black  against  white.  The  ad  had 
never  previously  appeared  in 
print  and  both  vei’sions  ran  on 
the  same  page  and  in  the  same 
position. 


3  ways  the  fastest  growing 
Ink  Company  can  help  you ! 


THE  SPECTROPLAN^COLOR  BOOK 

for  newspapers  and  ad  agencies 

the  most  widely  acclaimed  color  reference 
guide  for  ink  selection  and  specification 
of  ANPA-AAAA  approved  color  inks 

532  colors  actually  displayed 

THE  SPECTROPLAN^MIXING  SYSTEM 

the  surest,  most  economical  way  to  solve 
your  in-plant  color  ink  problems 

simple  mixing  room  layout,  equipment  and  ink  stock 
tailored  to  the  individual  newspaper  plant 

special  matches  and  national  ad  formulas 
through  Spectroplan  Spot  Color  Matching  Service 

strictly  uniform  color  inks  which  adhere 
strictly  to  ANPA-AAAA  Standards 

BETTER  NEWSPAPER  BLACKS 


U.  S.  has  demonstrated  that 
all  news  ink  is  not  the  same,  and  has  provided 
the  newspaper  industry  with  a  standard 
of  excellence  for  newspaper  black  ink. 


For  further  details,  contact 

UNITED  STATES  PRINTING  INK  CORPORATION 

LITTLE  FERRY.  NEW  JERSEY 


Following  these  insertions, 
Southeastern  Research  inter¬ 
viewed  in  their  homes  100  people 
who  had  received  the  color  ver¬ 
sion.  SRA  representatives  actu¬ 
ally  checked  more  homes,  but  did 
not  continue  the  interviews  un¬ 
less  the  people  said  they  actually 
read  the  paper  that  particular 
day. 

According  to  Mr.  Riggall,  the 
sample  was  biased  to  include 
only  upper  middle  income  homes 
and  75%  of  the  people  inter¬ 
viewed  were  women.  Forty  of 
the  200  inteiwiews  were  con¬ 
ducted  using  the  tachistoscopic 
technique.  Slides  of  various  ads 
were  flashed  in  conjunction  with 
a  fractional  second  timer  to  in¬ 
sure  that  the  viewer  could  l)e  no 
more  than  reminded  of  the  ads. 
The  balance  of  the  interviews 
were  conducted  with  a  “modified 
Starch  approach,”  in  which  body 
copy  and  identifying  headline 
copy  were  blocked  out. 

“The  initial  survey,”  Mr.  Rig¬ 
gall  said,  “was  taken  only  among 
those  in  the  sample  who  reported 
having  read  the  previous  night’s 
paper.  Among  this  group  we 
found  that  24%  could  identify 
the  message  in  the  shape  of  the 
black  and  white  ad.  Only  10% 
could  play  back  the  message  in 
another  black  and  white  ad.  But 
the  addition  of  the  yellow  tint 
block  in  this  same  ad  increased 
proven  readership  to  31%. 

“Our  conclusion  from  the  first 
sui*vey  was  first  of  all  that  the 
addition  of  the  yellow  tint  block 
tends  to  triple  readership  in  the 
series  as  compared  with  a  68% 
increase  in  space  cost  for  color 
premium. 

“The  second  conclusion,”  Mr. 
Riggall  continued,  “was  that  we 
should  ti*y  to  combine  the  tint 
block  technique  with  the  shaped 
photo  series  for  maximum 
readership.  We  did  this  in  four 
ads  for  C&S  charge  account 
service. 

“We  tested  again,  using  the 
same  type  of  sample  and  inter¬ 
viewing  technique.  This  time  the 
percentage  of  actual  readership 
was  39.5%.  This  compared  with 
26.0%  for  a  Real-Kill  ROP  ad 
and  19%  for  a  Sinclair  ROP  ad 
in  the  same  edition.” 

Mr.  Riggall  noted  that  “we 
believe  that  research  has  l)een 
of  real  importance  in  gfuiding 
our  creative  effort  in  the  right 
channels.” 


s  provided  Column  on  U.N. 

dard 

Peter  Couropoulos,  formerly 
public  relations  director  of  Lei¬ 
cester  Investments,  Ltd.,  Mont- 
real,  is  covering  the  United  Na- 
j  tions  activities.  His  column  on 
^  world  affairs  is  distributed 
i  through  the  Montreal  agency, 
Foreign  Desk  Service. 
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rare  set-up  for  a 
successful  test  campaign 
in  FULL  ROP  COLOR 


THE  MARKET:  Washington,  D.C.  Metropolitan  area;  6th  in  the  Nation 
in  per  household  income;  9th  in  the  Nation  in  retail  sales. 

THE  NEWSPAPER:  The  Washington  Star— 2nd  in  the  Nation  in  total 
display  advertising  among  evening  newspapers  during  the  first  7  months 
of  1959. 

BIG  PLUS  FACTOR:  The  Star's  attractive  rate  structure  that  gives 
advertisers  particularly  appealing 

Multiple  page  discounts 
en  FULL  ROP  COLOR 

The  more  you  think  about  this  set-up  the  more  you’ll  realize  what  a  natural 
it  is.  Here  is  an  exceptional  opportunity  to  run  a  campaign  in  Full  ROP  Color 
in  this  vastly  important  market  at  a  cost  most  economical  and  advantageous 
to  the  advertiser.  The  Washington  Star  is  one  of  America’s  great  advertising 
mediums  and  first  in  Washington  in  total  advertising.  Check  with  your 
O’Mara  &  Ormsbee  man  for  full  information. 

The  Washington  Star 

EVENING  &  SUNDAY  ★  V/ASHINGTON,  D.C. 

Repretenfed  nationally  by;  O'Mara  and  Ormsbee,  Inc.,  342  Madison  Avenue,  NYC  17;  Chicago— Detroit— los  Angeles— San  francisco 
Special  florida  representative;  McAskill,  Herman  A  Daley,  Inc.,  Roosevelt  Bldg.,  4014  Chase  Ave.,  Miami  Beach,  Florida. 
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DO  YOU  DREAM  IN  COLOR? 

Color  Influences  Men, 
Dominat  esW  omen 

By  Fre<l  ^  .  Pitzer,  Virepretsidont,  Jann  &  Kelley,  Inc. 
and  President,  New  York  (Chapter,  American  Association  of 
Newspaper  Representatives 


Color  influences  men,  but 
dominates  women.  Many  men 
and  most  women  even  dream  in 
color.  It's  a  medical  fact  that 
there  are  seven  times  as  many 
men  as  women  who  are  color 
blind  and  tests  have  proven  that 
women  are  better  able  to  differ¬ 
entiate  between  colors.  They 
also  know  the  names  of  more 
colors. 

But  whether  you  are  man  or 
woman,  color  advertising  in 
newspapers  will  make  more  of 
a  measurable  impact  on  you 
than  color  advertising  in  other 
media.  This  is  not  because  of 
any  color  magic,  but  because  of 
the  basic  magic  of  newspapers 
to  deliver  conscious  advertising 
impressions  in  depth.  People  buy 
newspapers  to  read,  not  merely 
to  look  at,  or  note,  or  see,  but 
to  read  and  this  carries  over  into 
the  advertising  content — 


whether  black  and  white  or 
color. 


The  relative  impact  of  news¬ 
paper  color  advertising  can  be 
evaluated  when  standard  meas¬ 
urements  are  applied.  Let’s 
start  with  the  impact  made  by 
a  full-page  four-color  food  ad¬ 
vertisement  in  a  slick  women’s 
magazine  (we’ll  discuss  color 
TV  later).  Mere  “noting”  of  the 
magazine  ad  will  not  suffice  to 
make  reader  impact,  nor  mere 
association  of  the  brand  name 
with  the  advertisement.  How¬ 
ever,  when  the  reader  will  stay 
with  the  ad  and  will  go  on  to 
“read  most”  of  the  copy — which 
means  at  least  one-half  of  the 
text  —  then  the  advertisement 
has  made  a  real  measurable  im¬ 
pact.  The  copy  text  carries  the 
advertiser’s  hard-sell,  reasons- 


In  Baton  Rouge  you  can  get  spot  color  or  full  color 
any  doy  in  the  week.  Here's  a  fabulous  market  with  the 
highest  family  income  in  its  area.  Sell  Baton  Rouge  in 
the  State-Times  and  Morning  Advocate  with  the  solid 
impact  of  dazzling  color. 


Stat«-Tim«f 

and 

laming  Ad  vo  c 


Baton  Rouge,  La.  Represented  by  The  John*  Budd  Co. 


why  to  buy.  Without  getting 
“read  most”,  advertising  can 
make  little  impact. 

The  average  four-color  full- 
page  food  advertisement  in  a 
women’s  magazine  will  be  “read 
most”  by  12%  of  the  magazine’s 
women  readers.  How  do  you 
achieve  a  comparable  impact,  or 
preferably  a  heavier  one,  in 
newspapers  ? 

To  get  12%  of  a  newspaper’s 
women  readers  to  “read  most” 
of  the  text  of  a  national  food 
advertisement  in  a  thick  food- 
day  issue,  you  would  have  to 
i*un  an  800-line  black  &  white 
unit!  While  there  are  no  “read 
most”  measurements  available 
for  600-line  black  and  one  color 
advertisements  —  acceptable  by 
some  newspapers  —  my  experi¬ 
ence  tells  me  that  such  copy 
would  probably  secure  12% 
women’s  “read  most”. 

Newspaper  national  food  ad¬ 
vertisements  that  are  black  and 
one  color  in  1000-line  units  will 
average  16%  “read  most”  by 
the  newspaper’s  women  readers. 
This  is  a  one-third  heavier  im¬ 
pact  than  that  four-color  page 
in  the  magazine. 

Some  newspapers  prefer  not 
to  carry  four-color  ads  in  less 
than  page  units,  but  those  who 
do  can  expect  their  1000-line 
full-color  national  food  adver¬ 
tisements  to  make  an  impact  on 
18%  of  their  women  readers. 
Again,  this  is  in  terms  of  “read 
most”. 

Full-Page  Color 

The  average  full  page  black 
and  one  color  newspaper  na¬ 
tional  food  copy  will  average 
22%  “read  most”  and  the  full 
page  in  four  colors  will  hit  28% 
of  the  women  readers  with  a 
“read  most”  impact!  In  sum¬ 
mary,  when  it  comes  to  print, 
800-line  black  and  white  news¬ 
paper  copy  already  makes  a 
comparable  impact  as  that  slick, 
high-quality,  full-page  four- 
color  magazine  unit.  By  the  time 
you  begin  to  add  color  and  size 
to  the  newspaper  advertising, 
you  can  make  close  to  two  and 
a  half  times  the  impact! 

The  same  thing  takes  place 
with  a  men’s  appeal  product 
such  as  liquor  advertising.  How¬ 
ever,  because  more  men  are 
color  blind  or  because  men  are 
less  emotional  and  respond  less 
to  the  mood  appeal  of  color,  the 
impact  of  color  on  the  male  sex 
;  is  less  apparent.  The  daily  news- 
I  paper,  however,  is  such  an  inte- 
i  gral  part  of  man’s  everyday  life, 
that  the  relative  impact  of  news¬ 
paper  color  advertising  seems 
even  more  pronounced  with  him. 

A  full-page  four-color  liquor 
advertisement  in  a  general 
magazine  such  as  Life,  Look  or 
Saturday  Evening  Post  can  ex- 


,  Fred  W.  Pi<zer 

er  national  food  ad- 

pect  a  5'  r  “read  most”  by  their 
1  lOOO-lme  units  will  readers.  In  newspapers, 

1%  read  most  by  JOGO-Iine  black  &  white  liquor 
per  s  women  riders.  ^ 

me-third  heavier  im-  ^  ^^e  time  you  add  one 

that  four-color  page 

liquor  newspaper  adveitise- 
wspapers  prefer  not  ments  will  make  better  than 
our-color  ads  in  less  triple  the  reader  impact  than 
units,  but  those  who  magazine  four-color  liquor  copy. 
:pect  their  1000-line  This  is  a  significant  superior 
national  food  adver-  performance  by  newspapers! 
o  make  an  impact  on  Creative  color  artisans  seem 
neir  women  readers,  frequently  critical  of  newspaper 
;  is  in  terms  of  read  color  reproduction,  but  news¬ 
paper  readers  are  not.  If  readers 
ll-Fage  Color  were,  newspaper  color  printing 

would  be  unable  to  gamer  these 
rage  full  page  black  high  “read  most”  readership 
:olor  newspaper  na-  scores.  The  complainants  seem 
1  copy  will  average  to  ignore  the  fact  that  news- 
l  most”  and  the  full  paper  color  and  magazine  color 
iir  colors  will  hit  28%  advertisements  are  never  read 
men  readers  with  a  side-by-side;  each  of  them  are 
it”  impact!  In  sum-  read  within  their  ow'n  media 
m  it  comes  to  print,  context  and  newspaper  color 
ack  and  white  news-  copy  builds  upon  the  already 
y  already  makes  a  established  high  plateau  of 
e  impact  as  that  slick,  readership  for  black  and  white 
lity,  full-page  four-  newspaper  advertising, 
izine  unit.  By  the  time 

to  add  color  and  size  Billboard  Color 

iwspaper  advertising.  Research  on  billboard  color 
lake  close  to  two  and  adv'ertising  includes  an  “opinion 
les  the  impact!  survey”  made  among  advertis- 

ne  thing  takes  place  ing  executives  in  1956.  When 
len’s  appeal  product  asked  to  estimate  the  percent 
uor  advertising.  How-  of  increased  effectiveness  of 
iuse  more  men  are  color  over  black  and  white,  they 
1  or  because  men  are  reported  an  84%  increase'  for 
onal  and  respond  less  outdoor  color  advertising  com- 
)d  appeal  of  color,  the  pared  to  outdoors  black  and 
color  on  the  male  sex  white.  However,  this  is  rather 
arent.  The  daily  news-  academic  information  when  you 
cever,  is  such  an  inte-  realize  there  is  no  black  and 
)f  man’s  everyday  life,  white  billboard  advertising;  or 
ilative  impact  of  news-  have  you  seen  any  lately  ? 
or  advertising  seems  While  there  is  research  going 
pronounced  with  him.  on  continuously  regarding  TV 
)age  four-color  liquor  color  programs  and  color  com- 
lent  in  a  general  mercials,  most  of  it  is  internal 
such  as  Life,  Look  or  that  it  compares  color  TV 
Evening  Post  can  ex-  {Continued  on  page  52) 
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Color 


makes 

The  Globe  go  ’round 
in  Boston 


puts  the  world  at 
^  your  fingertips 


If  your  product  looks  better  in  color,  it’ll  look  best  in  The 
Boston  Globe.  F'ull  ROP  color  plus  experience  is  a  combina¬ 
tion  hard  to  beat.  But  then  .so  is  The  Boston  Globe,  morning 
and  evening.  Only  The  Globe  delivers  a  fresh  batch  of 
readers  twice  a  day.  The  morning  and  evening  editions  are 
substantially  the  .same,  .so  there’s  little  or  no  self-duplication. 
Its  high  circulation  is  based  on  solid  readership,  not  on 
contests.  So ...  if  you  want  to  sell  Boston,  buy  The  Globe. 
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Color  Dreams  ? 

{Continued  from  page  50) 

with  black  and  white  TV.  How¬ 
ever,  it  can  shortly  be  expected 
that  they  will  marshal  their 
forces  against  other  media’s 
color.  The  Television  Bureau  of 
Advertising  has  urged  its  indus¬ 
try  to  compete  more  aggres¬ 
sively  with  the  printed  media  for 
the  color  advertising  dollar.  Ac¬ 
cording  to  recent  trade  news, 
TV’s  first  target  is  to  lure  away 
$25  million  of  newspapers’  color 
income,  $29  million  from  maga¬ 
zine  color  and  close  to  $13  mil¬ 
lion  from  billboards. 

Meantime,  this  fall  1,000 
daily  newspapers  with  more 
than  46,000,000  circulation  carry 
newspaper  color  advertising. 
That’s  more  newspaper  color  cir¬ 
culation  than  there  are  house¬ 
holds  with  black  and  white  TV 
sets. 

Furthermore,  half  of  those 
newspapers  also  carry  editorial 
color  material.  This  is  an  im¬ 
portant  newspaper  development 
because  research  has  shown  that 
newspaper  editorial  color  in¬ 
creases  total  readers,  readers 
per  copy  and  reading  time  per 
reader — particularly  among 
younger  people. 

While  color  TV  is  not  vet  a 


major  advertising  medium,  it 
would  be  well  to  summarize  the 
present  status  of  it  and  high¬ 
light  some  of  the  findings  of 
their  research  on  color  prog^rams 
and  color  commercials. 

About  400  of  the  more  than 
500  TV  stations  are  presently 
equipped  to  broadcast  color. 
This  year  700  hours  of  color  TV 
programs  will  have  been  beamed 
at  the  450,000  households  with 
color  receiving  sets.  About  70 
advertisers  sponsor  these  color 
programs  which  are  received  in 
black  and  white  by  non-color 
sets.  The  advertisers’  present 
time  costs  are  the  same  as  black 
and  white;  his  only  premium 
charges  are  the  extra  costs  for 
producing  color  commercials. 
Not  many  of  the  commercials 
are  in  color. 

Research  reveals  that  the 
viewing  level  of  color  TV  homes 
is  higher  than  homes  with  black 
and  white  sets.  However,  the 
sets-in-use  is  only  17%  higher 
in  color  TV  homes  than  in  black 
and  white  homes  while  color 
programs  are  telecast.  Further¬ 
more — and  this  must  have 
startled  color  TV  promotors — 
40  %  of  the  color  TV  sets  in  use 
were  tuned  to  a  black  and  white 
program  while  a  color  program 
was  available! 

Also,  while  the  color  TV  pro¬ 
gram  did  have  a  higher  rating 


in  color  TV  homes,  only  about 
half  of  the  increase  came  from 
more  sets  in  use.  The  remainder 
of  the  color  program  rating  in¬ 
crease  was  at  the  expense  of 
black  and  w’hite  programs.  In 
print  advertising,  reading  a 
color  advertisement  is  not 
necessarily  at  the  expense  of 
reading  a  black  and  white  ad. 
In  fact,  ad  reading  norms  for 
black  and  white  newspaper  ad¬ 
vertising  (and  magazine  adver¬ 
tising)  come  from  issues  that 
include  color  ads. 

Color  programs  do  attract 
more  viewers  per  set  when  re¬ 
ceived  on  color  sets.  The  in¬ 
crease,  12%,  is  surprisingly 
small,  however,  considering  the 
amount  of  guest  viewing  that 
takes  place  in  color  homes. 
Among  w’omen,  who  are  con¬ 
sidered  to  be  prime  color  ad¬ 
dicts,  the  extra  viewers  per  color 
set  is  even  smaller — only  5%. 

The  only  research  on  the  rela¬ 
tive  effectiveness  of  color  com¬ 
mercials  has  been  made  under 
controlled  laboratory  conditions 
whereby  the  same  commercial, 
one  in  color  and  one  in  black 
and  white,  is  showm  to  an  audi¬ 
ence  and  after  which  their  reac¬ 
tions  are  measured. 

Preliminary  findings  indicate 
that  a  color  commercial  is  about 
50%  “more  effective”  than  its 
black  and  white  counterpart.  In 


this  particular  research,  “more 
effective”  is  a  measure  of  the 
audience’s  indication  of  what 
brand  they  would  want  to  re¬ 
ceive  if  they  were  winners  in 
a  prize  drawing.  However,  the 
view’ers  remembrance  of  the 
product’s  sales  points  did  not 
show  an  increase  after  viewing 
the  color  commercial. 

With  increasing  inter-media 
evaluations  by  advertisers,  there 
is  no  doubt  that  TV  and  other 
media  color  values  will  be  com¬ 
pared  with  newspaper  color  ad¬ 
vertising  effectiveness  the  news¬ 
paper  industry  must  be  prepared 
to  develop  its  owm  research  and 
sales  presentations  to  further 
accentuate  its  color  advei-tising 
cost  efficiency  in  the  face  of 
growing  competition  for  the 
color  advertising  dollar.  Estab¬ 
lishing  newspaper  color  as  hav¬ 
ing  better  value  than  newspaper 
black  and  w'hite  is  not  sufficient 
and  tends  to  substitute  one  type 
of  promotion  for  the  other.  The 
big  growth  in  newspaper  na¬ 
tional  color  advertising  will  take 
place  when  newspapers  increas¬ 
ingly  promote  the  impact  and 
efficiency  of  their  color  adver¬ 
tising  compared  to  color  in  any 
other  medium. 

Newspaper  people  have  little 
time  for  dreaming;  but  if  yon 
do,  do  you  dream  in  black  and 
white  or  in  color? 


Sell 

Clear,  high-quality,  faithful 
reproduction,  EVERY  DAY  .  .  . 
morning,  evening,  Sunday. 

Spot  color  .  .  .  full  color  .  .  .  you  can  count  on  petting 
what  you  order  when  you  buy  powerful,  sales-prodding 
R.O.P.  COLOR  in  the  F^vansville  newspapers.  Last 
year,  for  instance,  advertisers  used  more  than  1,.3()(),(K)() 
lines  of  space  w  ith  the  magic  color  ingredient. 

And.  speaking  of  sales,  you  can  also  depend  on  the  Ev¬ 
ansville  newspapers  to  cover  the  active,  lively  Tri-State 
mark<‘t  for  you.  These  newspapers  exercise  plenty  of  in¬ 
fluence  among  the  460. ()()()  people  who  spend 
S4.52,0()( ),()()( )  annually  in  retail  stores.* 

You  CAN'T  cover  the  PNansville  market  with  any  other 
metropolitan  newspaper.  Consider  this:  Evansville  is 
170  miles  from  Indianapolis.  300  miles  from  Chicago, 
170  miles  from  St.  Louis.  12.3  miles  from  Louisville, 
165  miles  from  Nashville.  22.5  miles  from  Cincinnati. 


So  .  .  .  color  or  black-and-white,  put  your  trust  in  the  Ev¬ 
ansville  newspapers  to  sell  YOUR  merchandise. 

the  EVANSVILLE  NEWSPAPERS 


the  SUNDAY  \ 

COUKIU  end  PKISS 


Circulation:  Daily,  107,545;  Sunday,  90,128 

Contact  Scripps-Howard  General  Advertising 
for  more  Evansville  market  information. 


Evansville’s 
Tri-State  Market*  •  •  • 

460,000  people  . . . 
$452,000,000  retail  sales 


^k*Salei 
I  Monog*- 

E  y  ment. 
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Our  thanks  to 
EDITOR  &  PUBLISHER 
for  a 


FIRST  AWARD 


in  the 

1958  ROP  COLOR 
COMPETITION 

Spot  color 

100,000-250,000  circulation  classification 


And,  our  thanks  to  the 
growing  number  of  advertisers 
who  know  from  experierice  that  this 


Editor  A  publisher 

^ 

B  O  P  ^ 


AIIZONA  REPUBLIC  B  PHOENIX  GAZETTE 

lor  outstanding  printed  reproduction  of 
general  adsertising  in  one  color  and  black  by  a 
ne»spaper  »ith  circulation  100.000  to  250.000 

<!»(,  C«»,„, 

^3^ 


AASI  r. 


»  ISS,  "" 


ONE  MEDIUM  reaches  91.6%  of  the  homes  in  the 

Botmooii)  mmsa  i?Ga®iiiiios  masiiKirff 


Republic  Gazette 


Morning-evening  combination 

Chas.  E.  Treat,  National  Advertising  Manager,  Box  1950,  Phoenix,  Arizona.  Phone  ALpine  8-8811 
Represented  Nationally  by  Kelly-Smith  Co. 


EDITOR  SC  PUBLISHER  for  September  26,  1959 


53 


Coffee-on-Rocks  Qilcken’navor-Ricd* 

(Continued  from  page  46)  in  Swifthing 


(Continued  from  page  46) 

plates.  A  full-page  printing 
press  plate  (stereo)  was  then 
cast  from  the  key  and  companion 
mats. 

On  the  pony  autoplate  shaver, 
the  ribs  on  the  backsides  of  the 
stereo  plates  were  shaved  for 
unifoiin  thickness  on  both  plates. 

Key  Stereo 

The  key  stereo  plate  was  then 
placed  on  the  automiller.  This 
machine  mills  (on  the  underside 
of  the  plates)  the  pockets  which 
serve  for  tension  lockup  on  the 
press.  The  four  register  marks 
at  the  outer  corners  of  the  page 
were  brought  into  perfect  regis¬ 
ter  by  the  electric  eyes  of  the 
automiller,  before  the  pockets 
were  milled.  The  pockets  on  the 
companion  plate  were  then  mill¬ 
ed  in  the  same  fashion. 

The  two  plates  were  then  sent 
to  the  router,  who  using  the 
agency’s  proof  as  a  guide,  routed 
out  the  dead  metal. 

The  stereo  plates  were  then 
ready  to  send  to  the  pressroom 
on  the  day  of  publication,  for 
locking  on  the  press  cylinders 
and  printing. 

Harry  Swift,  Union  pressroom 
superintendent,  explained: 


and  you’ll  nnrr 
'  im.-ite  mimoy  on 
nrici’d”  shorteninu 
agnin! 


■SWIFT'NING'  IN  COLOR— Swift 
and  Company  is  using  the  Chicago 
Tribune  for  a  campaign  of  full- 
page,  four-color  ads  to  promote 
its  "Swift'ning"  shortening  in  the 
Chicagoland  market.  First  ad 
broke  early  this  month  and  will  be 
followed  by  frequent  color  expos¬ 
ures  scheduled  for  publication  to 
the  spring  of  I960. 


“Several  days  before,  we  had 
already  ordered  and  received 
our  supply  of  a  special  ‘Butter- 
Nut  Brown’  ink. 


J/%2  SiMwn  £loiIoJi 

WORCESTER 


86.4% 


intensive  coverage  by 
the  Telegram-Gazette 

158,215  Daily** — 102,957  Sunday** 


tE.B.I.  —  Sales  Management  Survey  of  Buying  Power  May  1959 
‘Sales  Management  Survey  of  Buying  Power  May  1959 


“Member  m  Audit  December  31,  1958 

The  Worcester 

TELEGRAM  and  GAZETTE 

WORCESTER,  MASSACHUSETTS 
MOLONEY,  REGAN  t  SCHMITT,  lit. 

Nolionof  R«pre$enlolive$ 


OWNIIS  Of  RADIO  StATtON  WTA6  AND  W  T  A  6  -  f  M 


“On  the  day  of  the  run,  the  i 
Butter-Nut  plates  came  down  to  , 
us  from  stereo.  They  were  good 
plates,  in  good  register.  This  is 
important.  ^ 

“We  set  up  our  press  to  lay 
down  the  color  first,  then  the 
black.  This  also  is  important. 
We  set  up  a  rough  register  and 
a  rough  set  on  the  ink. 

“As  soon  as  the  run  began, 
ad  checks  were  taken  and  the  ‘ 
necessary  adjustments  made.  * 
Both  register  and  ink  supply  can  ^ 
be  controlled  manually  as  the 
press  is  i-unning.”  1 

“In  this  case,”  production  ^ 
manager  Burke  summed  up,  “the  ’ 
result  was  a  winner.  It  was  not 
a  one  department  operation.  The 
success  can  be  traced  to  team-  ’ 
work  starting  back  at  D’Arcy  | 
agency  and  continuing  right  on 
through  to  the  San  Diego  Union 
pressroom.” 

Swift’s  Ad  I 

(Continued  from  page  24) 

added,  “because  of  its  dramatic 
beauty  that  lifts  our  products  ' 
from  drab  monochrome  into 
you-are-there  realism.” 

Through  McCann  -  Erickson, 
Swift  is  currently  using  ROP 
color  ads  in  newspapers  in  Hous¬ 
ton,  San  Diego,  Omaha,  Los 
Angeles,  Cleveland,  Honolulu 
and  other  local  markets  for 
Swift’s  Premium  Meats,  because 
color  offers  exceptional  life-like 
reproduction  quality,  so  neces¬ 
sary  in  meat  advertising. 

Hiych  Merriiandisability 

“ROP  color  has  been  chosen 
for  our  Swift’ning  advertising 
in  Chicago,  and  for  Pard 
Cruncher  advertising  in  an  ex¬ 
tensive  list  of  local  markets  — 
both  through  Dancer-Fitzgerald- 
Sample,”  said  Mr.  Weber.  “High 
merchandisability  and  flexibility 
of  newspapers  led  us  to  this 
decision.” 

“Newspapers  are  the  pillars 
of  the  local  communities,”  as¬ 
serted  Mr.  Weber,  who  has  used 
newspapers  heavily  for  Swift 
advertising  for  many  years. 
“They’ve  got  personality  —  the 
personality  of  their  editor  or 
publisher.  No  other  medium  can 
possibly  be  part  of  the  munici¬ 
pal  blood  stream  and  share  the 
neighborliness  that  local  news¬ 
papers  have. 

“This  makes  the  newspaper 
the  voice  of  confidence  and  au¬ 
thority.  That’s  good  for  the  local 
advertiser,  and  as  Swift’s  busi¬ 
ness  is  local,  we  like  the  ‘over- 
the-back-fence’  believability  that 
readers  have  in  their  newspa¬ 
pers.” 


20  Foreign 
Journalists 
At  Medill 


Evanston,  Ill. 
Twenty  foreign  journalists,  in¬ 
cluding  a  translator  of  Winston 
Churchill’s  war  memoirs  and  a 
woman  columnist  from  Ankara, 
Turkey,  are  attending  the  1959 
Foreign  Jouroalist  program  at 
Northwestern  University’s  Me¬ 
dill  School  of  JouiTialism. 

The  journalists  will  study  six 
weeks  at  Northwestern,  and  then 
will  work  six  weeks  each  on  two 
American  newspapers  or  maga¬ 
zines.  They  will  spend  four  and 
a  half  months  in  the  United 
States. 

The  jouiTialists  will  be  under 
the  supei-vision  of  Prof.  Floyd 
G.  Arpan,  who  will  seiwe  as  pro¬ 
gram  director  representing  the 
U.  S.  Department  of  State.  Rep¬ 
resented  are  Argentina,  Indo¬ 
nesia,  Ii’an,  Korea,  Nepal,  Ni¬ 
geria,  Philippines,  Turkey, 
Union  of  South  Africa,  Vene¬ 
zuela,  and  Vietnam. 

The  translator  of  Churchill’s 
war  memoirs  is  Santiago  A.  Fer¬ 
rari  of  Buenos  Aires,  chief  of 
the  cable  section  of  the  news¬ 
paper,  La  Nacion,  and  city  edi¬ 
tor  of  El  Cahallo  magazine. 

The  lone  woman  in  the  group 
is  Mrs.  Iffet  Aslan  Turhan,  .An¬ 
kara,  Turkey,  columnist  for  the 
Istanbul  daily  Tercuman,  as  well 
as  Ankara  correspondent  for 
Time  magazine,  the  Associated 
Press,  and  the  London  News 
Chronicle. 

After  the  jouimalists  complete 
their  two  six-w’eek  stints  on 
American  newspapers  or  maga¬ 
zines,  they  will  spend  30  days  in 
individual  travel. 

• 

Housing  Project 
Receives  Award 

Des  Moines,  la. 
The  first  annual  Community 
Seiwice  Award  of  the  Iowa  Daily 
Press  Association  has  gone  to 
Ralph  E.  Shannon,  editor  and 
publisher  of  the  Washington 
Journal. 

The  aw'ard  recognizes  the 
Journal’s  campaign  to  provide 
better  housing  opportunitie.'J  for 
elder  citizens.  The  campaign, 
carried  over  a  period  of  years, 
raised  more  than  $100,000  for 
the  first  retirement  house  in  the 
state  to  be  built  under  commun¬ 
ity  sponsorship. 

The  presentation  was  made  at 
the  annual  meeting  of  the  as- 
.sociation.  John  H.  Notman,  co- 
publisher  of  the  Clinton  Hendd 
was  el(*cted  president. 
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Make  your  own 

R.O.P.  COLORS 


with  Huber’s  ink  mixing  plan 


You  can  now  make  your  own  R.O.P.  colors  quickly... easily. ..inex¬ 
pensively.  The  Huber  R.O.P.  Mixing  Plan,  for  the  first  time,  makes 
available  the  equipment,  tools  and  supplies  an  ink  manufacturer 
uses  to  blend  ready-to-u.se  inks  economically. 


New.spaper  publishers  should  inve.stigate  the  Huber  package  in¬ 
corporating  items  for  ea.se  of  matching,  storage,  blending  and 
control.  This  Huber  Ink  Mixing  Plan  is  based  on  two  decades  of  en¬ 
gineering  similar  installations  in  plants  of  all  sizes  throughout  the 
United  States. 

Ask  your  Huber  repre.sentative  to  give  you  details  on  the  Huber 
R.O.P.  Mixing  Plan. 


13  shades  adopted 
by  ANPA-AAAA  are 
basis  of  Huber  system 


J.  M.  HUBER  CORPORATION- INK  DIVISION 

1478  Chestnut  Avenue,  Hillside,  New  Jersey,  MUrdock  6-3440 

tkilen  Offices:  Huber,  Ga.,  (Macon)  SHencood  6-J)338 

LaGrnnqe,  III.,  P.O.  Box  .}0f>,  (Chicago)  Bishop  2-3226 
Hast  St.  Louis,  III.,  150  N.  Front  St.,  BKidge  I-.iTSl 
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Rambler  dealers  in  Milwaukee  ran  a  cam¬ 
paign  of  weekly  R  O  P  color  pages  in  The 
Milwaukee  Journal  exclusively  during  the 
1959  model  year.  Sales  have  boomed  to  third 
place  from  sixth  in  1958.  This  big  jump  in 
sales  gives  Rambler  11.2%  of  the  Milwaukee 
market  compared  to  6%  in  the  nation. 

Here  is  just  one  of  scores  of  R  O  P  color  cam¬ 
paigns  in  The  Milwaukee  Journal  which  have 
proved  that  newspaper  color  brings  the  ad¬ 
vertiser  exceptional  rewards  in  extra  reader- 
ship,  extra  impact  and  extra  sales. 


Ask  us  for  facts  on  R  O  P  Color  tests- 
Specimen  pages  and  costs— 


"Coloroptics"  survey  of  reader¬ 
ship  for  color  versus  bUck  and 
white  in  split  runs. 


Milwaukee  Journal  R  O  P  Color 
Service  now  used  by  143  news¬ 
papers  and  many  advertisers. 


"Newspaper  Color  for  Millions," 
a  new  booklet  on  the  development 
of  R  O  P  Color. 


THE  MILWAUKEE  JOURNAL 

America's  Most  Colorful  Newspaper  First— Always— in  R  O  P  Color  Advertising 
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The  most 
economical 
mots  you 
can  use ! 


tion  fi'om  the  Houston  Post  Newsmen  Working 

space-wise  and  production-wise,  ,  _ I  w  i 

we  are  able  to  obtain  the  de-  Class  and  Lab 
signs  we  desire  .  .  .  we  have  Austin,  Texas 

b^n  using  color  for  many,  many  Two  Texas  newspapermen  are 
years  and  are  continuing  to  ex-  seiwing  on  the  University  of 
periment  with  different  and  in-  Texas  School  of  Journalism  staff 
teresting  color  combinations  i.e.  this  fall  in  connection  with  the 
white  and  gold.”  new  Program  in  Public  Affairs 

The  Houston  Post  was  able  to  Reporting, 
re-produce  this  advertisement  Bo  Byers  of  the  Houston 
without  any  unnecessary  work  Chronicle’s  Austin  bureau  is 
or  difficulty  and  the  over-all  pro-  teaching  one  class  in  beginning 
duction  was  administered  under  reporting.  Bill  McReynolds, 
normal  operating  procedures.  formerly  of  the  Amnrillo  Globe- 
•  News,  is  serving  full-time  as  a 

__  11  1  rk*  supervisor  in  the  news  labora- 

Harry  Pollack  Dies  t^^y.  Mr.  McReynolds  works 

San  Francisco  with  Miss  Afton  Wynn,  long- 
Harry  Pollack,  59,  past  presi-  time  laboratory  supervisor. 

Objectives  of  the  Program  in 
Public  Affairs  Reporting  are  to 
give  University  journalism  stu¬ 
dents  closer  contact  with  pro¬ 
fessional  newspapermen. 


Store’s  Ad 
Sought  To 
Set  Mood 


‘Extreme  as  Possible’ 

The  artist,  Marbury  Brown, 
felt  that  the  advertisement 
should  be  “as  extreme  as  pos¬ 
sible”  to  convey  the  message. 

Both  Neiman-Marcus  and  the 
Post  were  exceptionally  happy 
over  the  reader  reaction  as  the 
advertisement  caused  a  general 
“stir”  and  a  notable  amount  of 
customer  response. 

Art  Shipman  of  the  Dallas 
advertising  staff,  speaking  on 
behalf  of  Neiman-Marcus,  said 
“We  feel  that  the  use  of  color 
has  a  tremendous  potential  in 
advertising  and  more  and  more  dent, 
newspapers  are  recognizing  this  Man^ 
...  to  meet  competition  and  give  head 
emphasis  to  advertisements.  Be-  motir 
cause  of  tremendous  co-opera-  San  ! 


The  mam  purpose  m  the 
Men’s  Store  opening,  full-color 
advertisement  was  to  tiy  to  do 
more  than  depict  merchandise  — 
to  create  a  mood  or  aura  about 
what  would  be  sold  and  Neiman- 
Marcus  itself. 


E&P  RETAIL 
CREATIVITY  AWARD 
WINNER 


Newspapers  100,000  to  2.50, 
000  circulation. 


.Xdvertiser:  Neiman  -  Marcus, 
Houston,  Texas;  Advertising 
manager,  Kay  Kerr;  Artist: 
■Marbury  Brown;  Newspaper: 
Houston  (Texas)  Post. 


Color  w’as  used  for  emphasis 
and,  by  throwing  color  in  a  spat¬ 
tered  effect  over  the  background, 
it  became  an  attention-getter 
which  the  readers  are  not  used 
to.  The  over-all  scale  in  the  art¬ 
work  was  altered  by  making  the 
head  large  (to  display  the  hel¬ 


met  adequately  as  it  is  the  men’s 
.«tore  insignia)  and  using  a 
small  figure. 

The  advertising  staff  in  the 
Dallas  store  prepared  the  copy, 
layout  and  determined  the  colors 
to  be  used. 

A  complete  zinc  cut  was  sent 
to  the  Houston  Post  and  the  spe¬ 
cified  colors  of  ink  were  mixed 
by  a  local  Houston  ink  house. 
In  designing  the  advertisement. 


WRITE  OR  PHONE  FOR  FREE 
DEfAONSTRATION  IN  YOUR  PLANT 


WOOD  FLONG  CORPORATION 

HOOSICK  FALLS,  NEW  YORK 


they  kept  the  thought  “what 

would  look  best  on  news-stock  8Er> 
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ClASSinED  CLINIC 


Daily’s  Sales  Staff 
Uses  New  Sales  Aid 


By  Daniel  L.  Lionel 
('.AM.  New  York  Herald  Tribune 


“Hei’e’s  a  typical  classified 
salesman’s  brief  case. 

“Look  through  it  and  you’ll 
find  ...  a  rate  card  ...  a  cir¬ 
culation  statement  .  .  .  some  im¬ 
pressive  linage  figures  (if  your 
newspaper  happens  to  be  the 
leader)  or  a  sheaf  of  testi¬ 
monials  (if  you  aren’t  lucky 
enough  to  have  leadership).’’ 

That’s  William  J.  White,  as¬ 
sistant  promotion  manager  for 
Advertising  of  the  Philadelphia 
(Pa.)  Inquirer,  who  bai’ed  the 
contents  of  a  classified  sales¬ 
man’s  brief  case  before  dele¬ 
gates  of  the  PNPA  Classified 
Clinic  in  Erie,  Pa. 

A  Oyslal  Ball 

Inquirer  salesmen  have  one 
additional  device  in  their  brief 
case  these  days.  But  let  Mr. 
White  tell  about  it: 

“Our  classified  salesmen  have 


all  these  standard  items  .  .  . 
plus  one.  Here  it  is.  Looks  like 
a  crystal  ball,  doesn’t  it?  As  a 
matter  of  fact,  it  w  a  ci-ystal 
ball  because,  to  me,  it  sym¬ 
bolizes  a  new  selling  idea  that 
enables  our  classified  staff  to 
talk  to  advertisers  with  author¬ 
ity  about  family  purchases  of 
almost  any  product  advertised 
today!” 

What  this  crystal  ball  con¬ 
sists  of  is  a  compilation  of 
“Family  Buying  Expectations” 
made  by  Sindlinger  &  Company, 
business  analysts  which  is  re¬ 
lated  to  Inquirer  readership.  Mr. 
White  feels  that  if  the  classified 
salesman  is  in  a  position  to  tell 
his  potential  advertiser  what  his 
readers  intend  to  buy  tomorrow, 
he  will  be  in  an  advantageous 
position  to  sell  him  more  space 
today. 

Speaking  of  “What  is  New 
For  Classified”,  William  R. 


LEVITTOWN 

BRISTOL,  PENNA. 

BRIAAMING  WITH 

local 

AVERAGING  ALMOST  2  LOCAL  COLOR  ADS  PER 
WEEK  12,626  LINES  LOCAL  COLOR  THIS  YEAR 

YES 

•  •  •  Levittown  and  Bristol  merchants  are  happy 
with  color.  Their  results  have  been  excellent 
and  they're  buying  more  color  now  than 
ever  before.  Here's  what  Jules  Sussman  of 
lobel  s  Youth  Center,  Levittown  has  to  say: 

"On  Aug.  5th  we  used  color  in  our  ad  for 
the  first  time.  Our  sale  turned  out  to  be  one 
of  the  best  we've  e.ver  had.  As  a  result, 
when  I  want  to  run  something  extra  special. 

I'll  call  upon  the  Levittown  Times  for  color.'' 

ABC  AUDIT  — June  30,  1959  33,373  PAID 


Golding  of  Howard  Parish  As¬ 
sociates,  Miami,  told  the  group 
that  classified  advertising  ac¬ 
counted  for  25.7%  of  newspaper 
linage  in  the  first  6  months  of 
1959.  Want  ads  registered  a 
13%  gain  in  this  period  he  said. 
There  are  additional  opportuni¬ 
ties  for  growth,  he  indicated,  in 
family  want  ads,  real  estate  and 
building,  service  advertising,  re¬ 
tail  advertising  in  classified  and 
the  development  of  multiple  in¬ 
sertions  to  maximum. 

Theodore  MacDonald  of  Har¬ 
rison  C.  MacDonald  &  Sons  said 
CAMs  might  well  ask  them¬ 
selves  whether  current  gains  are 
result  “of  your  efforts  or  of  gen¬ 
eral  business?”  He  urged  CAMs 
to  avoid  being  bogged  down  by 
daily  routine  in  order  to  do  some 
creative  thinking. 

Hil-or-Miss  Promotion 

Calling  for  more  harmony  in 
our  approach  to  classified  pro¬ 
motion,  Ralph  Sides,  Lancaster 
(Pa.)  Newspaper,  said,  “The 
Classified  industry,  comprising 
hundreds  of  newspapers,  is  like 
a  huge  symphonic  orchestra 
with  members  who  never  get 
together  to  play  in  harmony. 
The  fiddle  .  .  .  the  wind  players 
blow,  each  to  themselves.  Now, 
supnose  we  could  get  them  to¬ 
gether,  properly  conducted. 
What  wonderful  music  they’d 
make — and  the  important  part, 
they  would  catch  the  ear  of  the 
public.  Classified  promotion 
among  new’spapers  lacks  con¬ 
formity  of  purpose. 

“Suppose  we  would  concert 
our  efforts  to  a  certain  theme — 
then  we  could  sell  want-ads  like 
cigarettes,  soap  or  toothpaste, 
Maybe  we  could  take  a  lesson 
from  National  advertising.  They 
use  the  subtle  approach  and 
dramatize  to  stir  imagination 
so  people  will  remember,  act  and 
buy.  Who  doesn’t  know  or  re¬ 
member  L  &  M’s  ‘They  say  it 
couldn’t  be  done,’  Colgate’s  ‘In¬ 
visible  Shield,’  or  that  ‘Duz  does 
everything?’ 

Hit  Or  Miss 

“Now,  how  do  we  attempt  to 
sell  want-ads?  Mostly  it’s  a  hit 
or  miss  promotion — maybe  good, 
maybe  weak,  but  lacking  the 
imaginative  force  of  stimulat¬ 
ing  the  public  into  action  or 
getting  a  good  phrase,  slogan 
or  theme  to  stick  like  glue. 

“If  any  one  of  us  was  put  into 
the  business  of  selling  anything 
but  want-ads,  we’d  turn  the 
world  upside  doA\’n  trying  to  un¬ 
earth  an  effective  sales  pro¬ 
gram.  Yet,  want-ad  promotion 
remains  a  haphazard  part  of 
most  classified  operations.  The 
evidence  of  our  failure  to  con¬ 
duct  effective  promotion  is  the 
mass  of  people  totally  unaware 


CAM — Miss  Natalie  Sternbach  has 
been  named  classified  advertising 
manager  of  the  Miami  (Fla.) 
News,  where  she  has  been  a  super¬ 
visor  the  past  four  years.  Earlier 
she  worked  for  an  ad  agency  and 
for  newspapers  in  New  Jersey. 


or  indifferent  to  our  sales 
story.” 

Mr.  Sides  feels  that  “We  could 
pool  our  efforts  instead  of  try¬ 
ing  to  do  it  alone.  To  stimulate 
the  imagination  of  the  public  we 
surely  can  do  better  than  fol¬ 
lowing  the  hackneyed  old  theme 
of  “sell  your  unwants.”  We 
should  create  something  as 
pleasing  as  a  passing  doll  and 
have  it  linger  like  her  tantaliz¬ 
ing  perfume.” 

Program  Chairman  was  A1 
Coleman,  Erie  (Pa.)  Times 
News,  host  newspaper. 


March  17  Set 
For  New  Paper 

Phoenix,  Ariz. 

Target  date  for  the  appear¬ 
ance  of  the  first  edition  of  the 
Arizona  Daily  Journal,  to  be 
published  here  mornings  and 
Sundays  by  Clinton  D.  McKin¬ 
non,  is  March  17,  1960. 

Mr.  McKinnon,  an  owner  of 
Tucson  TV  station  KVOA,  told 
members  of  the  Tucson  Retail 
Trade  Bureau,  “Maybe  I’m 
superstitious,  but  March  17, 
1944,  was  the  day  I  put  out  the 
fir.st  edition  of  the  San  Diego 
Daily  Jourtial  under  much  the 
same  conditions  as  in  Phoenix 
and  we  were  in  the  black  from 
the  first  month.” 

He  has  had  24  years  of  new.s- 
paper  experience  as  hoth  editor 
and  publisher.  He  is  president 
of  the  North  Shore  Publishing 
Co.,  San  Diego,  and  owns  the 
Coronada  Jotimal,  La  Jolla  Sen¬ 
tinel,  Claremont  Sentinel,  and 
Kearney  Mesa  Sentinel,  all  m 
California. 
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In  the  New  York  market, 

1,440,000  News  readers 
are  in  the  20-34  age  bracket 


The  Daily  News  has  190,000  more  readers 
in  this  young  active  buying  group  than  all  other 
New  York  City  morning  papers  combined 
. . .  and  440,000  more  than  all  evening 
papers  combined. 


Source:  Profile  of  the  Millions — 2nd  edition, 
a  massive  study  of  the  biiyiny  habits  of  4,730,000 
Netv  York  City  and  .suburban  households. 

Ask  any  News  office  for  a  presentation. 

If  the  afio  of  ac-ciimulation  is  your  marketing 
rp<I  apple.  The  News  offers  a  big  orchard  of  choice 
prospects. 

In  this  do-it-yourself  day  of  tlie  three-child, 
two-car,  and  dog  family,  young  mothers  have  little 
leisure  for  daytime  TV,  and  may  be  too  tired  at 
night.  But  The  News  habit  is  four  times  as  old  as 
TV  in  this  market  — and  is  never  turned  off! 

Pick  any  age  group,  income  index,  marketing 
measure  you  like,  and  The  News  is  by  all  o<lds  the 
biggest  and  l)cst  selling  force  in  this  market— 
and  one  of  the  most  potent  advertising  media  on 
earth.  It  delivers  your  message  to  4,7:k),000  adults 
in  one  of  the  country’s  most  prosperous  areas— 
with  the  highest  assurance  of  readership,  reception 
and  results.  Works  at  a  very  low  cost,  as  well. 

Any  News  office  can  give  you  the  details. 


THE  New  York's  Picture  Newspajwr 

More  than  twice  the  circulation,  daily  and  Sunday,  of  any  other  newspaper  in  America. 

News  Building.  220  East  42nd  St.,  New  York  17— Tribune  Tower,  Tribune  Square,  Chicago  11—155  Montgomery  St.,  San  Francisco  4 
8460  Wilsbire  Boulevard,  Los  Angeles  6— Penobscot  Building,  Detroit  26—27  Cockspur  St.,  London  S.W.  1,  England 
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ABC  Amend 
Newspaper 
Div.  Bylaw 


Dakota  Edition 
A  Joint  Project 


Yeager,  Sioux  Falla  Argus- 
Leader,  be  co-chairmen 
the  editorial  committee. 

BOTH  ANNIVERSARY  with  the  Indianapolis  Star  is  marked  by  Emil  C.  Johnston,  Watertown 

Woempner,  center,  who  also  serves  as  business  manager  of  Indianapolis  Public  Opinion,  is  advertising 
Newspapers,  Inc.  Star  Editor  James  A.  Stuart,  left,  congratulates  him  committee  chairman.  On  his 
and  Robert  P.  Early,  managing  editor,  adds  his  pat  on  the  back  for  a  committee  are  L.  J.  Maher, 
fine  service  record.  Huron  Plainaman,  and  Tom 

_ _  Miller,  Argus-Leader. 

On  the  promotion  committee: 

option  basis.  These  maps  will  late  small  orders  received  from  William  Lwpard,  Argus-Leader, 
show  the  city  of  publication  and  the  same  company  or  organiza-  chairman,  and  E.  H.  Lighter, 
the  county  of  publication.  This  tion  at  different  times  during  an  Rapid  City  Daily  Journal,  and 
map  option^  becomes  effective  oj.  Publisher’s  Statement  Kenneth  Way,  Public  Opinion. 

‘  ”  '  '  Finance  committee:  Tom  Pop¬ 

ovich,  Huron,  chairman;  Irvin 
Ki-umm,  Greater  South  Dakota 
Association;  Henry  Schmitt, 
Aberdeen,  and  Robert  D.  Lusk, 
Huron. 

John  Rigg,  Winner,  was 
named  sales  repre.sentative  of 
the  edition. 


111  Liic  ukiici  iicrwouauci  ^  v*  * 

director  classifications.  riocf  endfng  SeJt.'^O,  1^9  period  and  (v 

any  given  cor 

Maps  for  Weeklies  In  other  action,  the  ABC  ,.pa-v,p„ 

rp,  A  nn  Tj  1  j  Board  approved  an  auditing  pro- 

The  ABC  Board  also  approved  magazine,  or 

a  proposal  to  permit  weekly  business  publication  business  publ 

newspaper  publisher  members  to  members.  It  will  no  longer  be  subscriptions 

show  maps  in  their  Audit  Re-  necessary  for  magazines  and  than  in  Mail 

ports  on  an  individual  publisher  business  publications  to  accumu-  vidual. 


^  Best  Color  Reproduction 
In  One  of  America's 
Great  Markets 

YOURS  WHEN  YOU  USE  THE 

Seattle  Post-Intelligencer 


FIRST  AWARD  WINNER  OF  EDITOR  AND  PUBUSHER'S 
NATION-WIDE  1959  ROP  COLOR  COMPETITION  AND 
GREATEST  MORNING  AND  SUNDAY  CIRCULATION 
OF  ANY  NEWSPAPER  PUBLISHED  IN 
THE  STATE  OF  WASHINGTON 


Represented  by  HEARST  ADVERTISING  SERVICE 


THE  CHRISTIAN  SCIENCE  MONITOR 
IS  RECOGNIZED  FOR  QUALITY  IN 


R.  O.P.  COLOR  REPRODUCTION 


One  of  the  pioneers  in  the  use  of  newspaper  color,  The  Christian  Science 
Monitor  ran  spot  color  as  far  back  as  30  years  ago — in  1929.  For  eleven  years, 
the  Monitor  has  been  printing  full  color  R.  O.  P.  advertising.  Last  year  the 
Monitor's  experienced  production  team  of  color  craftsmen  handled  196  color 
advertising  insertions  with  gratifying  success. 


A  leading  manufacturer  says: 

“Sometimes  your  4-color  work  in  our  behalf  has 
interpreted  the  atmosphere  intended  by  the  artist 
in  a  higher  degree  than  the  glossiest  of  glossy 
magazines.” 

A  leading  typographic  journal  says: 

“Of  superior  quality  were  the  section  pages  of  the 
50th  Anniversary  Edition  of  The  Christian  Science 


Monitor.  Long  one  of  the  outstanding  exponents  of 
editorial  color  in  hand  art  (and  master  of  process 
color  halftones)  the  Monitor  used  its  section  pages 
to  look  at  the  future  instead  of  the  past.” 

A  leading  retailer 

in  praising  the  color  match  of  his  shoe  illustration 
commented  that  the  entire  production  of  his  adver* 
lisement  was  simply  beautiful. 


MAY  WE  HAVE  THE  OPPORTUNITY  TO  SUBMIT  SAMPLES 
OF  OUR  CURRENT  COLOR  WORK 


Christian 

Science 

Monitor 

An  I nfcrnaftona!  Daily  Newspaper 
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ONE  NORWAY  STREET,  BOSTON 

Branch  Offices 

NEW  TOBK 

588  Fifth  Avenue 

CHICAGO 

333  N.  Michiian  Avenue 

LOS  ANGELES 

650  S.  Grand  Avenue 

LONDON,  W.C.2 

Connsufht  House,  163/4  Strand 
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Albert  Dear 
Dies  at  60; 
Group  Head 

Jersey  City,  N.  J. 

J.  Albert  Dear,  60,  president 
of  Dear  Publication  and  Radio, 
Inc.,  and  foniier  editor  and  pub¬ 
lisher  of  the  Jersey  Journal 
here,  died  Sept.  19  after  hav¬ 
ing  been  ill  with  a  heart  ail¬ 
ment  for  five  months. 

Mr.  Dear’s  company,  formed 
a  decade  ago,  manages  the  fol¬ 
lowing  newspapers:  \Vheaton 
(Ill.)  Daily  Journal,  New 
Kensingto7i  (Pa.)  Daily  Dis¬ 
patch,  Sedalia  (Mo.)  Democrat, 
Henderson  (Ky.)  Gleaner  and 
Journal,  Elizabeth  City  (N.  C.) 
Daily  Advance,  Lynn  (Mass.) 
Telegram-News,  all  dailies;  the 
Huntingberg  (Ind.)  Independ¬ 
ent,  a  weekly;  and  a  Washing- 
toon  news  bureau. 

Mr.  Dear  attended  Stevens 
Hoboken  Academy  and  Prince¬ 
ton  University  and  sei-ved  as  a 
lieutenant  in  the  anny  in  World 
War  I.  Upon  his  discharge  he 
completed  his  studies  at  the  Uni¬ 
versity  of  Chicago  and  reported 
for  the  Chicago  Daily  News. 
Then  he  was  on  the  Omaha 


J.  Albert  Dear 

(Neb.)  Herald  before  returning 
to  Jersey  City,  where  he  sub¬ 
sequently  succeeded  his  father, 
Joseph  A.  Dear,  as  editor  of 
the  Jersey  Journal,  continuing 
a  family  tiadition  begun  in  1867 
when  his  grandfather,  Joseph 
Albert  Dear,  helped  found  the 
newspaper.  The  Journal  is  now 
published  as  one  of  the  New- 
house  group. 

arm  and  Friendly 

Mr.  Dear’s  associates  on  the 
newspaper  remember  him  as  a 
wai-m,  friendly  man,  energetic 
and  bursting  with  ideas  for  the 


One  of  a  series 

Say  Engineer,  When 
You  Mean  Engineer 

Somehow  it’s  become  popular  to  speak  of 
science  and  technology — popular,  that  is,  with 
everyone  but  engineers. 

Engineers  are  in  a  partnership  with  scientists 
in  this  great  industrial  nation  of  ours — de¬ 
signing  its  products,  constructing  its  com¬ 
munications,  and  even  producing  its  missiles. 

The  U.  S.  is  reaping  fruits  of  a  highly  devel¬ 
oped  technology — a  vast  body  of  engineering 
and  scientific  know-how.  And  the  fellows  with 
that  know-how  are  scientists  and  engineers. 

So  when  you  speak  of  these  fellows — or  write 
of  them — call  them  what  they  call  themselves. 
Call  them  engineers. 


Engineers  Joint  Council  g 

29  West  39th  St..  N.  Y.  1 8.  N.  Y.  | 

For  information,  call  Fennsylvania  6-9220  | 

I  g 
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improvement  of  the  newspaper 
and  the  communities  it  seiwes. 
To  his  staff,  he  was  “Al,”  coun¬ 
selor  and  friend. 

A  newsman  who  accomplished 
something  worthwhile  was  sure 
to  be  congratulated  by  Mr.  Dear. 
If  a  staffer  received  unw’elcome 
news  from  a  doctor,  he  was  cer¬ 
tain  to  get  encouragement  from 
Mr.  Dear,  reciting  the  experi¬ 
ence!  of  people  who  had  either 
overcome  the  illness  or  learned 
to  live  with  it  successfully. 

Mr.  Dear  was  a  member  of 
the  National  Press  Club,  Ameri¬ 
can  New'spaper  Publishers  As¬ 
sociation  and  many  civic  groups 
and  he  had  been  an  elder  and 
clerk  of  session  of  the  First 
Presbyterian  Church  here  for 
many  years. 

His  four  sons  are  new'spaper- 
men.  Joseph  A.  Dear  is  a  Wash¬ 
ington  columnist  and  head  of 
the  Dear  News  Bureau  in  Wash¬ 
ington;  David  R.  Dear  is  with 
the  Elizabeth  City  Advance; 
Ralph  C.  Dear  is  wdth  the 
Wheaton  Daily  Journal;  Wal¬ 
ter  M.  Dear  is  with  the  New 
Kensington  Daily  Dispatch.  His 
wife,  Cyrene  B.  Dear,  also  sur¬ 
vives. 

Directors  of  the  operating 
company,  at  a  special  meeting 
Sept.  2.3,  adopted  a  resolution 
pledging  continuance  of  Mr. 
Dear’s  newspaper  ideals. 

Joseph  Dear  was  elected  presi¬ 
dent  and  David  Reid  Dear  was 
named  treasurer.  Mrs.  J.  Albert 
Dear  continues  as  vicepresident 
and  Walter  M.  Dear  2d  as  secre¬ 
tary. 

The  family’s  memoiial  de¬ 
clared  Mr.  Dear’s  death  “rep¬ 
resents  a  great  loss  to  the  cor¬ 
poration,  to  the  community  and 
to  newspapering.’’ 

Lucieii  File  Buys 
New  Mexico  Papers 

Socorro,  N.  M. 

The  93-year-old  News-Chicf- 
tan  and  55-yeai’-old  El  Defensor, 
both  of  Socorro  and  the  Magda¬ 
lena  Round-Up  have  been  pur¬ 
chased  by  Lucien  A.  File  of 
Chester,  Ill.,  a  foi-mer  president 
of  the  Southeim  Illinois  Edi¬ 
torial  Association. 

Plans  call  for  Edwin  Stanton, 
fonner  publisher  of  the  News- 
Chieftan,  to  print  the  two  Socor¬ 
ro  papers  in  a  plant  he  proposes 
to  establish  in  Albuquerque.  Mr. 
Stanton  will  continue  to  be  pub¬ 
lisher  of  the  Tijeras  and  Moun- 
tainair  newspapers. 

El  Defensor  and  the  Round- 
Up  were  purchased  from  Mr. 
and  Mrs.  Albert  D.  Morgan. 

Mr.  File  said  the  papers  will 
keep  their  separate  identities. 
One  Socorro  paper  will  be  pub¬ 
lished  on  Tuesdays,  the  other 
on  Thursdays. 


Obituary 


George  Michael  Molie,  26, 
photographer  for  the  Phoenix 
(Ariz.)  Gazette  and  the  Arizona 
Republic  for  six  years;  Sepi.  8, 
of  a  heart  condition. 

*  *  * 

Singleton  F.  Verner,  84,  re¬ 
tired  newspaperman;  Sept.  18, 
following  a  long  illness.  Mr. 
Verner  retired  12  years  ago 
from  the  Asheville  (N.  C.) 
Times.  He  also  worked  for  the 
Montgomery  (Ala.)  Advertiser 
and  the  Selma  (Ala.)  Times. 

e:  *  * 

William  E.  O’Connor.  38, 
former  Hartford  (Conn.)  Cour- 
ant  repoiter;  Sept.  17. 

*  *  * 

Christian  H.  Nelson,  75, 
founder  of  the  Vancouver 
(B.  C.)  Journal  of  Commerce 
in  1911  and  the  Toronto  (Ont.) 
Daily  Commercial  News  in  1927. 

9|c  ]|c  It: 

John  J.  Hooper,  76,  owner 
and  publisher,  Hayward  (Calif.) 
Review,  1930  to  1944;  Sept.  13. 

4:  4: 

Edgar  Cary  Markham,  89, 
chief  editorial  writer  for  the 
Elizabeth  (N.  J.)  Journal  from 
1913  to  1944 ;  Sept.  9.  He  former¬ 
ly  w'as  editor  and  publisher  of 
the  Ripley  (N.  Y.)  Review  and 
the  Madison  (N.  Y.)  Eagle. 

if  *  * 

J.  Norman  Digby,  67,  retired 
a.ssistant  chief  of  the  copy  desk 
of  the  New  York  Herald  Trib¬ 
une;  Sept.  9.  He  joined  the  copy 
desk  of  the  Herald  Tribune  in 
1928.  He  was  formerly  man¬ 
aging  editor  of  the  old  Pitts¬ 
burgh  (Pa.)  Gazette-Times  and 
assistant  managing  editor  of  the 
Pittsburgh  Sun-T elegraph. 

*  * 

Abel  Vineberc;,  69,  formerly 
worked  for  the  old  Toronto 
(Ont.)  World,  Toronto  Star,  the 
old  Montreal  (Que.)  Daily  Mail 
and  fonner  Quebec  City  parlia¬ 
mentary  correspondent  for  the 
Montreal  (Que.)  Gazette. 

4:  4: 

Otto  Pearl  Ellis,  56,  photog¬ 
rapher  for  the  Klamath  Falls 
(Ore.)  Herald  and  News  for  six 
years  and  former  UP  telegra¬ 
pher;  Sept.  5,  following  a  heart 
attack. 

*  ♦  * 

Murray  Crain,  70,  a.s.sociate 
editor  of  Advertising  Age  maga¬ 
zine;  Sept.  20,  after  a  brief 
illness. 

♦  ♦  * 

Harold  Eaton,  46,  television 
critic  and  columnist  for  the 
Newhouse  newspapers;  Sept.  21, 
after  an  illness  of  several 
months.  He  was  formerly  ship 
news  reporter  for  the  New  York 
News. 
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MEN""  ARE  SOLD  IN  THE  MORNING 
. . .  that’s  the  TREND  in  Buffalo 


You  can  take  the  word  of  Buffalo  mens’  stores  for  that  fact.  In  1958 
they  placed  72.6'/?  of  their  daily  advertising  linage  in  the  Courier- 
Express —  74. 8' <  of  the  total  with  Sunday  insertions  included. 

And  this  steadily  growing  trend  is  by  no  means  new.  Here  are  the  men’s 
.store  advertising  figures  for  Buffalo  from  1948  to  1958: 


Daily  Courier-Expre.ss . UP  14.6'? 

Sunday  Courier-Express . UP  145.1'/ 

Evening  Paper . DOWN  30.99< 


Similar  figures  in  many  other  classifications  clearly  indicate  that 
whether  you  sell  men  —  or  women  —  or  both,  your  advertising  will  do 
a  powerful  selling  job  in  the  Courier-Express. 

FOR  MORE  ADVERTISING  FOR  YOUR  DOLLAR  —  concentrated  on  those 
with  more  dollars  to  spend  —  use  the  Morning  Courier-Express.  It 
reaches  nearly  half  the  families  in  ABC  Buffalo — over  one-third  of  all 
those  in  the  rich  8-County  Western  New  York  Market. 

FOR  SATURATION  —  use  the  Sunday  Courier-Express — the  state’s 
largest  newspaper  outside  of  Manhattan.  It  blankets  the  482,108  fam¬ 
ilies  in  Buffalo  and  the  eight  surrounding  counties. 

*  WOMEN,  TOO  I— The  Morning  Courier-Express  carries  65.8%  of 
daily  women’s  store  linage  in  Buffalo — 74.1%  of  the  total  when  Sunday 
is  included. 

Editor  sc  publisher  for  September  26,  1959 


ROP  COLOR  AVAILABLE 
BOTH  DAILY  AND  SUNDAY 

Buffalo 

Courier- 

Express 

Member;  Metro  Sunday  Comics  and 
Sunday  Magazine  NetworKs 
ffepresentati¥0s:  Scolaro,  MeeKer  A  Scott 
Pacific  Coast:  Doyle  A  Hawley 
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Baltimore  Teachers 
Learn  About  Papers 


Baltimore 

A  Newspaper  Workshop  for 
secondaiy  teachers  here  was  a 
success  stoiy  in  the  eyes  of  the 
teachei-s  who  attended  and  the 
circulation  managers  of  the  pa¬ 
pers  who  sponsored  it  with  the 
Baltimore  Board  of  Education. 

It  was  a  success  story  all  ex¬ 
cept  one  item:  it  was  kept  too 
small.  But  that  situation  prob¬ 
ably  will  be  remedied  next  year. 
Ah'eady  plans  are  being  talked 
for  expanding  it  to  include  ele- 
mentaiy  school  teachers  as  well 
as  secondary  class  instructors, 
and  to  invite  such  teachers  from 
parochial  schools  and  possibly 
from  public  and  private  schools 
in  surrounding  counties. 

Herbert  R.  Reynolds,  circula¬ 
tion  manager  of  the  Sunpapers, 
outline<l  plans  for  the  work¬ 
shop  at  the  International  Cir¬ 
culation  Managers  Association 
convention  June  16  in  New  Or¬ 
leans. 

Enthu>ia<‘in  Crons 

The  workshop  programs  at 
Syracuse,  Duke,  Iowa  and  UCLA 


Test 

STfll 

HOP  21 

Cfslsc 

IN 

Rome,  N.Y. 

1,000  Line  minimum 
Full  or  Spot  Color 
Any  day  of  the  week 

A  check  of  ABC  Bgure$  will  prove 
Rome's  strong,  strategic  and  inde¬ 
pendent  position  is  completely  un- 
inRuenced  by  any  other  Central  N.Y. 
State  media. 

KOME 

DAllY  SENTINEL 

New  ever  18,200  circulation 

Call,  wire  or  write  W.  S.  De- 
Himer,  Adv.  Dir.  for  complete 
merchandising  and  market  ser¬ 
vices  to  supplement  your  cam¬ 
paigns. 


would  require  a  long,  long  time 
to  take  even  a  small  percentage 
of  Baltimore’s  teachers  at  the 
rate  of  two  a  year,  he  said. 

‘  Why  can’t  the  same  thing  be 
done  on  a  local  level?”  he  asked. 

After  results  of  the  Baltimore 
workshop  were  in,  Mr.  Reynolds 
declared:  “I’m  just  as  enthusi¬ 
astic  about  it  now  as  I  ever 
was.” 

Edward  M.  Sechtman,  of  the 
Neivs-Post  &  American,  de¬ 
clared  :  “A  very,  very  fine  thing 
—  one  of  the  things  that  every 
newspaper  should  take  an  in¬ 
terest  in.” 

The  teachers?  56  of  the  71 
who  attended  all  or  part  of  the 
sessions  declared  the  workshop 
“very  worthwhile.”  Only  11 
rated  it  “good”  and  none  checked 
“fair”  or  “of  little  or  no  value 
to  me.” 

And  56  checked  on  an  evalua¬ 
tion  questionnaire:  “Got  more 
out  of  it  than  I  expected.” 

The  workshop,  sponsored  by 
both  the  Hearst  and  Sunpapers 
organizations,  was  given  under 
the  summer  “in  coui’se”  training 
program  of  the  Baltimore  pub¬ 
lic  school  system.  This  program 
qualifies  teachers  for  salary  in¬ 
creases  according  to  the  amount 
of  added  training  they  take.  The 
usual  course  is  for  30  hours  and 
provides  two  credits,  but  the 
workshop  course  was  a  15-hour, 
one-credit  program. 

It  was  set  up  by  Howard 
Baetjer,  II,  assistant  promotion 
manager  of  the  Sunpapers,  and 
Neil  H.  Swanson,  world  affairs 
and  education  editor  of  the 
News-Post  and  American,  in  co¬ 
operation  with  Dr.  Harry  Bard, 
director  of  instructional  serv¬ 
ices  of  the  Baltimore  Public 
Schools,  and  Dr.  Claire  Eckels, 
a  Baltimore  teacher  who  attend- 


GOING  SOME  PLACE? — "Where's  that  visa  for  Laos?"  asks  Robert 
Udick,  left,  DPI  manager  in  Southeast  Asia,  as  he  and  Earnest  Hoberecht, 
right,  DPI  general  manager  for  Asia,  search  through  his  passport  which 
has  had  96  pages  added  to  accommodate  all  of  his  travel  papers. 


ed  the  Syracuse  ICMA  work¬ 
shop  in  ’58. 

Looking  ahead  to  1960,  Mr. 
Baetjer  anticipates  a  30-hour 
program. 

The  planners  decided  that 
rather  than  giving  a  course  on 
how  to  use  the  newspaper  in  the 
classroom,  they  would  concen¬ 
trate  on  acquainting  the  teach¬ 
ers  with  the  newspapers  and  the 
authority  with  which  their  edi¬ 
torial  writers,  and  their  expert 
reporters  on  local,  national  and 
international  affairs  speak. 

I.,ectiire  Period> 

The  daily  programs  opened 
with  one-hour  lecture  periods, 
followed  by  a  refreshment  break. 
The  teachers  then  divided  into 
English,  History,  Science  and 
Social  Studies  groups  for  an 
hour  of  discussions,  then  re¬ 
turned  to  general  session  for  a 
summary  period. 

The  newspapers  provided  the 
speakers  and  consultants  for  the 
discussion  groups  and  the 
schools  the  group  leaders  and 
1‘ecorders. 

The  opening  session  was  on 
“How  We  Put  the  Paper  To¬ 
gether,”  With  talks  by  Philip 
S.  Heisler,  managing  editor  of 
the  Evening  Sun,  and  William 
R.  Tillman  Jr.,  managing  edi¬ 
tor  of  the  News-Post  and  Amer¬ 
ican. 

“The  City  Editor,  What  He 
Tries  to  Do,”  was  the  lecture 
topic  the  second  day  with  Ed¬ 
ward  Ballard,  CE  of  the  News- 
Post  and  American,  and  Charles 
H.  Dorsey  Jr.,  managing  edi¬ 
tor  of  the  Sun,  speaking. 

Scheduled  for  the  third  day’s 
lecture  was  Gerald  Griffin,  chief 
of  the  Sunpapers’  Washington 
Bureau,  but  Howard  Norton  ar¬ 
rived  home  in  time  from  a  tour 
of  duty  as  Moscow  bureau  chief 


to  address  the  teachers.  Also  on 
the  program  was  Tom  White, 
News-Post  &  American  promo¬ 
tion  manager.  The  subject  was 
“Reporting  on  National  Affairs.” 

Price  Day,  Pulitzer  Prize 
winner  for  international  I'eport- 
ing  and  now  associate  editor  of 
the  Sun,  and  Mr.  Swanson  lec¬ 
tured  on  “The  New’spaper,  the 
World  and  the  Teacher,”  the 
fourth  day.  The  “added  feature” 
was  Miss  Ruth  Montgomery,  of 
the  Hearst  Washington  bureau. 

Evaluation  Survey 

The  final  program  was  on 
“The  Editorial  Page  —  Influ¬ 
ential  or  Overlooked.”  Louis 
Azrael,  columnist  for  the  News- 
Post  &  American,  defined  the 
differences  between  news  and 
editorial  departments,  and  Philip 
M.  Wagner,  editor  of  the  Sun, 
told  how  the  editorial  is  not  the 
result  of  the  thinking  of  one 
man  but  of  a  group  of  editorial 
experts. 

Possibly  reflecting  the  current 
stress  in  world  news,  the  evalu¬ 
ation  survey  gave  top  vote  to 
Miss  Montgomery,  w’ho  told  of 
her  Russian  tour  with  Vice- 
president  and  Mrs.  Nixon.  Next 
was  Mr.  Swanson,  the  education 
editor,  and  Howard  Norton,  who 
also  related  experiences  in  Rus¬ 
sia. 

To  supplement  the  newspa¬ 
pers’  presentations  in  the  work¬ 
shop,  the  school  system  plans  to 
prepare  a  small  factual  .state¬ 
ment  on  how  each  group  of 
teachers — science,  English,  his¬ 
tory,  etc. — can  best  put  the 
new'spaper  to  work  in  the  class¬ 
room. 

Mr.  Heisler  used  a  series  of  , 
slides  to  illustrate  his  lecture. 
These  are  being  made  available 
for  use  by  teachers. 
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FIRST  PRIZE 

Food  Subjects 
3  Colors  and  Black 
1957 


3  FIRST  PRIZES 


IN 


COLOR  ADVERTISING 


FIRST  PRIZE 

Food  Subjects 
1  Color  and  Black 
1957 


BULLETIN 


The  Bulletin  publishes 
more  ROP  Color  Advertising 
than  any  other  newspaper 
in  Philadelphia — 71%  more 
during  the  first  six  months 


FIRST  PRIZE 

General  Advertising 
1  Color  and  Black 
1959 


Advertising  Offices:  Philadelphia  •  New  Yorit  •  Chicago 

Representatives:  iawver  Ferguson  Walker  Company 
Detroit  •  Atlanta  •  los  Angeles  •  San  Francisco 

Florida  Resorts:  The  Leonard  Company  Miami  Beach 


IN  PHILADELPHIA  NEARLY  EVERYBODY  READS  THE  BULLETIN 

*TIT0R  &  PUBLISHER  for  September  26,  1959 
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The  Borden  Co.  G.  Heileman  Brewing  Co.  Meister  Brou  Beer 

Continental  Airlines  Interstate  Bakeries  Michigan  Bulb  Company  Shenley  Industries 

Dean  Milk  Co.  Jewel  Tea  Company,  Inc.  Miller  Brewing  Company  The  Squirt  Company 

The  Great  Atlantic  &  Pacific  Tea  Co.  Kellogg  Company  National  Tea  Company  The  Texas  Ca. 

Marshall  Field  &  Co.  The  Kroger  Co.  Jos.  Schlitz  Brewing  Co.  Thos.  J.  Webb  Coffee 
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New  coLOR-MATic*  prcss  units  will  enable  you  to  build  a  better  newspaper  —  and 
the  advertising  world  will  beat  a  path  to  your  door. 

One  advertiser  now  using  well  over  a  million  lines  of  full  color  R.O.P.  advertis¬ 
ing  stated  that  if  more  papers  were  capable  of  printing  full  color  to  higher  quality 
standards,  his  company  would  quadruple  its  present  newspaper  allotment.  This  voices 
the  trend  of  advertising  thinking  today. 

The  COLOR-MATIC  is  the  newspaper  industry’s  only  answer  to  the  forward-looking 
advertisers’  way  of  thinking!  The  color-matic  will  give  you  high  quality  process 
color  printing  for  color  advertising  —  at  increased  edition  speeds!  The  color-matic 
will  permit  you  to  develop  editorial  attractions  in  color  to  attract  profitable  color 
advertising  which  can  open  a  new,  brilliant  economic  future  for  your  paper! 

Why  not  see  the  color-matic  perform?  Why  not  use  the  color-matic  to  build 
your  paper  into  one  of  the  new  communications  mediums  of  modern  America? 


R.HOE  &  CO.JIMC. 

910  East  138th  St.,  New  York  54.  N.Y.  /  Sales  Offices;  New  York,  Boston.  Chicago,  San  Francisco,  Dallas.  Miami 


Older  Vs.  Younger 
Carriers  Discussed 


Ft.  Wayne,  Ind. 
Two  different  approaches  to 
carrier  boy  delivery  —  one  de¬ 
signed  for  city  circulation  econ¬ 
omies  through  the  substitution 
of  comer  bundle  drops  for  a  sub¬ 
station  operation  involving  older 
carriers,  the  other  a  grass-roots 
carrier  training  program  for 
boys  12  to  14  years  of  age  — 
were  offered  at  the  Fall  meet¬ 
ing  of  Central  States  circulators 
here  this  week. 

E.  M.  Harding,  Louisville 
(Ky.)  C  o  u  r  i  €  r-Joumal  and 
Times  city  circulator,  told  of 
the  advantages  of  drop  points, 
namely,  (1)  smaller  number  of 
super\isors  needed;  (2)  papers 
are  delivered  nearer  to  the  car¬ 
rier’s  route;  (3)  sub-station 
costs  are  eliminated;  (4)  car¬ 
riers  are  fairly  isolated  from 
each  other. 

Saving  in  Manpower 

“Our  experience  is  that  while 
the  sub-station  has  good  points, 
from  the  economic  point  of  view, 
for  us,  the  advantages  are  over¬ 
whelming  towards  the  drop  point 
system,”  said  Mr.  Harding. 

“At  one  time  we  had  better 
than  50  district  managers  and 
seven  supervisors  and  with  the 
growth  we  had  had  since  that 
time  we  would  possibly  have  a 
hundred  now,”  he  continued. 
“Today,  with  bundle  drops,  eight 
managers  handle  this  same  area. 
Papers  are  counted  on  an  assem¬ 
bly  line  in  the  mailroom  and 
bills  are  made  out  on  book¬ 
keeping  machines  and  stuffed 
into  envelopes  for  mailing  hy 
machines.  Sub-station  costs  of 
repairs,  rent,  light,  heat  and  tele¬ 
phones  are  eliminated.  Part  of 
these  savings  have  enabled  us  to 
affonl  highly  capable  managers 
for  these  eight  jobs.” 

One  of  the  factors  which  made 
this  change  possible  was  the 
move  toward  older  boys,  he 
pointed  out.  “Our  city  carriers 
are  a  youth  organization  rather 
than  a  Imy  one,”  said  Mr.  Hard¬ 
ing.  “A  recent  count  showed  62 
of  our  carriers  working  their 
way  through  college  with  practi¬ 
cally  all  of  the  balance  in  senior 
high  school.  All  our  routes  are 
morning,  evening  and  Sunday.” 

Carriers  .Siuff  Sections 

The  Louisville  papers  first 
tried  leaving  the  bundles  at  car¬ 
riers’  homes,  but  soon  learned 
that  it  W’as  quicker  to  confine 
deliveries  to  traffic  arteries, 
barge  plastic  bags  in  bad 
weather  protect  the  bundles  until 
editor  ac  PUBLISHER 


picked  up  by  the  carrier.  The 
Sunday  paper  usually  consists 
of  five  parts  and  the  C-J  deliv¬ 
ers  four  of  these  parts  to  the 
carrier’s  home  early  in  the  week 
and  as  much  as  possible  on 
“stand  by”  delivery  truck  time. 

“Early  Sunday  morning  we 
deliver  the  news  section  to  a 
drop  point  on  one  of  the  main 
streets,”  said  Mr.  Harding.  “The 
carrier  picks  this  section  up, 
takes  it  home,  inserts  the  bal¬ 
ance  of  the  paper  into  it,  and 
he  is  ready  to  deliver.” 

“Inserting  outside  of  the  mail- 
room  has  saved  us  some  money,” 
he  added.  “We  believe  it  w'ould 
cost  us  almost  a  cent  a  copy  to 
insert  our  Sunday  paper  within 
our  building.  Then  we  would  also 
have  the  problem  of  moving  this 
volume  of  papers  concentrated 
into  a  short  period  Sunday  morn¬ 
ing.  We  now  also  have  dealers 
and  comer  salesmen  doing  a 
partial  inserting  job  to  save 
mailroom  time.” 

F.urn  $20  a  l^  eek 

Commenting  on  the  overall 
advantages  of  the  drop  system, 
he  continued: 

“We  have  the  same  percent¬ 
age  of  problem  routes  as  we 
have  ever  had,  but  we  work  con¬ 
stantly  to  keep  our  routes  highly 
desirable.  The  minimum  profit 
on  most  of  our  routes  is  $20  per 


week  and  we  believe  this  is  the 
best  job  a  student  can  find. 

“We  find  circulation  sales  pro¬ 
motion  as  effective  without  a 
sub-station  as  with  it.  We  di¬ 
vide  every  manager’s  organiza¬ 
tion  into  sales  teams  of  45  to  50 
carriers  each  and  the  manager 
promotes  with  each  sales  team 
in  turn.  Meetings  are  held  on 
convenient  street  comers  and 
the  sales  team  is  divided  into 
groups  with  these  different 
groups  meeting  different  nights 
of  the  week.  We  back  the  man¬ 
ager  with  a  constant  direct  mail 
campaign  and  when  he  is  in 
a  ‘hot’  contest  w’e  may  send  his 
carriers  four  bulletins  in  one 
week. 

“One  big  advantage  we  did 
not  anticipate  is  that  comer 
drops  keep  carriers  separated. 
You  do  not  have  the  dissatisfied 
or  pessimistic  one  selling  his 
views  to  the  others. 

“Older  earners  have  different 
problems  from  younger  ones  and 
a  manager  has  to  train  himself 
not  to  stagger  or  even  blink 
when  one  of  his  younger  looking 
carriers  announces  he  was  mar¬ 
ried  last  week.  However,  the 
older  carrier  usually  needs  and 
appreciates  his  route  and  gen¬ 
erally  handles  it  on  a  realistic 
business  basis.  He  has  certainly 
enabled  us  to  develop  what  we 
consider  an  inexpensive  distribu¬ 
tion  operation.  The  change  from 
sub-stations  to  comer  drops  has 
caused  us  to  change  our  views 
on  many  things  and  has  shook 
up  some  of  our  best  established 
prejudices.  Our  goal  may  be 
quoted  in  twenty-seven  words: 
make  that  route  the  mo.st  desira- 


PLANS  FOR  50th  ANNIVERSARY  celebration  of  Sigma  Delta  Chi  in 
Indianapolis,  Nov.  11-14,  are  discussed  by  two  former  presidents  of  the 
journalism  fraternity:  John  Stempel,  left,  1934,  head  of  Indiana  Univer¬ 
sity's  J-department,  and  James  A.  Stuart,  right,  1928,  editor  of  the 
Indianapolis  Star.  Standing:  Victor  E.  Bluedorn,  executive  secretary. 
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ble  job  in  town,  and  the  pros¬ 
pects  will  beat  a  path  to  your 
door  and  a  few  good  men  can 
handle  them.” 

Favors  Younger  Boys 

Norman  W.  Tischer,  Muncie 
(Ind.)  Star  and  Evening  News, 
favors  younger  boys  as  carriers, 
providing  they  are  properly 
trained.  “We  stress  a  three-way 
partnership  in  order  to  attain 
our  goal  in  carrier  training  — 
district  manager,  carrier  and 
parent,”  he  said. 

“Once  your  carriers  fully  un¬ 
derstand  what  you  are  trying  to 
do  for  them,  they  will  cooperate 
100  per  cent,”  declared  Mr. 
Tischer.  “On  our  morning  paper 
we  have  a  little  difficulty,  be¬ 
cause  we  still  have  a  considera¬ 
ble  number  of  older  boys  carry¬ 
ing  routes.  We  are  changing 
them  as  fast  as  we  can  to  boys 
in  the  12  to  14  year  old  bracket. 

“We  find  that  older  boys  balk 
at  your  training  attempts,  make 
jokes  about  your  sales  demon¬ 
strations,  duck  away  from  your 
meetings  with  all  kinds  of  ex¬ 
cuses  . . .  So,  before  you  can  give 
a  boy  sales  training,  your  dis¬ 
trict  manager  has  a  sales  job  to 
do.  He  must  get  the  12  to  14 
year  old  lad,  he  must  be  particu¬ 
lar  on  the  type  carrier  he  picks, 
he  must  be  particular  on  the 
type  of  parent  a  boy  has.” 

Need  Parent  (xMiperution 

The  cooperation  and  efforts 
the  parents  give  to  the  district 
manager  in  support  of  their 
son’s  first  business  venture  will 
determine  to  a  great  extent  the 
kind  of  carrier-salesman  he  will 
turn  out  to  l)e,  he  explained. 
Parents  must  understand  the 
various  phases  of  route  work 
which  call  for  early  evening  ac¬ 
tivity,  such  as  collecting,  can¬ 
vassing,  calling  on  new  people, 
plus  the  importance  of  prompt 
delivery  and  best  time  for  mak¬ 
ing  collections. 

“As  long  as  we  are  working 
under  the  Little  Merchant  Plan 
of  operation,  it  will  be  neces¬ 
sary  for  us  to  do  a  big  part  of 
carrier  operations  through  the 
parent,”  said  Mr.  Tischer, 

At  Muncie,  he  .said,  the  papers 
are  publishing  an  eight-page 
booklet  for  parents,  explaining 
how  they  can  help  their  sons  be 
better  carriers. 

Mr.  Tischer  believes  it  is  not 
necessary  to  offer  TV  and  Hi  Fi 
sets,  trips  all  over  the  country 
and  large  cash  prizes  to  get  in¬ 
creased  carrier  production.  A 
good  training  program,  plus 
merits  awards,  a  partnership 
with  the  parents,  and  one  large, 
all-out  carrier  contest  a  year 
with  a  small  incentive  program 
the  rest  of  year  will  do  the  job, 
he  says. 
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FAIRCHILD 

news 


Dorothy  L.  Wallis,  ^’OMEN'S 
WEAR  DAILY  columnist,  will 
leave  on  Sept.  28  for  a  six-week 
business  tour  in  Southwest  and 
Western  cities.  During  that  time 
she  will  survey  retail  stores  in 
Houston,  Dallas-hY.  ^’orth.  Phoe¬ 
nix,  Las  Vegas,  Salt  Lake  City. 
Denver-Colorado  Springs,  Lincoln, 
returning  to  New  York  on  Nov.  8. 


Once  again.  FOOTWEAR  NEWS 
will  publish  two  extra  daily  erli- 
tions  during  the  National  .Shoe 
Fair  which  will  be  held  in  Chi¬ 
cago  during  the  week  of  0<  t.  26. 
The  regular  we<'kly  issue  of  Oct. 
23  will  he  followed  by  extra  Shoe 
Fair  issues  on  Oct.  26  and  27.  In¬ 
tensive  on-the-spot  dailv  distribu¬ 
tion  of  each  issue  will  keep  .Show 
visitors  and  regular  subscribers  in¬ 
formed  on  Fair  news  as  it  happens. 


Fairchild's  three  dailies — WOM¬ 
EN'S  WE\R  DAILY.  DAILY 
NEWS  RECORD,  HOME  FI  R- 
NISHINCS  DAILY  —  were  se¬ 
lected,  along  with  current  copies 
of  hwal  consumer  newspapers,  to 
be  sealed  into  the  cornerstone  of 
Strawbridge  &  (ilothier's  new  $2';> 
million  .service  building  in  Phila¬ 
delphia.  at  cornerstone  laying  cere¬ 
monies  last  week. 


Harriet  Mackintosh,  director  of 
correspomlents  for  Fairchild  Pub¬ 
lications.  will  leave  the  first  week 
in  October  for  a  thre«'-week  swing 
through  the  South,  visiting  <'om- 
pany  offices  and  representatives  in 
Baltimore,  Wa.shington.  Richmond, 
(iharlotte.  High  Point,  Greenville, 
Atlanta.  Jacksonville.  Orlando, 
Miami,  St.  Petersburg  and  Tampa. 


(iharles  (iill)ert.  of  the  advertising 
sales  staff  of  MEN'S  WEAR  Maga¬ 
zine,  has  been  asked  to  addre.ss  the 
sales  meeting  of  Jarman  Shoe  Cm. 
in  Nashville.  Tenn.,  on  Oct.  4.  He 
will  dis<'uss  the  Young  Man  Mar¬ 
ket,  and  show  a  MEN'S  WEAR 
film  on  the  subject. 


DAILY  NEWS  RECORD  has  just 
developr-d  a  36-page  brochure  ana¬ 
lyzing  the  biggest  and  least-known 
i>f  ail  textile  markets — industrial 
textiles,  which  account  for  one- 
third  of  total  textile  production 
in  the  li.  S.  The  booklet  is  avail¬ 
able  fre<“  to  all  firnts  doing  busi¬ 
ness  with  industrial  textile  buyers. 


FAIRCHILD 
Publications,  Inc. 

7  East  13th  St.,  New  York,  N.  Y. 

Pubfish.r,  of 

Doily  News  Record,  Supermarket  News, 
Women's  Wear  Daily,  Electronic  News, 
Home  Furnishings  Doily,  Directories, 
Men's  Wear,  Footweor  News.  Books. 
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Courant  Officer 
Retires  Oct.  1 

Hartford,  Conn. 

John  Sudarsky  concludes  a 
55-year-association  with  the 
Hartford  Courant,  morning 
daily,  on  October  1. 

Retirement  of  Mr.  Sudarsky 
as  vicepresident  and  treasurer 
brings  to  an  end  a  career  that 
began  amid  humble  settings.  In 
l‘.>04,  at  the  age  of  14,  he  be¬ 
came  an  office  boy,  for  $5  a 
week,  working  from  7  a.m.  to 
6  p.m.,  seven  days  a  week. 

He  became  assistant  treas¬ 
urer  of  the  Courant  in  1927, 
moving  up  to  treasurer  two 
years  later.  By  1945,  he  was 
serving  as  business  manager, 
and  in  1947  was  elected  a  direc¬ 
tor.  Still  later,  in  same  year, 
the  board  named  him  a  vice- 
president. 

This  past  September  9,  mark¬ 
ing  his  55th  year  with  the 
Courant,  Mr.  Sudarsky  was  hon¬ 
ored  at  a  Hartford  Club  lunch¬ 
eon,  his  associates  presenting  a 
typewriter. 

Mr.  Sudarsky  has  supervised 
most  of  the  physical  changes  in 
the  old  building  at  64  State  St. 
and  also  supervised  its  sale  and 
acquisition  of  new  plant  facili¬ 
ties  in  the  post- World  War  II 
years  at  285  Broad  St. 

A  Hartford  native,  he  at¬ 
tended  the  Brown  School,  class¬ 
mates  including  the  entertainer 
Sophie  Tucker. 

Mr.  Sudarsky  will  continue  as 
a  Courant  director.  In  addition, 
he  expects  to  participate  in  busi¬ 
ness  of  the  Superior  Steel  Ball 
Company,  New  Britain,  Conn., 
which  lists  his  son,  Daniel,  as 
president,  and  his  son,  Pete,  as 
assistant  secretary.  (A  third 
son,  Michael,  is  an  attorney). 

Jerome  H.  O’Callaghan, 
I  Courant  secretary  since  1941, 
will  succeed  Mr.  Sudarsky  as 
vicepresident  and  treasurer. 


P 

John  R.  Reitemeyer,  president 
and  publisher,  has  announced 
promotion  of  Edmund  W. 
Downes,  controller  since  1952 
and  assistant  treasurer  since 
1956,  to  treasurer. 

•  ♦  * 

Edwin  Hirschman,  formerly 
with  the  Hagerstown  (Md.) 
Morning  Herald  —  to  graduate 
assistantship  in  journalism  at 
Penn  State  University. 

*  *  . 

Dick  Cords,  Watertown 
(S.  D.)  Public  Opinion — opened 
an  advertising  agency.  Water- 
town. 

*  *  * 

Dick  Rainbolt,  formerly  with 
the  Racine  (Wis.)  Journal- 
Times — to  the  Associated  Press 
Fargo,  S.  D.,  bureau. 

*  ♦  * 

E.  V.  W.  (Eddie)  Jones,  for 
the  past  three  years  in  air  lines 
public  relations  —  to  Miami 
(Fla.)  Herald  staff.  For  many 
years  he  was  state  editor  of  the 
Associated  Press. 

*  *  * 

•John  Rozier,  special  feature 
editor  in  charge  of  the  women’s 
department  of  the  Atlanta 
(Ga.)  Constitution  —  appointed 
director  of  the  News  Bureau  at 
Emory  University.  He  is  a  past 
owner  and  publisher  of  the 
Wrightsville  (Ga.)  Headlight. 

*  ^  * 

Harvey  Shapiro — sports  edi¬ 
tor  of  Grand  Junction  (Colo.) 
Sun  to  Colorado  Springs  Free 
Press  as  sports  writer. 

*  «  * 

Anthony  J.  Di  Rollo — from 
Scolaro,  Meeker  &  Scott  repre¬ 
sentative  firm  to  advertising 
sales  staff  of  American  Medical 
Association  News  in  New  York 
City. 

*  *  * 

.Tack  Cahill,  Vancouver 
(B.C.)  Sun  reporter — a  sterling 
silver  cigaret  box  from  the  Van¬ 
couver  Real  Estate  Board  in 
recognition  of  his  expose  of  a 
construction  firm’s  fraudulent 
mortgage  deals. 

«  *  * 

Ira  Brwk — from  the  Toledo 
(Ohio)  Blade  to  general  assign¬ 
ments  on  the  Pensacola  (Fla.) 
News.  Charles  Reese — from 
general  assignments  on  the  Pen¬ 
sacola  Journal  to  the  U.  S. 
Army. 

♦  ♦  ♦ 

Gene  Dunifon,  Fremont  (0.) 
News-M essenger — elected  presi¬ 
dent  of  the  Ohio  Newspaper 
Classified  Clinic,  succeeding 
Jerry  McLaughlin,  Toledo 
Blade. 
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EDITOR — Alice  M.  Price,  a  re¬ 
porter  and  food  editor  for  three 
years,  has  been  appointed  women's 
page  editor  of  the  Baltimore 
(K4d.)  Evening  Sun,  succeeding 
h4iss  Patricia  Meid,  who  has  re¬ 
turned  to  Vassar  College  for  study, 
hdrs.  Price  worked  for  the  Salis¬ 
bury  (Md.)  Times  before  joining 
the  Sun  staff. 

William  Cruickshank,  Nor¬ 
wich  (Conn.)  Bulletin — elected 
president  of  the  Connecticut 
Sjsorts  Writers  Association. 

*  *  V 

“Persh”  Roiirer,  sisorts  edi¬ 
tor  of  the  Ravenna-Kent  (Ohio) 
Record-Courier  for  seven  years 
— to  the  spoi’ts  desk  of  the 
Indianapolis  (Ind.)  Times. 

*  *  * 

Jim  CoRRiBiiL,  editorial  writer 
for  the  Boulder  (Colo.)  Daily 
Camera — elected  state  chaiiman 
of  the  Colorado  As.sociated  Press 
members. 

*  *  » 

Albert  E.  Cain,  foi  mer  editor 
of  the  Business  &  Indu.strial 
Review  of  the  Atlanta  (Ga.) 
Journal  and  Constitution  —  to 
Commercial  &  Financial  Con¬ 
sultants,  Inc.,  as  vicepresident. 

*  »  * 

Charles  C.  Sutton  has  joined 
the  city  staff  of  the  Portland 
(Me.)  Press  Herald,  from  the 
Kennebec  Journal  (Augusta, 
Me.)  where  he  was  a  feature 
writer. 

*  *  ♦ 

William  D.  Birke,  publi.sher 

of  the  Huntington  (W.  Va.) 
Herald-Dispatch — elected  jnesi- 
dent  of  Huntington  Publishing 
Co.  as  Walker  Long,  publisher 
of  the  Huntington  Advertiser, 
becomes  chairman  of  the  hoard. 
Mrs.  Edward  H.  Long,  vice- 
president  and  treasurer;  Lawh- 
ENCE  H.  Rogers,  secretary. 
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Lowry  Retires 
As  Turf  Writer 


Casey  to  Observe 
British  Eleetion 

Minneapolis 

Dr.  Ralph  Casey,  director- 
emeritus  of  the  University  of 
Minnesota  school  of  journalism, 
left  Sept.  15  with  his  wife  for  a 
trip  abroad. 

The  trip  was  made  possible  by 
former  students,  faculty  col- 
leajrues  and  friends  who  honored 
him  last  year  on  his  retirement 
after  28  years  as  joumalism 
school  director.  At  that  time 
they  piesented  Dr.  Casey  with 
a  check  for  $5,000. 

They  first  will  visit  England 
where  Dr.  Casey  will  observe 
political  paity  propaganda  be¬ 
fore  and  during  the  British 
election. 

«  *  * 

GUS.SIE  Buchanan  Branch, 
woman’s  editor,  Bryan,  (Tex.) 
Daily  Eagle  since  1944 — retired. 
Her  successor  is  Nita  Rae  New¬ 
berry  —  from  the  Houston 
(Tex.)  Chronicle.  Virginia  Syp- 
tak,  church  editor — resigned  to 
enter  University  of  Texas.  Her 
.succes.sor  —  The  Rev.  Milton 
Mauiney'.  Added  to  news  staff 
— Ed  Rivers  from  Texas  A&M 
College. 

*  *  * 

Darrell  Maddox,  reporter 
for  the  Roselmrg  (Ore.)  S'ews- 
Review  —  resigned  to  move  to 
Indio,  Calif. 

♦  ♦  ♦ 

David  L.  Kimsey  of  Newport, 
Wash  . — new  advertising  man¬ 
ager  of  the  Enterprise  (Ore.) 
Wallowa  County  Chieftain,  suc¬ 
ceeding  Dwight  Hinshaw,  re¬ 
signed  to  be  advertising  man¬ 
ager  of  the  Pendleton  (Ore.) 
East  Oregonian. 

♦  «  * 

Frank  Pinnock,  since  1956 
news  editor  of  station  KMED, 
A.shland,  Ore. — new  city  editor 
of  the  Ashland  (Ore.)  Tidings. 

»  ♦  ♦ 

Robert  Gaittens  —  resigned 
aftei'  nine  years  with  the  Ore¬ 
gon  City  (Oi'e.)  Enterprise- 
Courier  to  teach  journalism  at 
Oayville,  Ore. 

♦  ♦  ♦ 

I'KANK  Carruth — resigned  as 
classified  advertising  manager 
of  The  Dalles  (Ore.)  Chronicle 
to  enter  other  sales  work.  Re¬ 
placed  by  Leighton  Wood,  for¬ 
merly  with  the  Coeur  d’Alene 
(Idaho)  Pre.ss. 

♦  *  * 

•Allen  Raymond  Peters  Jr., 
assistant  admanager  of  the  Cor- 
vo’lis  (Ore.)  Gazette-Time,  and 
Mis.s  Jean  Henrietta  McLeod  of 
Vancouver,  B.C.— married  re¬ 
cently. 
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Colby  Is  Named 
General  Manager 

New  London,  Conn. 

Oiwin  G.  Andrews  will  retire 
Oct.  2  after  45  years  seiwice 
with  the  New  London  Day,  36 
of  them  as  general  manager. 

At  meetings  Sept.  19,  Mr. 
Andrews  tendered  his  resigna¬ 
tions  as  general  manager,  execu¬ 
tive  vicepresident  and  treasurer 
of  The  Day  Publishing  Co.,  and 
as  a  tnistee  of  The  Day  Trust. 

He  will  be  succeeded  by 
Barnard  L.  Colby  who  was  ap¬ 
pointed  general  manager,  elected 
treasurer  of  the  company,  and 
elected  a  tnistee  of  The  Day 
Trust,  all  effective  Oct.  2.  Mr. 
Colby  will  continue  as  a  direc¬ 
tor  of  the  company  and  will  re¬ 
tain  the  office  of  secretary  he 
has  held  since  1950. 

The  directors  elected  Charles 
R.  Sorter  vicepresident  of  the 
company.  He  will  continue  to 
hold  the  office  of  assistant 
treasurer. 

Mr.  Colby  is  president  of  the 
Connecticut  Daily  Newspapers 
Association  and  secretary  of  the 
New  England  Daily  Newspaper 
•Association.  He  joined  the  Day 
as  a  reporter  in  1933  after  grad¬ 
uation  from  Lafayette  College, 
rose  to  become  city  editor.  Since 
1949  he  has  been  assistant  gen¬ 
eral  manager  and,  since  1950, 
secretary  of  The  Day  Publish¬ 
ing  Co.  and  of  The  Day  Trust. 

Mr.  Andrews  joined  the  Day 
as  an  advertising  solicitor  in 
March,  1914.  He  was  promoted 
to  business  manager  in  1917  and 
named  general  manager  in  1923. 
He  became  a  trustee  of  The  Day 
Trust  when  the  trust  was 
created  by  the  will  of  Theodore 
Bodenwein,  owner  of  the  Day 
from  1891  until  1939.  He  was 
elected  executive  vicepresident 
and  treasurer  in  1950.  He  will 
remain  as  a  company  director. 

Mr.  Andrews  is  a  past  presi¬ 
dent  of  the  New  England  Daily 
Newspaper  Association.  During 
World  War  2  he  was  a  member 
of  the  National  Newspaper  In¬ 
dustry  Advisory  (Committee  of 
the  War  Production  Board. 
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Los  Angeles 
Paul  Lowry,  veteran  Los  An¬ 
geles  Times  turf  handicapper, 
filed  his  last  story  from  Del  Mar 
Sept.  12,  the  day  the  newspaper 
announced  his  retirement. 

Mr.  Lowry,  69,  had  been  a 
Timesman  since  1910  and  was 
the  last  remaining  employee  who 
survived  the  disastrous  bombing 
of  the  Times  Building  that  year. 
He  had  been  employed  continu¬ 
ously  by  the  Times  for  45  years 
and  was  the  Times’  turf  w’riter 
since  horse  racing  was  legalized 
in  California  in  1934.  His  long 
career  also  included  service  as 
automobile  editor  and  sporfs  edi¬ 
tor. 

His  spot  was  filled  by  Bion 
Abbott,  foiTnerly  Times  tennis 
writer,  who  has  been  under- 
.studying  Mr.  Lowi*y  for  a  year. 
Mr.  Low'ry’s  selections,  however, 
will  continue  to  appear. 

Mr.  Lowry  had  130  winners  at 
Hollywood  Park’s  1959  season, 
which  ended  in  July.  His  best 
(lay  was  Aug.  17,  1950,  at  Del 
Mar  when  he  tabbed  the  win¬ 
ners  of  all  eight  races. 

♦  *  4i 

William  L.  Bladine,  foi-mer 
managing  editor  of  the  Mc¬ 
Minnville  (Ore.)  News-Register 
— now  a  reporter  with  the  W/w- 
ter  Park  (Fla.)  Sun-Herald. 

*  *  * 

George  Gilbody,  former  Bos¬ 
ton  and  Miami  newsman  — 
named  sports  editor  of  Miami 
Beach  (Fla.)  Sun,  succeeding 
Al  Schneiderman — moved  to 
California.  Mr.  Gilbody  has  been 
on  the  Sun  staff  several  years. 

•  •  ♦ 

James  Beizer,  formerly  a  re¬ 
porter  for  the  Syracuse  (N.  Y.) 
Herald- Journal  and  a  public  re¬ 
lations  executive — to  editorial 
staff  on  Arthur  C.  Croft  Publi¬ 
cations,  a  division  of  Vision, 
Inc.,  New  London,  Conn. 

«  «  * 

Stanley  Ross,  editor  and  as¬ 
sociate  publisher  of  El  Piario 
de  Nueva  York  appointed  vice- 
president  in  charge  of  the  Span¬ 
ish  language  division  of  the 
People  to  People  Program. 

*  *  * 

A.  Edward  Heins  Jr.,  pro¬ 
moted  to  manager  of  the  Den¬ 
ver  bureau  of  United  Press 
International,  succeeding  Dan 
Byrne  —  to  Central  Division 
staff  of  regional  representatives, 

•  ♦  ♦ 

Willard  Fisher  promoted 
from  assistant  manager  to  man- 
(Continued  on  page  72) 
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ager  of  retail  advertising  for  the 
News-Journal  Company,  Wil¬ 
mington,  Del.,  succeeding  Wil¬ 
liam  J.  Biack,  who  retired  Ap¬ 
ril  1  and  died  June  25. 

* 

John  O’Connell  back  at  his 
desk  as  assistant  spoils  editor 
of  the  Jackson  (Mich.)  Citizen 
Patriot  following  his  marriage, 
Aug.  22,  to  Irene  Podlo. 

*  ♦ 

Dean  O’Brien,  of  the  Jack- 
son  (Mich.)  Citizen  Patriot  rep- 
ortorial  staff — to  the  University 
of  Wisconsin  to  complete  w'ork 
on  his  PhD. 

if  if.  i(. 

Curtis  K.  Stadtfeld,  a  1957 
gi’aduate  of  the  Michigan  State 
University  School  of  Journal¬ 
ism,  on  the  staff  of  the  Jackson 
(Mich.)  Citizen  Patriot.  He  pre¬ 
viously  had  worked  for  the 
Mining  Journal  at  Marquette, 
Mich.,  and  the  Michigan  State 
University  Information  Serv¬ 
ices. 

*  *  * 

Shirijjy  Henin  and  Glen 
Gardinier  have  become  re¬ 
porters  for  the  Buffalo  (N.  Y.) 
Evening  Xews. 

*  *  * 

Bennett  Phillips  —  ap¬ 
pointed  sports  editor  of  the 
Thomasville  (N.  C.)  Daily 

Times. 

♦  *  * 

Mrs.  Patsy  Jo  Faught  — 
school  reporter,  Dallas  (Tex.) 
Morning  News  —  resigned  to 
study  and  teach  at  North  Texas 
State  College,  Denton. 

*  if  iK 

Oliver  Hailey  —  Dallas 
(Tex.)  Morning  News  reporter 
— resigned  to  enroll  for  study 
at  Yale  University. 

4:  4c 

Sidney  Griffin  Singer  — 
news  editor,  Arlington  (Tex.) 
Citizen- Journal — to  the  Dallcut 
Morning  News  as  city  staff  re¬ 
porter. 

*  *  * 

Dick  Nafsinger — new'  man¬ 
aging  editor  of  the  Albany 
(Ore.)  Democrat-Herald,  suc¬ 
ceeding  Dave  Averill,  resigned 
to  assume  ow'nership  of  the 
Kitsap  County  Herald,  Poulsbo, 
Wash.  George  Scott,  former 

sports  editor  of  Idaho  Falls 
(la.)  Post-Register — sports  edi¬ 
tor  of  Democrat-Herald. 

*  *  * 

Jack  Stevenson,  Associated 
Press — to  president.  Northern 
California  Football  Writers  As¬ 
sociation,  succeeding  Walter 
Gamage,  Palo  Alto  (Calif.) 

Times. 


Koehl  Glover 


Editors  Are  Given 
New  Assignments 

Dayton,  Ohio 

Herbert  Koehl,  managing  edi¬ 
tor  for  11  years,  has  been  named 
associate  editor  of  tbe  Dayton 
Daily  Netcs  in  charge  of  the 
editorial  page. 

Charles  E.  Glover,  who  was 
made  assistant  managing  editor 
a  year  ago,  as.sumes  the  post  of 
managing  editor.  Editor  James 
E.  Fain  announced. 

Mr.  Koehl  is  a  veteran  of  34 
years  with  the  Daily  News.  He 
was  city  editor  nine  years  prior 
to  becoming  managing  editor  in 
1948. 

Mr.  Glover,  a  fonner  reporter 
w'ith  the  Dayton  Journal  Herald, 
joined  the  News  editorial  staff 
in  1951. 

• 

On  Buffalo  Hunt 

Toronto 

Alan  Dawson,  outdoor  editor 
of  the  Toronto  Globe  &  Mail, 
is  taking  pai’t  in  the  first  Buffalo 
hunt  in  Canada  since  1893,  when 
buffalo  hunting  w'as  prohibited. 
Now'  buffalo  are  so  numerous 
again  in  northern  Canada,  that 
the  Canadian  government  has 
issued  180  licenses  to  sportsmen. 
Mr.  Daw'son  will  not  only  be  a 
buffalo  hunter  but  report  on  the 
hunt  and  take  photos. 

4c  4c  4c 

Ted  Hallock,  formerly  with 
the  Portland  Oregon  Journal’s 
radio  station,  KPOJ,  and  more 
recently  state  coordinator  for 
Oregon’s  Centennial  commission 
— -opened  offices  as  a  public  re¬ 
lations  consultant  at  Portland. 

♦  *  * 

Lyle  Downing,  state  news 
editor  for  tbe  Boise  (Idaho) 
Daily  Statesman  until  becoming 
assistant  press  relations  direc¬ 
tor  for  the  Oregon  Centennial 
Exposition  last  year  —  now'  an 
associate  with  Goodrich  & 
Snyder  Public  Relations,  Port¬ 
land,  Ore. 

♦  ♦  * 

Arthur  D.  Haw'kins,  for  14 
years  a  reporter  for  the  Port¬ 
land  (Me.)  Press  Herald  and 
Evening  Express  named  farm 
editor  for  those  two  papers  and 
Portland  Sunday  Telegram.  He 
operates  a  sizeable  spare-time 
farm  in  Pow'nal,  Maine. 


Miles  Describes 
Mach  2’  Flight 

Los  Angeles 

Marvin  Miles,  space-aviation 
editor,  described  a  flight  twice 
the  speed  of  sound  to  Los  An¬ 
geles  Times  readers  in  editions 
of  Sept.  8. 

Mr.  Miles,  first  aviation  w'riter 
to  fly  faster  than  the  speed  of 
sound  and  higher  than  10  miles, 
made  the  “Mach  2”  flight  in  a 
Convair  F-106B  Delta  Dart, 
riding  with  Maj.  Frank  Forsyth, 
U.  S.  Air  Force  chief  of  flight 
test  at  Convair’s  Palmdale  fa¬ 
cility. 

The  plane  achieved  Mach  2 
flying  at  43,000  ft.  over  the 
California  desert.  Waiting  in 
the  thin  air  to  photograph  the 
flight  was  Times  photographer 
Lan-y  Sharkey,  flying  with 
USAF  Capt.  Ed  Jones  in  a  TF- 
102  jet. 

Mr.  Miles’  story  of  the  flight 
explained  the  hazards  faced 
daily  by  super.sonic  pilots. 

Mrs.  Ailshie  Leaves 
Stoek  to  Manager 

Boise,  Idaho 

The  w'ill  of  Margaret  Cobb 
Ailshie,  for  many  years  owner 
and  publisher  of  the  Idaho  Daily 
Statesman,  bequeathed  the  bulk 
of  the  preferred  stock  of  the 
newspaper  to  the  Margaret  Cobb 
Ailshie  Trust  to  assist  charit¬ 
able,  religious  and  e<lucational 
agencies. 

All  common  stock,  subordin¬ 
ate  to  the  preferred  stock,  w'as 
left  to  James  L.  Brow'n,  w'ho  has 
been  general  manager  since 
1940. 

Mrs.  Ailshie,  76,  died  Aug.  26. 
She  inherited  the  paper  from 
her  father,  Calvin  Cobb,  who 
bought  it  in  1889  and  published 
it  until  his  death  in  1928. 

• 

Ink  Fellowship 
Open  at  Lehigh 

Bethlehem,  Pa. 

Sun  Chemical  Corporation  has 
established  a  graduate  fellow¬ 
ship  at  Lehigh  University  for 
the  support  of  a  student  major¬ 
ing  in  chemistry  and  partici¬ 
pating  in  research  on  printing 
inks. 

The  fellow'ship  provides  for  an 
annual  grant  of  $3,000 — $1800 
to  the  fellow  and  $1,200  to  cover 
tuition  and  expenses.  The  fellow¬ 
ship  agreement  provides  that 
preference  be  given  to  sons  or 
daughters  of  Sun  Chemical  em¬ 
ployees,  but  that  the  University 
is  to  select  the  recipients  on  the 
basis  of  high  qualifications  and 
promise  for  advanced  .study. 
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Cobb  Paper 
To  Be  Run 
By  Trustees 

Morganton,  N.  C. 

The  will  of  Miss  Beatrice 
Cobb  sets  up  a  perpetual  trust 
embracing  the  bulk  of  her 
estate  and  providing  for  con¬ 
tinuation  of  the  Morganton 
News-Herald,  which  she  pub¬ 
lished  for  43  years. 

Provisions  of  the  will  were 
disclosed  after  a  meeting  of  her 
executors  and  trustees,  but  the 
size  of  the  estate  has  not  been 
detei'mined. 

Her  estate  includes  the  con¬ 
trolling  stock  of  the  News-  j 
Herald;  the  Valdese  News,  a  ] 
weekly  newspaper  she  founded; 
real  estate;  stocks  and  savings. 

The  bulk  of  the  estate— after 
several  cash  bequests  and  pro¬ 
visions  for  a  monthly  income 
for  her  two  sisters  and  her  cook- 
housekeeper — W'ill  be  placed  in 
a  trust  knowm  as  the  Beatrice 
Cobb  Foundation  and  the  annual 
income  distributed  to  a  variety 
of  charitable,  educational  and 
religious  causes. 

Fifteen  per  cent  of  the  income 
will  go  each  to  the  Journalism 
Foundation  of  the  University  of 
North  Carolina  and  the  First 
Methodist  Church  of  Morganton, 
of  which  she  was  a  member.  The 
Children’s  Home  at  Lexington 
W'ill  get  10  per  cent. 

Miss  Cobb  died  Sept.  11  of 
leukemia. 

She  namecl  three  old  friends 
as  excutors  and  trustees — U.  S. 
Sen.  Sam  Ervin;  E.  A.  Resch  of 
Siler  City,  a  publisher  and 
former  president  of  the  North 
Carolina  Press  Association 
which  she  served  for  37  years 
as  secretary-treasurer;  and  Ben 
S.  Whisnant,  a  Morganton 
banker. 

The  trustees  said  J.  D.  Pitts 
and  Stanley  Moore  will  continue 
as  general  manager  and  editor, 
respectively. 

• 

In  University  Job 

Washington 

A  former  New  York  City  and 
Washington  newsman  and  one¬ 
time  White  House  aide  has  been 
appointed  director  of  the  George¬ 
town  University  News  Service. 
James  V.  FitzGerald  is  .-iwitch- 
ing  from  editorial  duties  at 
George  Washington  University. 
He  was  a  reporter  and  copy  edi¬ 
tor  on  the  New  York  World, 
city  editor  of  the  Washington  ^ 
Post,  a  newsreel  editor  and  sp^ 
cial  writer  for  the  North  .Ameri¬ 
can  Newspaper  Alliance. 
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The  Boston  Herald-Traveler,  for  32 
years  the  leader  in  Boston  linage  (na¬ 
tional,  retail,  total),  began  printing 
ROP  full  color  on  September  I,  1959. 

Thus,  the  selling  power  of  color  com¬ 
bines  with  the  purchasing  power  of 
Herald-Traveler  readers  to  give  you 
the  best  advertising  buy  in  New 
England. 

The  Boston  University  Study  of 
Boston  newspaper  readers  showed  the 
Herald-Traveler  to  be  the  favorite 
paper  of  the  middle  and  upper  income 
groups  (“The  Upper  Two-Third.s”), 
who  buy  more  of  everything. 

Not  only  do  you  get  more  circulation 
than  with  any  other  standard-sized 
Boston  newspaper;  you  also  get  the 
most  of  the  biggest  buying  power  — 
plus  ROP  color  to  turn  it  into  sales. 

Make  reservations  now  to  get  the 
best  in  Boston.  Ask  our  rep  or  write  for 
rates. 
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Wittenberg 
Honors  Cox 
And  Editors 


Springfield,  Ohio 

When  Wittenberg  College  be¬ 
came  Wittenberg  University  at 
ceremonies  Sept.  1,  Dr.  W. 
Emerson  Reck  presented  an  hon¬ 
orary  degree  of  Doctor  of  Laws 
to  James  M.  Cox  Jr.,  head  of 
the  Cox  newspaper  and  broad¬ 
casting  empire. 

In  conferring  the  degree.  Dr. 
Stoughton  said  of  Mr.  Cox; 

“Newspapers,  radio,  television 
— these  are  the  vital  instru¬ 
ments  of  communication  and  in¬ 
terpretation  that  have  long  been 
a  major  inteiest  of  your  life  and 
work.  These  are  tremendous  in¬ 
struments  of  power.  Sometimes 
they  have  been  tragically  prosti¬ 
tuted  and  our  nation  has  suf¬ 
fered.  More  often  they  have 
been  used  wisely  and  construc¬ 
tively  and  with  sensitivity  to 
the  trust  they  impo.se  upon  any 
owner. 

“It  is  because  you,  as  your 
father  before  you,  have  always 
used  these  instilments  and  this 
power  for  public  good  and  for 
public  enlightenment  that  Wit¬ 
tenberg  honors  you  this  day.  For 
you  they  have  been  the  means 
for  the  creation  of  civic  pride 
and  the  urging  of  civic  progress, 
for  denunciation  of  evil  and 
sloth  and  indifference  in  civic 
leadership,  for  praise  of  the 
right  and  the  good  in  communi¬ 
ties.  Always  you  have  sought 
to  have  citizens  look  up  and  see 
larger  good  and  higher  heights 
of  excellence  ahead. 

“We  honor  you,  too,  becau.se 
you  are  not  only  a  citizen  of 
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these  other  proven  linage 
building  services; 

•  Metre  Oepattment  Store  Service 
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Miami,  Atlanta,  Dayton,  but  be¬ 
cause  you  belong  to  us,  to 
Springfield.  You  are  one  of  our 
first  and  most  interested  citi¬ 
zens,  respected,  admired,  and 
held  in  warm  affection. 

Vi'arm  PYiend 

“Manager  and  owner  of  news¬ 
papers,  television,  radio;  execu¬ 
tive  of  a  flourishing  communica¬ 
tions  industry;  strong-hearted 
community  leader,  fighter  for 
the  good  and  right,  citizen  of 
many  cities  and  a  concern  for 
a'l,  warm  friend  of  this  univer¬ 
sity.” 

It  was  41  years  ago  that  his 
father,  the  late  Gov.  James  M. 
Cox,  was  similarly  honored  here. 

Bert  A.  Teeters,  managing 
editor  of  the  Springfield  Daily 
Me7vs  and  San,  and  Maynard 
Kniskern,  editor  of  the  Sun, 
were  presented  Community 
I..eadership  Awards. 

The  awards  consisted  of  me¬ 
dallions  containing  the  Witten¬ 
berg  seal  on  the  face  and  the 
recipients’  names  on  the  backs. 
Each  man  also  received  a  cita¬ 
tion  framed  in  red  leather. 

• 

More  Delicacy  in  AeIs 
On  Air  Is  Advised 

Washington 

Radio  and  television  station 
operators  have  been  warned  by 
the  National  Association  of 
Broadcasters  that  they  must  ex¬ 
ercise  more  delicacy  with  com¬ 
mercials  advertising  “sensitive 
products”  and  “personal  prod¬ 
ucts,”  or  they  will  suffer  public 
censure. 

Anticipating  that  the  distinc¬ 
tion  between  the  two  categories 
may  not  be  clear,  NAB  sub¬ 
mitted  these  definitions: 

“Sensitive  products”:  laxa¬ 
tives,  deodorants,  depilatories, 
toilet  tissue,  corn  and  callous 
removers,  cold  and  head  reme¬ 
dies,  and  foundation  garments. 

“Personal  products”  intimate¬ 
ly  personal  products  which  are 
generally  regarded  as  unsuitable 
conversational  topics  in  mixed 
social  groups. 


AROUND  THE  CLOCK 


Byrnes  Merge 
2  N.Y.  Weeklies 

Gowanda,  N.  Y. 

The  merger  of  two  weeklies 
and  purchase  of  a  controlling 
interest  in  a  publication  fii'm 
has  been  announced  by  Mr.  and 
Mrs.  Edward  M.  Byrne,  of 
Jamestown,  N.  Y. 

The  husband  and  wife  team 
have  purchased  the  Gowanda 
NewH  and  the  Tri-County  Ad¬ 
vertiser  from  the  Clark  Publi¬ 
cations,  and  a  controlling  inter¬ 
est  in  the  Geer  Publications, 
Inc.,  owner  of  the  Gowanda 
News. 

Beginning  Sept.  24,  the  week¬ 
lies  will  become  one  newspaper, 
the  Gowanda  News  and  Ob- 
sei-ver. 

Mr.  Byme  comes  from  a  news¬ 
paper  family.  His  father,  Ed¬ 
ward  J.  Byrne,  is  publisher  of 
the  Jamestou'n  Sun  and  the 
Colorado  Springs  (Colo.)  Free 
Press.  His  grandfather,  Mark 
Bell,  publishes  a  weekly  news¬ 
paper,  the  Ladysmith  News,  at 
Ladysmith,  Wis.,  and  his  uncle, 
Donald  Campbell,  is  business 
manager  of  the  Ladysmith, 
News  and  his  brother-in-law, 
Stan  White,  is  a  reportei'-pho- 
tographer  for  the  Columbia 
Basin  News,  Pasco,  Wash. 

The  young  Mr.  Byrne,  who 
has  had  six  years  experience  in 
the  newspaper  field,  both  edi¬ 
torial  and  cii'culation,  at  the 
Jamestown  Sun,  is  a  graduate 
of  the  College  of  Law,  Syracuse 
University. 

His  wife,  Dorothy,  editor-in- 
chief  of  the  new  weekly  publi¬ 
cation,  is  a  cum  laude  graduate 
of  the  School  of  Journalism  and 
College  of  Liberal  Arts,  Syra¬ 
cuse  University.  She  foi'merly 
was  a  reporter  with  the  Geneva 
(N.  Y.)  Times. 


Mrs.  Hawks  Wins 
Life-Saving  Award 

Minneapolis 
Mrs.  Stanley  Hawks,  wife  of 
the  vicepresident  of  the  Minne¬ 
apolis  Star-Tribune,  has  won 
the  American  Red  Cross  certifi¬ 
cate  of  merit  for  saving  the  life 
of  7-year-old  John  O’Connor. 

The  youth  and  a  companion 
had  climbed  a  fence  and  went 
swimming  in  the  Hawks’  private 
pool  without  knowledge  of  the 
family.  John  hurt  himself  and 
sank  to  the  bottom  of  the  pool. 

His  companion  ran  to  Mrs. 
Hawks  inside  the  house  for  help 
and  she  dived  in  the  water  and 
pulled  out  the  unconscious  boy. 
She  administered  artificial  res¬ 
piration  she  leaiTied  in  a  first 
aid  course. 


Zone  Section 
Adds  Edition 
On  Thursday 

Los  Angeles 

The  second  of  the  Los  .4  ngeleii 
Times’  seven  zone  sections  is 
scheduled  to  begin  twice-weekly 
publication  Oct.  1.  At  the  same 
time,  the  section  will  begin  pub¬ 
lishing  classified  advertising. 

The  San  Gabriel  Valley  sec¬ 
tion  will  join  the  Orange  County 
edition  in  Thursday  operations 
on  that  date.  All  seven  zone 
sections  will  continue  Sunday 
editions. 

Three  months  of  successful 
operation  in  Orange  County  dic¬ 
tated  the  move  into  the  sub¬ 
urban  San  Gabriel  Valley,  re¬ 
ported  Fenton  Palmer,  manager 
of  zone  retail  advertising. 

Zone  Editor  Hayden  Reese 
added  three  men  to  bring  the 
editorial  staff  to  40  and  as¬ 
signed  eight  to  San  Gabriel 
Valley.  Jack  Undei-wood,  assist¬ 
ant  classified  advertising  man¬ 
ager,  reported  the  hiring  of  five 
persons  and  creation  of  six  new 
sales  territories  in  the  zone.  Mr. 
Palmer  created  an  administra¬ 
tive  job  in  the  San  Gabriel  office 
to  relieve  salesmen  of  office 
chores. 

The  first  issue  was  pro- 
gi'ammed  for  up  to  32  pages, 
including  about  30,000  lines  of 
classified  advertising.  After  that, 
the  Thursday  section  is  expected 
to  scale  down  to  12  or  16  pages 
with  15,000  classified  lines. 

The  midweek  section  will  be 
delivered  or  sold  to  88,000  sub¬ 
scribers  in  the  eastern  area. 

News  deadlines  roughly  equiv¬ 
alent  to  those  of  the  Thursday 
Times  bulldog  assure  that  the 
midweek  section  will  carry  more 
fresh  news  than  any  of  the 
Sunday  sections,  Mr.  Ree.se  said- 

The  Thursday  Orange  County 
section,  he  added,  has  already 
demonstrated  its  ability  to  pub¬ 
lish  exclusive  stories  and  fast¬ 
breaking  news  in  comiietition 
with  community  newspapers 
that  have  larger  staffs. 

The  Sunday  sections,  he  said, 
will  continue  to  publish  mostly 
features  and  news  of  upcoming 
events,  while  the  midwrek  sec¬ 
tions  will  cai'i'y  most  of  the  spot 
news. 

Advertiser  acceptance  of  the 
new  section  has  already  made 
itself  apparent,  Mr.  Palmer  said. 
In  Orange  County,  The  Times 
tapped  two  new  revenue  sources 
— Thursday  advertisers  who 
would  use  the  Sunday  tdition 
and  Sunday  advertisers  who  now 
advertise  twice  a  week. 
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pioneering  a  new  concept  in  the  nse  of  newspaper  advertising 


WhyC-l-D? 

National  advertisers  hove  long  asked  the  newspaper  industry 
for  an  incentive  for  more  frequent  use  of  newspoper  spoce.  C-l-D 
offers  such  on  incentive.  C-l-D  makes  available  to  advertisers  a 
frequency-volume  discount  compatible  with  that  of  other  medio 
and  unique  in  the  newspaper  industry. 

What  Is  C-l-D? 

C-l-D  is  o  plan  developed  by  The  Courier-Journal  and  The  Louis¬ 
ville  Times  to  moke  CONTINUITY  in  newspaper  advertising  more 
attractive  and  efficient.  It  offers  discounts  to  advertisers  vvho  by 
frequent  use  of  newspaper  space  gain  increased  advertising 
impact. 

CONTINUITY,  it  is  agreed,  is  o  key  element  in  achieving  maximum 
odvertising  effectiveness.  C-l-D  encourages  advertisers  to  think 
in  terms  of  newspaper  advertising  "campaigns"  instead  of  news¬ 
paper  advertising  "insertions." 

How  C-l-D  Works 

An  advertiser  determines  in  advance  (and  signs  a  contract  agree¬ 
ment  for)  the  minimum  linage  he  will  use  during  o  given  period 
and  the  frequency  with  which  it  will  be  used.  The  greater  the 
linage  and  frequency  commitment,  the  higher  the  discount.  For 
use  of  space  in  addition  to  minimum  linage  and  frequency  com¬ 
mitments,  the  advertiser  earns  a  higher  rote  of  discount. 

For  example,  on  advertiser  running  o  total  of  1,000  lines  weekly 
would  save  over  $5,600  o  year.  An  advertiser  running  300  total 
lines  o  week  would  save  over  $1,400  o  year. 


C-l-D  Benefits 

NO  HIDDEN  COSTS 

These  newspapers  believe  so  firmly  in  the  principle  of  CONTIN¬ 
UITY  in  advertising  that  they  are  assuming  the  entire  cost  of  the 
C-l-D  Plan.  There  is  no  increase  in  rotes.  C-l-D  discounts  apply 
to  the  existing  rote  cord  which  was  established  January  1,  1959. 

FLEXIBILITY 

Your  C-l-D  Plan  con  be  based  on  a  13,  26,  39,  or  52  week  cycle. 

Space  units  con  vary  in  size  from  insertion  to  insertion.  (300  lines 
minimum  total  per  week).  Advertiser  has  option  to  select  The 
Courier-Journal,  The  Louisville  Times  or  The  Sunday  Courier- 
Journal,  or  any  combination  thereof  and  can  change  from  week 
to  week. 

Allows  hiatus.  Requires  advertising  during  only  12  weeks  within 
13,  24  within  26,  36  within  39,  or  48  within  52. 

mows  MULTI-PRODUCT  HDVERTISING 

Multiple  products  of  the  some  advertiser  may  be  combined  for 
discount  purposes  if  they  ore  controlled  by  the  advertiser  through 
ownership. 

C-l-D  advertising  may  be  placed  through  multiple  agencies,  if 
desired. 

RATE  GUARANTEE 

Rates  are  guaranteed  for  the  term  of  the  contract,  plus  one  13- 
week  extension,  not  to  exceed  52  weeks. 


Represented  Nationally  by 
THE  BRANHAM  COMPANY 
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IPI  Class 
Says  Science 
News  Lacking 

Paris 

News  of  scientific  develop¬ 
ments  is  important,  yet  present 
newspaper  coverage  of  science 
is  extremely  inadequate,  in  spite 
of  headlines  given  to  the  atom 
bomb,  Sputniks,  Luniks,  satel¬ 
lites  and  missiles. 

This  was  emphasized  at  the 
Seminar  on  Science  Writing 
here,  September  14-16,  spon¬ 
sored  by  the  International  Press 
Institute  and  attended  by  44 
science  writers  from  12  nations, 
including  the  United  States. 
They  suggested  a  number  of 
possible  remedies.  These  included 
promotion  of  greater  interest 
among  editors  and  “sub-editors” 
in  science  stories,  training  of 
more  reporters  to  specialize  in 
science  writing,  improved  uses 
of  scientific  infonnation,  and 
more  careful  handling  of  read¬ 
able  stories,  to  gain  greater  co¬ 
operation  from  scientists  in  pro¬ 
viding  information. 


Maurice  Goldsmith,  director. 
Science  Information  Service, 
London,  said  “the  science  writer 
is  not  being  immodest  when  he 
considers  himself  the  prototype 
of  the  journalist  of  the  future. 
This  is  because  of  the  import¬ 
ance  of  science  in  the  news.” 

.Scientific  Knowledge 

He  admitted  one  of  the  dif¬ 
ficulties  confronting  a  newspaper 
man  who  tries  to  cover  science 
adequately  is  the  enormous 
amount  of  current  scientific 
knowledge,  which  is  growing  in 
rapidly  increasing  volume.  He 
estimated  scientific  knowledge 
doubles  in  volume  “every  10  to 
15  years,”  that  it  has  increased 
about  100-fold  in  a  century,  and 
that  it  has  increased  since  the 
time  of  (Sir  Isaac)  Newton  hy 
a  factor  .something  like  one  mil¬ 
lion.” 

To  make  science  stories  more 
acceptable  to  newspaper  editors, 
Mr.  Goldsmith  believed  “the 
science  writer  must,  above  all, 
be  a  joui-nalist — a  newspaper 
man  in  instinct  and  training.” 
Nevertheless,  “he  must  also 
know  science  and  know  a  great 
deal  more  than  he  puts  on 
paper.” 

Several  of  those  attending  the 
seminar  presented  indications  of 


a  growing  interest  in  improving 
coverage  of  scientific  stories. 

Robert  Salmon,  France-Soir, 
Paris,  said  several  newspapers 
in  France  were  planning  to  give 
greater  consideration  of  science 
as  news,  chiefly  as  the  result  of 
the  Institute’s  activities. 

Special  mention  was  made  of 
the  current  activities  of  the 
National  Association  of  Science 
Writers  in  the  United  States, 
designed  to  encourage  an  in¬ 
creased  interest  in  scientific 
joumalism. 

Serve  as  ‘Ciadets’ 

Jon  Powis,  London  represen¬ 
tative  of  the  Sydney,  Australia, 
Morning  Herald,  said  young 
Australian  repoilers,  interested 
in  preparing  for  careers  in  sci¬ 
ence  writing,  seiwe  as  “cadets” 
on  newspapers  while  taking  spe¬ 
cial  training  in  science  at  uni¬ 
versities  after  working  hours. 

The  seminar  was  conducted 
by  E.  J.  B.  Rose,  London,  direc¬ 
tor  of  the  Institute,  and  L.  F. 
Tijmstra,  Zurich,  Switzerland, 
deputy  directoi*. 

James  To  OAI 

Alden  James,  formerly  execu¬ 
tive  vicepresident  and  diiector 
of  advertising  of  This  Week 


magazine,  has  been  elected 
senior  vicepresident  and  direc¬ 
tor  of  sales  of  Outdoor  Adver¬ 
tising,  Inc. 

• 

23  Reporters  Turn 
Aetors  In  a  Movie 

Twenty-three  top  press,  radio 
and  television  correspondents 
from  the  Chicago,  Milwaukee, 
Detroit  area  are  cast  in  Perl- 
berg-Seaton’s  “The  Rat  Race” 
and  appeared  in  sequences  of 
the  picture  with  Tony  Curtis 
when  shooting  began  Sept.  23 
at  the  Greyhound  Bus  Terminal. 

Correspondents  in  “The  Rat 
Race”  include  Irv  Kupcinet,  Chi- 
cago  Sun-Times;  Sam  Lesner 
and  Tony  Weitzel,  Chicago  Daily 
Xeu's;  Herb  Lyon  and  George 
Daugherty,  Chicago  Tribune; 
Bill  Cari-oll,  Chicago  American; 
Buck  Heraog  and  A1  Elewitz, 
Milwaukee  Sentinel;  Larry 
Lawrence  and  Gordon  Hecker, 
Milwaukee  Journal;  Arnold 
Hirsch,  Detroit  Times;  Sig  Sak- 
owicz,  Chicago  Polish  corre¬ 
spondent;  Joe  E.ssler,  Film 
Daily;  Rita  Boyd,  This  Week; 
Don  Gold,  Playboy  magazine; 
Don  Gormley,  Chicago  Daily 
News  magazine  editor;  C.  L. 
Essler,  Independent  Film  Daily, 
and  Henry  Markbreit,  Where. 


Battleground  of  the  fight  for  a  free  press 


The  first  issue  of  John  Peter  Zenger’s 
New-York  Weekly  Journal  was  pro¬ 
duced  in  Zenger’s  small  print  shop  in 
lower  Manhattan  on  November  5, 
1733. 

This  reproduction,  at  the  Zenger  Me¬ 
morial,  commemorates  his  historic 
fight  for  a  free  press  ...  a  struggle 
that  resulted  in  his  imprisonment, 

EDI 


trial  and  acquittal  on  charges  of  sedi¬ 
tious  libel. 

The  Zenger  Memorial  is  open  daily, 
Monday  through  Friday,  10  A.  M.- 
4  P.  M.,  closed  Sundays  and  holidays. 
Admission  is  free.  Entrance:  Old 
Sub-Treasury  Building,  15  Pine 
Street,  corner  of  Nassau.  Take  any 
subway  to  Wall  Street  station. 
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In  Rochester,  N. Y 

In  Rochester,  the  rapid  and  continuing 
increase  in  the  use  of  color  by  a  grow¬ 
ing  list  of  important  national  and  retail 
advertisers  is  proof  positive  that  the 
Rochester  Times-Union  and  Democrat 
&  Chronicle  produce  color  at  its  result¬ 
getting  best. 

Try  color  In  Rochester  for  YOUR  product. 
You’ll  get  terrific  sales-producing  impact 
in  the  rich  8-county  market  area  with 
its  more  than  %  million  ABC  city  zone. 


Almost  Every  Family  in  Metropolitan  Rochester  Buys  and 
Reads  One  or  Both  of  these  Two  Great  Newspapers 

Rochester  Times-Union 

EVENING 

Bmorntf 


MORNING  AND  SUNDAY 


Members:  The  Gannett  Group  of  Newspapers 


Represented  by  Gannett  Advertising  Sales,  Inc. 

w  York,  fhilofolpliia,  Hartford,  Syrocuso,  Chicago,  DotroH,  Sas  Froocisco 


FULL 
COLOR 

8  Months  ’59  vs  ’58 


iTOR  &  PUBLISHER  for  September  26,  1959 


i4ews 

R.O.P 


,  o«  * 


ASK  THE  MAN  FROM  MORRILL 

for  your  copy  of  the  all  new 

ROP  COLOR  BOOK 


Here's  an  entirely  new  concept  in  fast,  accurate  news¬ 
paper  ink  selection.  Open  the  new  Morrill  ROP  color 
book  and  instantly  you  see  all  12  base  colors  and  60 
blends.  Turn  to  any  of  the  blends  and  you  can  see  the 
formulation  you  need  to  produce  the  shade  exactly.  This 
exceptional  variety  of  bright  new  Morrill  ROP  colors 
makes  matchimi  and  contrasting  easy— at  a  glance. 


Morrill’s  nation-wide  network  of  color-matching  and 
delivery  service  assures  you  of  receiving  the  precise  col¬ 
ors  you  need  to  meet  your  schedule  no  matter  where  you 
arc  located.  In  addition,  Morrill  offers  the  convenience 
and  technical  assistance  of  the  Morrill  Blending  Systems 
Ask  the  man  from  Morrill  for  your  copy  of  the  all 
new  ROP  COLOR  BOOK  or  contact  Morrill  direct. 


Geo*  H*  Morrill  Company 

A  Division  of 

Sun  Chemical  Corporation 

750  Third  Avenue,  New  York  17,  N.  Y. 


BRANCHES:  Chicago  *  Cleveland  *  Detroit  *  Ft.  Worth 
Greensboro,  N.  C.  *  long  Island  City  '  los  Angeles  *  Norwood, 
Mass.  *  Orlando,  Fla.  *  Philadelphia  ’  Portland,  Ore.  *  San 
Francisco  ‘  Seattle 
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Scripps  Tells 
Of ‘Consumer 
Sovereignty’ 

Indianapolis 

“Soverei^ty  of  the  consumer” 
which  privileges  him  to  accept 
or  reject  advertising  claims,  is 
one  of  the  most  necessai'y  ele¬ 
ments  of  a  free  and  competitive 
economy,  according  to  Charles 
E.  Scripps,  chairman  of  the 
board  of  the  Scripps-Howard 
Newspapers. 

Speaking  before  the  Indian¬ 
apolis  Advertising  Club,  Mr. 
Scripps  urged  the  members  to 
fight  back  at  those  critics  of 
advertising  who  have  brought 
the  tenns  “Madison  Avenue,” 
“huckster”  or  “pramoter”  into 
popular  usage  and  in  such  a 
way  as  to  suggest  “something 
shady”  in  present  day  adver¬ 
tising. 

'Beginning  To  Wonder’ 

“I  am  beginning  to  wonder,” 
Mr.  Scripps  said,  “whether  ig¬ 
noring  the  criticism  may  be  a 
serious  mistake.  Why  should 
we,  who  are  in  the  business  of 
public  relations,  sit  back  and  let 
ourselves  be  smeared  and  not 
act  in  our  own  behalf? 

“And,  most  importantly,  we 
have  in  this  country  a  free  econ¬ 
omy  based  on  mass  production 
and  mass  consumption.  I  don’t 
know  how  you  can  maintain 
mass  production  and  mass  con¬ 
sumption  without  linking  the 
two  through  mass  marketing.” 

(iontrol  Is  Alternative 

Mr.  Scripps  continued:  “There 
can  l)e  no  mass  marketing  with¬ 
out  the  necessary  communica¬ 
tions  of  advertising.  How  can 
advertising  do  its  necessary  work 
well  if  the  public  is  taught  to 
look  on  it  with  disrespect  and 
suspicion? 

‘T  don’t  believe  there  is  any 
middle  ground.  Either  we  en¬ 
joy  a  free  and  competitive  econ¬ 
omy  in  which  the  consumer  is 
sovereign;  in  which  he  can  ac¬ 
cept  or  reject  advertising  claims; 
in  which  he  can  purchase  a 
brand  of  his  choice;  in  which 
he  can  detennine  for  himself 
what  his  own  satisfactions  may 
be  and  select  from  a  wide  variety 
of  merchandise  the  things  he 
likes  or  ■wants  .  .  ,  or,  the  altern¬ 
ative  is  controlled  production 
and  even  controlled  consump¬ 
tion." 

In  .America,  Mr.  Scripps  said, 
the  con.sumer  is  sovereign  in  the 
choices  of  styles  and  brands  and 
models  of  merchandise,  and 
hone.'t  advertising  helps  him 
niake  those  selections. 


4  Dallas  Netrs  Staffers 
Have  Netc  Books  Out 

Dallas,  Tex. 

Four  Dallas  Morning  News 
staffers  are  represented  on  the 
October  new  book  lists. 

Frank  X.  Tolbert,  columnist, 
has  written  “The  Day  of  San 
Jacinto,”  the  hour-long  battle 
in  1836  that  won  Texas’  Inde¬ 
pendence  from  Mexico.  McGraw- 
Hill  is  publisher. 

Book  editor  Allen  Maxwell 
and  book  critic  Lon  Tinkle  have 
edited  “The  Cowboy  Reader,” 
a  collection  of  stories  by  famous 
writers  on  the  West  from  Theo¬ 
dore  Roosevelt  to  Fred  Gipson. 
(Longmans,  Green.) 

Editorial  writer  Wayne  Gard, 
himself  the  author  of  five  West¬ 
ern  books,  has  added  “The  Great 
Buffalo  Hunt,”  (Alfred  A. 
Knopf),  an  account  of  the 
slaughter  that  reduced  the  vast 
herds  almost  to  extinction. 


News  Sources 
New  Editor’s 
Welcome  Gift 

Muskegon,  Mich. 

Industrial  leaders  here  gave 
Robert  C.  Herrick  something 
new  in  the  way  of  a  welcome 
when  he  took  over  the  reins  as 
editor  of  the  Muskegon  Chron¬ 
icle. 

Mr.  Herrick  was  invited  to  a 
meeting  of  the  executive  com¬ 
mittee  of  the  Muskegon  Manu¬ 
facturers  Association  where  the 
directors  presented  him  with 
some  information  that  should 
prove  valuable  during  his  first 
months  on  the  job.  Each  direc¬ 
tor  in  a  two-minute  talk  outlined 
his  company’s  background,  the 
products  manufactured  and  the 
finn’s  place  in  the  Muskegon 


business  picture. 

Mr.  Herrick  then  was  given  a 
list  of  executives  of  each  of  the 
companies  belonging  to  the  as¬ 
sociation,  their  responsibilities 
and,  both  the  office  and  home 
telephone  numbers  of  persons 
who  could  be  called  for  infor¬ 
mation  in  cases  of  emergency  or 
at  times  when  the  usual  lines  of 
communication  between  the  com¬ 
panies  and  the  newspaper  were 
not  open. 

Mr.  Herrick  also  was  prom¬ 
ised  the  co-operation  of  each  of 
the  executives  in  obtaining  ac¬ 
cess  to  news  stories  and  fea¬ 
tures  involving  their  companies. 

In  thanking  the  committee, 
Herrick  said  it  was  the  first 
time  in  his  newspaper  career 
that  he  has  received  such  a  sin¬ 
cere  and  “useful”  welcome  to 
a  community.  Mr.  Herrick  came 
to  the  Chronicle  in  July  from 
the  Flint,  (Mich.)  Journal.  Both 
are  Booth  newspapers. 
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Ads  in  Roanoke  Newspapers  show 

HEALTHY  GAINS  because  they 
produce  RESULTS! 

■  „  .-t  ■«« 

Comments  like 

these  prove  the 

/  ... 

power  of  Spot 

Color  ads  in 
the  Roanoke 

Newspapers: 

-  T. 

100%  95%  65% 

Coverage  in  Coverage  in  61  Coverage  in 

Roanoke  City  principal  cities  16-county  pri- 

and  towns  mary  market 


Nearly  Vi  Billion  Dollar  Harkot 
Over  350,000  people  are 
reached  daily  by  The  Roanoke 
Times  and  The  Roanoke  World-News 


Roanok«  i$  a  Burgoyne  Test  City  with  Spot  Color 


The  Doily  Newspaper  Is  The  Total  Soiling  AAedium 


This 

brochure  gives  the  facts 
obout  Roonoke's  big  excep¬ 
tion  to  the  rule  of  market 
selection  by  metropolitan 
area  populotion. 


f 


Roanoke  Newspapers  Mean  Business  in  Virginia 


editor 
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Political  Cartoons  Abroad:  An  Observation 


By  Jim  Ivey 

(.artuonist,  St.  Petersburg  (Fia.)  Times 

For  two  decades  critics — both  is  gone — except  for  a  few  men 
foreign  and  domestic — have  com-  who  use  it  for  textural  effect. 


(When  a  “powerful”  or  poetic 
comment  is  called  for,  a  possible 
substitute  for  the  crayon-work 
found  in  the  U.  S.  is  Illing¬ 
worth’s  scratchboard  cartoons. 
His  “scraperboard”  (the  British 
term  drawings  are  w’orks  of  art 
— eye-catching  and  forceful.  But 


mented  on  the  backward  state  of  Men  like  Chiappelli  (^me)  drawings  are  works  of  art 

American  political  cartooning.  Flora  (L>ie  Zeit,  Hamburg),  Tim  _pve-catchinB- and  forceful  But 
“  .  the  monstrous  quantity  (Paris),  Abu  Ironimus  (Vien-  mingworth  is  perhaps  the 

of  bad  cai-twnmg  that  afflicts  na).  Grove  (Pans)  and  Rosado  draftsman  in  the  field  to- 

the  country,”  Gerald  Johnson  in  (Madrid)  have  very  modern  v 
“The  Lines  Are  Drawn.”  styles. 

“American  editorial  page  car-  Chiappelli  (II  Tempo  and  Too  Serious 

tooning  is  simply  terrible!”  L’Espresso)  and  Maccari  (II 

Ron^d  Searle  (Pi/nc/i;  wfflile  in  JWoJ  are  Italian  modern  art-  y  g  ^arWing  re- 

"the 111?  political  car-  l^imTrfte 

toon  has  become  just  one  of  the  the  sam^whether  it’s  ‘art’  or  ^L^d  alfJveiTuropr" 
fillers  in  the  newspapers,”  Rollin  political  cartoons,”  Chiappelli  •  France  feel  American 

Kirby  in  A,»erican  Mercury,  told  me. 


“The  Lines  Are  Drawn.” 

“American  editorial  page  car¬ 
tooning  is  simply  terrible!” 


Too  Serious 

“Why  hasn’t  the  high  quality 


tooning  in  the  U.  S. 

.Similarity  in  Styles 

“The  styles  all  seem  the  same,” 
many  told  me. 

“The  American  cartoonist 
seems  to  put  down  the  first  idea 
that  comes  to  him — the  most 
obvious  cliche.”  F.  Behrendt 
(Amsterdam) 

“The  cartoon  should  be  on  the 
same  level  as  the  editorials.  You 
Americans  don’t  act  like  you’re 
talking  to  children  in  your  edi¬ 
torial  columns,  do  you?”  Hicks 
(Hamburg) 

“Why  has  America  produced 
great  social  cartooning  and  such 
poor  political  cartooning?”  Vicky 
(London) 

“It’s  Mid-19th  Century!”  Op- 
land  (Amsterdam) 

“So  many  American  political 
cartoons  are  simply  statements 
of  fact.”  Abu  (London) 

“What  strikes  me  is  a  lack 
of  simplicity  and  a  cei*tain  kind  , 
of  morality  —  school-teacher¬ 
like.”  Party  (Koeln) 

“.  .  .  possibly  a  little  old- 
fashioned — too  patternlike,  too 
many  verbal  notes  and  symbolic 
figures.”  Kari  (Helsinki) 

These  were  intended  as  ob¬ 
jective  criticisms. 

The  most  obvious  difference 
is  style. 

“Many  U.  S.  cartoons  look  like 
old  1900  comic  strip  styles.  Why 
no  change  in  sixty  years?”  Op- 
land  asked. 

Modem  Art 

Modem  Styles  are  found  all 
over  Europe.  The  grease  crayon 


influenced  by  Indian  flat  mural 


not  considered. 


Italian  papers. 


fleet  stre:iet 


...........  w.v.  pouiicai  cai toons,  v^niappeiii  “We  in  F'ranee  feel  American 

N-Lv/mbl’;. 

Noticing  the  advanced  state  p"£d‘''if7X-a“'^r using  Sc“«rst™ngly“‘th^^ 

?a^DH^%o?ri^d"pof  tL^c'hT ^e  humor.  You  are  allegorical, 

I  appl,^  for  and  got  the  chance  chiappelli  executes  this  cartoon  we  are  satirical.”  Lap  (Paris) 

Reid^Fiiim^^n'^^*  ^  color— “as  I  feel  it.”  He  uses  Humor  is  the  main  ingiedient 

f  •  a.  a  wide  variety  of  techniques  in  jn  most  of  the  European  car- 
European  political  cartoonists  L’Espresso  cartoons-mul-  toons.  The  U.  S.  “statement-of- 

ca^oAhrstatr  textures,  water  color,  sepia,  fact”  cartoon  and  the  so-calle<l 

tnin^L^ntlt  ii  white.  Scratches,  stipple-work.  “powerful”  cartoon  are  found 


Abu’s  drawing  style  shows  in  England  infrequently.  You’ll 
his  background;  he  says  he’s  also  see  them  in  some  of  the 


cartoonists’ 


styles  in  which  dimensions  are  w'ork  and  in  a  few  German  and 


On  this  subject.  Low’  has 
w’ritten:  “Nonnally  the  ‘power¬ 
ful’  cartoonist  of  the  newspaper 
reflects  a  studied  accord  with 
the  common  view;  and  in  selec¬ 
tion  of  analogies  and  parallels 
is  careful  to  remain  within  the 
experience  and  intelligence  of 
the  simpleminded.  .  .  .  always 
w’ith  the  highest  regal’d  for  ‘go^ 
manners’  and  an  absence  of  ‘bad 
taste’,  in  the  common  intei-preta- 
tion  of  those  tei’ms  .  ,  .  there  are 
many  successful  ‘powerful’  car¬ 
toonists  ...  it  is  counted  to  them 
as  their  cardinal  merit  that  they 
so  ably  ‘reflect  the  national  feel¬ 
ing.’  ‘National  feeling’  is  some¬ 
times  egregiously  wrong  .  .  . 
Caricature  must  be  the  critic  of 
the  social  system,  not  its  serv¬ 
ant.” 

The  French  think  we  are  too 
serious,  as  Lap  said.  They  dish 
up  humor  even  on  very  serious 
subjects.  “We  do  it  with  a  smile. 
It  is  better,  I  think — and  more 
effective.  What  we  are  saying  is 
strong,  under  the  layer  of 
laughter,”  Lap  added. 

Abu  said,  “Humor  is  the  best 
weapon.  It  softens  your  oppon- 

(Covthiued  on  page  82) 


IMPRESSIONS  of  some  of  Europe's  foremost  political  cartoonists,  by  Jim  Ivey,  left  to  right:  Williams,  Abv 
Illingworth,  Emmwood,  Eccles,  Cummings,  Vicky  and  Low. 
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2,000  written  messages— on  a  wisp  of  air 


The  first  microwave  system  for  written  commu¬ 
nications  was  engineered  and  constructed  by 
Western  Union.  Carrying  2,000  messages  simul¬ 
taneously  over  one  high-frequency  carrier  wave, 
this  system  instantaneously  links  major  cities 
into  an  electronic  network  of  communications. 


This  is  one  outstanding  example  of  how  Western 
Union,  pioneering  in  electronic  communications, 
adds  new  dimensions  of  speed  to  the  written 
message.  For  American  business,  it  means  the 
sureness  of  the  written  record  carried  at  the 
speed  of  light  ...  on  a  wisp  of  air. 
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Political  Cartoon 

{Continued  from  page  80) 

ent  and  makes  him  easier  to 
convert.” 

Isabels  Ofl'end 

“The  Frenchman  would  feel 
insulted  with  all  your  labels,” 
Effel  told  me  in  Paris. 

“The  Caricature  should  be 
recognizable — a  name  should  be 
unnecessary.”  Demetriades 
(Athens). 

He  may  spend  12  hours  in 
drawing  a  single  cartoon  with 
many  caricatures.  (“I  want  the 


colunm  —  a  very  effective  dis¬ 
play! 

FREEDOM  to  express  their 
own  views — freedom  from  slav¬ 
ishly  following  the  paper’s  policy 
— is  the  fairly  common  lot  of 
European  political  cartoonists. 
Vicky,  F.  Behrendt,  Flora,  Sen- 
nep,  Kari  and  Effel,  among 
others,  have  virtual  carte 
blanche. 

Abu,  an  Indian  who  made  it 
to  Fleet  Street,  said,  “A  car¬ 
toonist  must  be  a  man  of  integ¬ 
rity.  A  good  cartoonist  could  not 
draw  contrary  to  his  owm  view¬ 
point.”  Abu  considers  himself 
to  the  left  of  the  London  Ob- 


sketches  every  morning.  From 
this  batch,  the  editors  pick  the 
one  to  i-un  the  next  day.  Their 
idea  seems  to  be  that  comi>eti- 
tion  will  urge  the  men  to  pro¬ 
duce  good  work — but  I  can  vouch 
for  the  fact  that  these  men  don’t 
find  this  a  good  system  for  pro¬ 
ducing  creative  work.  Illing¬ 
worth,  a  gieat  veteran,  holds 
himself  aloof  from  this  set-up, 
sending  his  roughs  down  by 
messenger. 

A  caidoon  is  a  signed  state¬ 
ment  of  belief  and  opinion  to 
Vicky,  He  cannot  understand  a 
caidoonist  who  simply  illustrates 
ideas  passed  on  to  him  regard- 


French  and  Gennan  papeis  run 
them  in  this  spot.  (There  are 
exceptions.  For  example.  Mala 
(Stockholm)  cartoons  an'  run 
l  egularly  on  the  edit  pagi ,  but 
his  cartoons  on  significant  Swed¬ 
ish  events  ran  on  page  one.) 

Two  interesting  types  of  car¬ 
toon  are  found  in  England. 

The  Pocket  Cartoon  (seen  also 
in  Holland  and  Germany)  is  a 
one-column  Page  one  cartoon 
which  is  a  timely,  witty  com¬ 
ment,  as  timely  as  the  news  sur¬ 
rounding  it. 

The  Joke  Cartoon — using  jw- 
litical  events  as  an  excuse  for 
a  gag,  rather  than  making  a 
comment,  or  taking  a  stand,  on 
an  issue — alteraates  with  the 


expression  just  right.”) 

Emmwood  said,  “If  a  man 
needs  to  be  identified,  his  name 
should  be  placed  only  where  it 
would  nonnally  be — on  his  brief¬ 
case,  his  suitcase,  or  perhaps 
initials  on  his  shirt.” 

They  also  wonder  why  symbols 
are  used  instead  of  caricatures 
of  political  figures.  Why,  for 
instance,  an  Uncle  Sam  or  a 
figure  labeled  ‘Administration’ 
instead  of  the  man  who  makes 
the  policy — who  IS  the  Adminis¬ 
tration? 

“Why  the  use  of  old,  out  of 
date  sjTnbols?  Uncle  Sam  is 
gone,  as  our  John  Bull  is  gone. 
They  are  figures  out  of  the 
past,”  David  Low  told  me. 

Low,  Vicky  and  Sennep  create 
new  symbols  as  needed — imagin¬ 
ative,  witty  and  effective  sym¬ 
bols. 

“Those  old  symbols — elephant 
and  donkey.  Statue  of  Liberty, 
the  globe  —  English  readers 
wouldn’t  accept  them!”  Vicky 
said. 

(Our  Rollin  Kirby  rejected 
the  animal  symbols  in  favor  of 
people.  His  GOP,  for  instance, 
was  a  fat,  pompous  type.) 

Not  So  Frequent 

Less  Exposure — A  caidoonist’s 
work  appears  only  three  or  four 
times  a  week  in  their  news¬ 
papers  —  with  exceptions,  espe¬ 
cially  in  Italy  and  France.  “The 
editors  figure  this  is  enough  ex¬ 
posure,”  Cummings  said  in 
London.  Also  it  doe.sn’t  force  the 
cartooni.st  to  use  weak  ideas  on 
the  “off-days”  to  fill  the  gap. 

Varying  the  Size  of  the  car¬ 
toon  to  fit  the  idea — instead  of 
squeezing  the  design  into  a  set 
space — makes  for  effective  car- 
twns  in  England  (notably  the 
Daily  Mail  and  the  Daily  Ex¬ 
press  cartoons),  France  and 
Gennany. 

(Yardley  and  Ba.stian  often 
do  the  same  here  in  the  U.  S.) 

Some  ideas  natuially  call  for 
a  horizontal,  vertical — or  even  a 
square — layout.  Boost  (Amster¬ 
dam)  runs  his  Saturday  car¬ 
toon  down  the  full  depth  of  one 
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Grove,  Ferjac  and  Lap  of  Le  Canard  Enchaine,  as  sketched  by  Jim  Ivey 
in  Europe. 


servers  iwlicy,  but  if  he  can 
ju.stify  a  cartoon  statement,  his 
paper  will  ran  it. 

Abu  prefers  the  advice  of  a 
wise  editor  as  a  checkpoint.  He 
has  a  voice  in  the  forming  of 
Ob.seiwer  policy. 

With  few  exceptions,  Euro¬ 
peans  produce  their  own  ideas. 
A  few  submit  rough  sketches; 
many  of  the  men  listed  above 
submit  only  the  finished  product. 

The  Spanish,  Portuguese  and 
Turkish  cartoonists  operate  un¬ 
der  strict  government  censor- 
.ship. 

Submit  Sketches 

A  unique  situation  is  found 
at  the  London  Daily  Mail.  For 
several  years  the  3  cartoonists 
have  submitted  their  rough 


less  of  whether  it  fits  his  views 
or  not.  “By-lined  columnists  arc 
given  freedom  to  state  their 
opinions?,  why  not  cartoonists  in 
America?”,  he  asked. 

In  Europe  you  don’t  find  car¬ 
toons  that  merely  illustrate  edi¬ 
torials. 

Color  is  u.sed  mostly  in  the 
satirical  magazines  in  Europe. 
All  Greek  cartoons  are  printed 
on  page  one  in  garish  coloi’. 
Demetriades,  the  top  Greek  car¬ 
toonist,  doesn’t  care  for  this 
color.  “This  color  is  used  to  gain 
attention  for  the  papers  on  the 
new.sstand,”  he  said. 

Pag*'  One 

As  in  Greece,  Page  One  Car¬ 
toons  are  a  common  sight  all 
over  Europe.  Most  Italian, 
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political  caidoon. 

Fuiill  l.ie^  willi  Keaderw 

WHY  the  decline  of  the  .\mer- 
ican  cartoon?  Here  are  a  few 
suggested  reasons  from  Euro- 
l»eans: 

Jean  Effel:  “To  be  ])erfectly 
candid,  I  don’t  believe  the  aver¬ 
age  American  is  as  intelligent— 
or  as  cultured — as  the  average 
European.” 

Demetriades:  “Praple  here 
are  very  interested  in  irolitics— 
even  down  to  the  porter.  They 
all  say,  ‘If  I  were  in  so  and  so’s 
jrlace  .  .  .’  “Peihafis  Americans 
are  not  .so  interested  in  politics.” 

Abu  wondered  if  political  in¬ 
terest  isn’t  diffused  in  local  af¬ 
fairs,  the  U.  S.  being  such  a 
large,  fliversified  country. 

Ijow:  “You  Americans  have 
your  own  special  audience  which 
calls  for  your  own  special  type 
of  cartoon.” 

Baer:  “In  America  you  have 
known  less  war  than  here  in 
Eui-ope.  The  unrest  hero  is  a 
l>etter  base  from  which  satire 
can  grow.” 

Illingworth  suggests  that  i)0- 
litical  cartooning  is  dying  oveiy- 
where.  With  fewer  paitisan 
papers  and  with  huge  circulation 
l>apers  trying  to  please  everyone, 
stmng,  gutty  political  cartoon¬ 
ing  is  getting  scarcer  all  the 
time. 

IbB  in  Fiiro|K' 

Thei-e  are  160  political  car- 
t(M)nists  in  Western  Europe  ac¬ 
cording  to  my  count.  In  most 
countries  they  are  founil  in  the 
largest  city.  There  are  no  pro¬ 
vincial  cartoonists  becau.se.  when 
they  do  tura  up,  they  are 
.snapped  up  by  the  city  pub¬ 
lishers. 

This  holds  true  for  every  coun¬ 
try  except  Germany  where  the 
cartoonists  are  spread  all  over 
the  map.  Gennany  has  the  great¬ 
est  number  of  cartoonists:  75.  In 
comparison,  France  has  2b, 
Holland  5,  Italy  18,  England  13. 
Hicks  told  me  that  German  car- 
tooni.sts  get  more  inonev  for 
{Continued  on  page  Sll 
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it  wasn*!  anything  special 


Let’s  just  say  it  was  a  }?ood  day’s  work 


With  the  good  art  and  mats  the  373  progressive 
newspapers  who  run  4-color  ROP  advertising  are 
getting  from  increasingly  newspaper-color  con¬ 
scious  agencies  and  advertisers,  what  is  surpris¬ 
ing  is  that  E  &  P’s  judges  were  able  to  pick  seven 
l)rizewinners,  at  all. 


We  know.  We  had  a  tough  enough  time,  just  try¬ 
ing  to  pick  two  dozen  tearsheets  from  about  1,000 
color  ads  published  in  the  Minneapolis  Star  and 
Tribune  from  June  1958  through  May  this  year. 
It’s  particularly  gratifying,  though,  to  win  a  top 
l)rize  for  a  day-after-day  production  job  like  the 
Pepsi-C^)Ia  (!liristmas  ad  that  appeared  Dec.  22, 
1958,  on  a  combined  daily  press  run  of  more  than 
500,000. 


Or  so  Harold  Costello,  Minneapolis-St.  Paul  Pepsi¬ 
Cola  franchise  bottler  could  tell  you.  This  long¬ 
standing  Kenyon  &  Eckhardt-produced  series  is 
an  important  reason  why  Pepsi  is  the  No.  1  cola 
drink*  in  the  whole  state  of  Minnesota. 


Winning  the  Editor  &  Publisher  award  for  the 
l)est  3  -  color  -  and  -  black  adverti.sement  among 
newspapers  of  more  than  250,000  circulation  is 
really,  we  feel,  a  kind  of  justification  for  all  the 
sweat  that  goes  into  progress. 


More  and  more  “winners”  are  being  produced 
every  day.  And  will  continue  to  bring  smiles  to 
the  faces  of  advertisers,  more  and  more. 


'I'he  Star  and  Tribune  has  l)een  running  color  ex¬ 
tensively  since  1949;  and  the  last  3V->  years,  we’ve 
been  printing  news  color  pictures  daily — some¬ 
times  the  day  the  news  happens — for  a  total  of 
about  1,200  news  color  photos  a  year. 

So,  with  good  art  and  mats  from  knowledgeable 
agencies  and  advertisers,  nickled  plates,  new  care¬ 
fully-tested  color  inks — plus  a  big  chunk  of  daily 
experience — you  can  produce  “winners”  every  day. 

*Accordlnq  to  th#  Continuing  Survty  of  Minnesota 
living's  Minnesota  Homtmakar  Survty  No.  12— I9S9. 
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For  ROP  newspaper  color  has  come  of  age.  And 
we  are  pleased  to  be  part  of  a  creative  newspaper 
industry  that  has  made  this  most  powerful  new 
sales  tool  possible. 

Minneapolis 
Star  and  Tribune 

EVENING  MORNING  &  SUNDAY 

640,000  SUNDAY  •  500,000  DAILY 
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n  I  ^  .  U.S.  Cartoonists^  Opinions  on  Khrushchevas  Visit 

Fotiticat  Cartoon  ^ 

{Continued  from  /xK/e  82)  - ,  I  Mil  iri-ht-rssiLu  i  I 


STWES  P«oc*«£«  fm>» 
FEUNU.ISM  TO  CAPITALliM 
TO  SOCIALISM . 


political  than  Rag-  cartoons.  Or- 
ban  (Hamburg:)  thinks  that  two- 
thirds  of  the.sc  men  will  di.s- 
appear  after  a  time.  “Every 
editor  wants  to  have  a  voice  in 
the  formation  of  the  new  Ger¬ 
man  democracy,”  he  said.  “And 
they  know  the  value  of  car¬ 
toons.” 

Vicky  is  consideretl  the  top 
cartoonist  in  the  world  today.  I 
was  surprised  to  find  our  Her- 
block  was  not  very  well  known 
outside  of  Britain.  Only  one  car¬ 
toonist,  Otto,  a  U.S.l.A.  editor 
in  Vienna,  named  him  as  the 
top  cartoonist.  Low'  is  considered 
“over  the  hill,”  but  old-timer 
Sennep  is  widely  admired  for 
his  ideas. 

Kinuiicial  .Slalie> 

The  average  U.  S.  cartoonist 
is  in  a  much  better  financial 
position  than  most  of  his  Euro¬ 
pean  colleagues — with  the  ex¬ 
ception  of  the  British. 

Fleet  Street  ca  110011  i.sts  are 
a  w'ell  paid  prroup.  The  top  men 
are  so  w'ell  paid  that,  w'hen  taxes 
make  further  raises  ridiculous, 
publishers  woo  them  with  Rolls- 
Royces,  mortpape  payoffs  or 
even  farms. 

But,  outside  of  England,  it’s 
a  different  story.  Except  for  a 
few  top  men,  the  continental 
cartooni.st  mu.st  work  for  several 
papers  or  even  hold  another  job. 

Examples: 

Lap  and  Demetriades  work  for 
four  publications  each. 

Ironimus  is  a  full-time  archi¬ 
tect;  Ferreira  (Lisbon)  works 
for  an  electric  company;  Rosado 
is  graduatin>f  soon  as  an  M.D. ; 

Chiappelli  is  a  journalist;  Otto 
is  an  editor  for  the  U.  S.  In- 
foi*mation  Apjency  and  Boo.st  is 
a  film  critic. 

Fritz  Behrendt  self-syndicates 
his  cai-toons  all  over  Europe. 

(He  and  several  others  a.sked 
“Why  no  pay  w'hen  U.  S.  publi¬ 
cations  reprint  our  cai'toons?”) 

Giam  (Rome)  complained  of 
the  short  life  of  newspapers  in 
Italy.  He  w'as  envious  of  U.  S. 
cartoonists,  many  of  whom,  he 
has  read,  “work  15  or  20  years 
on  one  paper.” 

I  feel  that,  on  the  whole,  Euro¬ 
peans  produce  bi-tter  political 
cartoons  than  we  Americans. 

Modem  styles,  the  accent  on 
humor,  {?ood  caricature,  a  rejec¬ 
tion  of  old  .symbols  and  over¬ 
labeling,  less  expo.su  I'e,  the 
chance  to  vary  the  size  of  the 
cartoons  to  fit  the  i<lea,  and  the 
freedom  to  expre.ss  their  views 
— plus  a  tradition  of  great  car¬ 
tooning  and  a  receptive  audience  get  help  fr 
— this  combination  of  factors  lu'oduce  a  ' 
makes  for  high  quality.  Saturday,  Sc 


00  VOU  EXPECT 
l?0^1A  TO  emerge 

fvoM  FEUDALISM 

MK  KHIUSMCHCV  ? 


'An  Early  Frost" — by  Bill  McClan- 
ahan  in  the  Denver  Post. 


"Conversation  Piece"  —  by  Ray 
Evans  in  the  Columbus  Dispatch. 


Bid  for  Chain 
Curb  Offered 


'  San  Francisco 

■' ^  Resolutions  on  newspaper 

,  •-  I  chains,  a  labor  daily  and  on 

I  printing  unions  were  among 
,  S  proposals  placed  before  the 
I-'-'  AFL-CIO  convention  here  this 

®  week. 

A  request  for  Federal  legisla- 
I  tion  to  “limit  the  size  of  news- 
>  3  I  paper  chains  so  as  to  eliminate 
!  this  dangerous  monopoly”  was 
fi  advanced  by  the  International 
.  TyiJographical  Union.  Petition- 

T.—  1  gj-s  included  Elmer  Brown,  ITU 
by  Scott  president. 

1  Tribune.  Another  ITU  resolution  pro¬ 

posed  the  elimination  of  indus¬ 
trial  unions  “unrelated  to  the 
printing  and  mailing  industry 
/■’TIW  that  have  assumed  juriidiction 
^  ‘  over  various  printing  and  mail- 


"Which  Face  Today?"  —  by  Art 
Sloggatt  in  the  New  York  Mirror. 


printing  and  mail¬ 
ing  processes.” 

Investigation  into  the  ixissi- 
bility  of  publishing  a  labor  daily 
with  up  to  eight  regional  edi¬ 
tions  was  asked  in  another  reso¬ 
lution.  This  declared  “public 
media,  including  press,  radio 
and  television,  are  now  almost 
completely  controlled  by  people 
who  oppose  the  philosophy  and 
basic  objectives  of  the  labor 
movement.” 

This  resolution  fui'ther  advo¬ 
cated  that  upon  the  establish¬ 
ment  of  such  a  paper,  arrange¬ 
ments  should  be  mobilized  to  in¬ 
sure  its  delivery  into  every  home 
of  eveiy  union  member. 


"With  that  tie,  they  won't  notice 
the  pants" — by  Don  Hesse  in  the 
St.  Louis  Globe-Democrat. 


"Out  of  the  Vacuum' 
Parrish  in  the  Chlcag 


-  Please  Send  Paper 

More  photographs  of  family 
Its  own  composing  room  over-  and  more  mail  from  home  topped 
taxed  by  the  heavy  coverage  the  list  of  GI  preferences  for 
given  to  the  Khi-ushchev  visit  Christmas  gifts  in  a  survey  just 
and  a  large  Sunday  paper,  the  completed  by  the  USO  in  its  22 
Times  reproduced  the  Saturday  clubs  overseas.  Following  close 
stock  tables  from  type  set  at  w-ere  requests  for  subscriptions 
the  World-Telegram  &  Sun.  to  home-town  newspapers. 
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CINC//^A//] 


’AI//J/  that  big  advertising  man  they  reported  missing 


Call  off  the  search  ...  If  you're  looking  for  the  best 
way  to  reach  the  solid  market-that-matters  in  the  great  metro¬ 
politan  area  of  Cincinnati,  the  Cincinnati  Enquirer  is  just 
the  ticket.  Solid  reason  why:  solid  Cincinnatians  read  and 
prefer  The  Enquirer  every  day  of  the  week  ...  for  more 
news,  features,  advertising.  Happy  result:  you’re  in  SOLID 
in  Cincinnati  when  you’re  in  the  Cincinnati  Enquirer.  A 
look  Rt  the  new  1959  Top  Ten  Brands  Survey  confirms  it. 
Ask  The  Enquirer’s  Research  Department  to  show  it  to  you 
...  or  call  Moloney,  Regan  &  Schmitt,  Inc. 


Acceptance  Reported 
For  Ad  Discount  Idea 


Cent  inuity-Impact  -  Discount 
(C-I-D),  the  plan  to  encourage 
frequency  in  newspaper  adver¬ 
tising  through  the  broadcast 
cycle  system,  was  off  to  a  good 
start  this  week. 

One  week  after  official  an¬ 
nouncement  (E&P,  Sept.  12), 
newspaper  representatives  were 
told  that  19  advertisers  had 
signed  or  indicated  a  willing¬ 
ness  to  sign  C-I-D  contracts 
with  the  Louisville  (Ky.)  Cour¬ 
ier-Journal  and  Times  and  four 
newspai>ers  had  adopted  the 
same  discount  fomiula. 

The  four  papers  (combina¬ 
tions  in  two  cities)  were  the 
Nashville  (Tenn.)  Banner  and 
Tennessean,  effective  Jan.  1,  and 
the  Erie  (Pa.)  News  and  Times 
effective  Dec.  1.  Both  also  have 
Sunday  papers. 

Two  first  advertisers  an¬ 
nounced  as  signing  weie  the 
Glenmore  Distillers  and  the 
Brown-Forman  Distillers  Corp. 
The  contract  offers  general  ad¬ 
vertisers  frequency  volume  dis¬ 
counts  up  to  IS'^r  for  13,  26, 
39  or  52  week  cycles  of  ad  in¬ 
sertions.  It  became  effective  Sept. 
1. 

Seventeen  other  advertisers 
were  named  off  the  record  at  a 
meeting  of  representatives  Sept. 
19.  Frank  Stapleton,  sales  man¬ 
ager  of  the  Branham  Company, 
representing  the  Louisville  and 
Nashville  newspapers  among 
others,  said  the  names  would 
be  made  public  later. 

Mr.  Stapleton  made  the  Nash¬ 
ville  announcement  at  the  meet¬ 
ing  for  James  H.  Annistead, 
advertising  director  of  the 
Newspaper  Printing  Coi-pora- 
tion. 

Variation  in  Smaller  Market 

As  in  the  Louisville  case,  Mr. 
Armistead’s  statement  called  at¬ 
tention  to  the  fact  that  under 
the  plan  base  rates  are  not  being 
increased,  and  that  “the  plan 
has  for  its  purpose  affording  dis¬ 
counts  for  frequency  and  volume 
similar  to  those  in  force  with 
other  media.” 

“It  is  believed  that  this  plan, 
which  will  peimit  ROP  and  Sun¬ 
day  magazine  advertising  to  be 
combined  and  applied  against 
C-I-D  contracts,  will  afford  an 
opportunity  to  the  Nashville 
newspapere  to  support  the  ever 
increasing  demands  on  the  part 
of  advertisers  for  a  means  of 
constructively  and  economically 
using  newspaper  advertising,” 
Mr.  Annistead’s  statement  con¬ 
cluded. 

W.  Fiske  Lockridge,  assistant 


sales  manager,  the  Katz  Agency 
Inc.,  made  a  similar  announce¬ 
ment  on  behalf  of  the  Erie  com¬ 
bination.  In  this  case  slight  vari¬ 
ations  in  the  Louisville  plan 
were  descinbed  as  called  for  be¬ 
cause  of  the  smaller  market  in¬ 
volved. 

In  Erie,  as  in  Louisville,  dis¬ 
counts  are  figured  on  the  amount 
of  linage  per  week  run  in  a 
specified  number  of  w^eeks  within 
13-week  cycles.  Discounts  range 
up  to  12%  for  1000  lines  a  week 
in  40  or  52  weeks. 

Where  the  Erie  C-I-D  Plan 
differs  mainly  from  Louisville’s 
is  in  the  minimum  requirements 
necessary  to  qualify  for  dis¬ 
counts.  Advertisei*s  in  Erie  must 
run  only  10  weeks  wdthin  13,  20 
within  26,  30  within  39,  and  40 
within  52;  as  compared  to  12 
within  13,  24  within  26,  36  w'ith- 
in  39,  and  48  within  52  in 
Louisville.  Also,  the  basic  week¬ 
ly  requisite  in  Erie  is  100  lines; 
in  Louisville  it  is  300. 

Erie  will  allow  discounts  to 
apply  for  ads  in  its  comics  and 
Sunday  magazine. 

M.  J.  Foulon,  executive  vice- 
president  of  the  Branham  Com¬ 
pany,  and  Warren  Abrams,  na¬ 
tional  advertising  manager  for 
the  Louisville  newspapers,  w'el- 
comed  these  announcements. 

Mr.  Abrams  said  one  general 
objection  raised  by  national  ad¬ 
vertisers  to  the  plan  was  that 
more  new'spapers  were  not 
following  it. 

Mr.  Foulon  said  it  would  be 
ideal  to  have  at  least  100  news¬ 
papers  offering  C-I-D.  Mr. 
Stapleton  predicted  more  than 
20  newspapers  w'ould  adopt  the 
l)lan  with  six  months. 

Mr.  Abrams  was  introduced 
as  a  former  executive  of  the 
Columbia  Broadcasting  System 
who  had  pioneered  the  Davtime 
Twelve-Week  Discount  Plan  for 
TV.  He  had  previously  served 
N.  W.  Ayer  &.  Son. 

Charles  T.  Lipscomb  Jr.,  presi¬ 
dent  of  the  Bureau  of  Adver¬ 
tising.  ANPA,  also  present  at 
the  meeting,  commented  that  the 
fundamental  idea  of  encour¬ 
aging  frequent  use  of  newspaper 
advertising,  was  in  line  with 
the  study  being  undertaken  by 
the  Newsprint  Infoimation  Com¬ 
mittee  with  BoA  support.  The 
committee  of  Canadian  news¬ 
print  manufacturers  has  en¬ 
listed  the  Harvard  Graduate 
School  of  Business  Administra¬ 
tion  to  make  a  study  of  the 
values  inherent  in  frequency 
newspaper  advertising. 

Mr.  Abrams  said  the  Louis¬ 


ville  newspapers  intended  to  in¬ 
vest  $50,000  to  promote  C-I-D 
during  the  first  six  months. 
Newspapers,  he  said,  would  be 
invited  to  use  the  symbol  C-I-D, 
which,  it  was  hop^,  could  be 
used  to  indicate  the  plan  in 
Standard  Rate  and  Data  service 
books. 

The  Louisville  papers  are  al¬ 
lowing  advertisers  to  sign  con¬ 
tracts  up  to  Nov.  1  to  earn  dis¬ 
counts  retroactively. 

When  asked  who  does  the 
bookkeeping,  Mr.  Abrams  said 
the  newspapers  would  maintain 
weekly  records,  but,  as  in  the 
case  of  the  broadcast  media,  the 
responsibility  would  rest  with 
advertisers  and  agencies  to  make 
cei*tain  that  contracts  were  ful¬ 
filled.  Billing  will  be  handled  by 
the  Branham  Company. 

The  intention  is  to  give  adver¬ 
tisers  their  discounts  as  earned, 
Mr.  Abrams  explained.  If  they 
do  not  fulfill  their  contracts  they 
pay  no  more  for  their  adver¬ 
tising.  If  they  fulfill  in  part  they 
earn  discounts  on  what  ever 
part  they  do  fulfill. 

“New  young  executives  in  ad¬ 
vertising  agencies  are  not  yet 
educated  to  frequency  adver¬ 
tising  in  newspapers,”  Mr. 
Stapleton  said.  “On  the  other 
hand,  they  have  been  completely 
convinced  that  one  spot  broad¬ 
cast  is  absolutely  no  good,  and 
l>«iy  many  spots  to  earn  their 
frequency  discounts.” 


Sports  E4litor  Goes 
To  City  Editor  Post 

Dubuque,  la. 

Mitch  Milav'etz,  Dubuque  Tele¬ 
graph-Herald  sports  editor  for 
five  yearo,  has  been  named  city 
editor  to  succeed  Mark  Dahl- 
inger. 

Mr.  Dahlinger,  city  editor  for 
the  past  2t4  years,  has  resigned 
to  join  the  staff  of  Stars  and 
Stripes  in  Darmstadt,  Germany. 

Terry  Bledsoe,  assistant 
sports  editor,  will  be  sports  edi¬ 
tor. 

Mr.  Milavetz  is  a  graduate 
of  the  University  of  Wisconsin. 
He  w'orked  on  the  sports  staffs 
of  the  DeKalh  (Ill.)  Daily 
Chronicle  and  the  Des  Moines 
(la.)  Register  before  joining 
the  Telegraph-Herald. 

• 

10  Color  Ads 

San  Antonio,  Texas 

The  San  Antonio  Light  re¬ 
cently  ran  an  edition  w’hich  car¬ 
ried  10  color  ads.  The  week-day 
edition  had  color  ads  for  Coca- 
Cola,  Cudahy  Packing  Co.,  Geb- 
hardt  Chili  Powder  Co.,  Gladiola 
Flour,  Kraft  Foods,  Lone  Star 
Beer,  Rath  Packing  Co.,  San 
Antonio  Bottlers,  Swift  &  Co., 
and  Western  Auto  Stores. 


Libel  Count 
Withdrawn; 
Filer  Held 

Rochestkr,  Pa. 

Criminal  libel  charges  against 
Ralph  Temples,  managing  edi¬ 
tor  of  the  Beaver  Valley  Times, 
and  the  Pennsylvania  Auditor 
General  and  one  of  his  deputies 
were  withdrawn  Sept.  18,  hours 
before  they  were  to  be  presented 
to  a  grand  jury. 

A  few  hour's  after  the  court 
permitted  withdrawl  of  the 
charges,  the  man  who  filed  them, 
Samuel  G.  Neff,  and  four  others 
were  indicted  on  charges  of  ex¬ 
tortion  and  conspiracy  to  extort 

Mr.  Neff  in  recent  years  has 
served  as  state  senator,  Beaver 
Ckrunty  Democratic  chair'man 
and  manager  of  the  Pennsyl¬ 
vania  Workmen’s  Insurance 
Fund,  a  $12,500  a  year  post  from 
which  he  was  fired  recently. 

He  filed  the  charges  against 
the  three  men  after  the  Auditor 
General  issued  a  55-page  report 
in  June  on  his  department’s  in¬ 
vestigation  of  operations  of  the 
Beaver  County  division  of  the 
Pennsylvania  Department  of 
Highways  during  the  period 
which  began  June  1,  1955  and 
ended  May  31,  1958. 

Mr.  Temples  was  charged 
with  criminal  libel  and  conspir¬ 
acy  to  falsely  accuse  of  a  crime. 

Auditor  General  Charles  C. 
Smith  and  deputy  J.  Alexander 
Jacobs  were  charged  on  the  same 
counts,  plus  one  of  issuing  libel¬ 
ous  statements. 

The  Auditor  General’s  investi¬ 
gation  of  the  division  was  start¬ 
ed  immediately  after  Mr. 
Temples  gave  infoi'mation  about 
reported  irregularities  in  opera¬ 
tions.  Some  was  substantiated; 
some  was  not.  The  Auditor  Gen¬ 
eral’s  report  dealt  mainly  with 
equipment  rentals. 

• 

New  Art  Director 

Detroit 

Verne  Minge,  a  Detroit  com¬ 
mercial  artist  for  17  years,  has 
been  appointed  art  director  in 
the  Detroit  Free  Press  editorial 
department.  For  several  yean 
he  was  a  Detroit  News  staff  car¬ 
toonist. 

• 

III  Promotion  Post 

Elkhart,  Ind. 

Leslie  E.  Fleck  Jr.,  promotion 
manager  and  national  advertis¬ 
ing  manager  of  the  Elkhad 
Truth,  will  become  promotion 
manager  of  Charlotte  Newspa¬ 
pers,  Inc.  Oct.  5. 


EDITOR  at  PUBLISHER  for  September  26,  1959 


86 


COlOR 


Retail  sales  increase  $151,235,000 
in  Oklahoma  in  first  half  of  1959 


Total  Retail  Sales  UP  16.6  Vo 

General  Business  UP  17.9 Vo 

Residential  Building  UP  293.6  Vo 

Manufacturing 

Building  UP  104.4  Vo 

Construction  UP  60.8  Vo 

Food  Sales  UP  16  Vo 

Drug  Sales  UP  12.6Vo 

Furniture  Sales  UP  13.8% 

Building  Material 

Sales  UP  75.2% 

Household  Appliances 

Sales  UP  15.4% 

Motor  Vehicle  Sales  UP  8.3*4* 
Industrial  Production  UP  1  1  *4 
Agricultural 

Production  UP  15.5*4 

*ln  Oklahoma  City,  new  car  sales 
were  up  26.4%  in  this  same  period. 

SOURCE:  Bureau  of  Businots  Rosoarch, 
Univorsily  of  Oklohomo 


months  of  1958. 

The  Daily  Oklahoman  and 
Oklahoma  City  Times  give 
you  growing  coverage  of  this 
fast  -  moving  market  with  a 
daily  combined  circulation 
equal  to  54.1 'c  of  the  house¬ 
holds  in  its  prime  58-county 
marketing  area  where  68''t,  of 
the  state’s  retail  sales  are 
made.  Sunday  circulation  cov¬ 
ers  47.4 '^V  of  the  households 
in  the  same  area. 

To  find  income,  go  where 
income  is.  Get  growth  in  your 
sales  —  with  a  solid  selling 
campaign  in  The  Daily  Okla¬ 
homan  and  Oklahoma  City 
Times. 


Oklahoma  in  1958  was  an 
inland  island  of  prosperity  by 
showing  continual  sales  gains 
while  much  of  the  nation  was 
lagging. 

Now,  on  top  of  last  year’s 
gains,  Oklahoma  again  is  pil¬ 
ing  up  increases  in  1959.  Total 
retail  sales  in  the  state  during 
the  first  six  months  of  the 
year  were  $1,159,506,000,  an 
increase  of  $151,235,000  or 
16.6 over  the  corresponding 
period  of  1958. 

Construction,  too,  is  soaring 
in  Oklahoma,  led  by  resi¬ 
dential  building  nearly  three 
times  as  great  as  the  record- 
breaking  total  for  the  first  six 


Write  for  Oklohomo  Market  Data  book 
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Wall  Street  Journal 
Parallel  Labor’s  Hope 


San  Francisco 

The  labor  press  was  chal¬ 
lenged  to  improve  its  informa¬ 
tion  to  union  members  at  last 
week’s  sessions  here  of  the  In- 
temational  Labor  Press  Asso¬ 
ciation- 

The  need  for  a  more  informed 
membership  is  shown  by  recent 
federal  legislation  and  by  the 
failure  of  all  vmion  members  to 
realize  the  stakes  in  the  steel 
strike,  ILPA  was  told. 

The  specific  responsibility  of 
the  labor  press  is  to  educate  un¬ 
ion  members,  George  Meany, 
AFL  -  CIO  president,  declared. 
He  pledged  funds  to  develop 
further  such  educational  infor¬ 
mation. 

Such  education  is  more  impor¬ 
tant  than  recruitment.  It  also 
is  more  important  than  reports 
devoted  to  matters  wdthin  a  sin¬ 
gle  union,  he  declared  in  a 
luncheon  appearance  before  the 
ILPA. 

1-abor  Dail^  Bid 

Hopes  for  a  national  labor 
daily  also  were  voiced  in  mes¬ 
sages  to  the  delegates  represent¬ 
ing  2,000  registered  union  peri¬ 
odicals.  These  range  from  quar¬ 
terlies  produced  by  local  unions 
to  the  newspapers  of  interna¬ 
tional  unions  with  thousands  of 
members. 

A  national  daily  which  would 
perform  for  labor  the  .sendees 
the  Wall  Street  Juuntal  pro¬ 
vides  for  business  was  envis¬ 
ioned  by  J.  C.  Turner,  president 
of  Washington  (D.  C.)  Central 
Labor  Council. 

A  resolution  on  the  formation 


AUSTRALIA'S 

Expanding  Wealth 
Offers  Opportunities 

Investigate  the  developments 
that  are  taking  place  —  In. 
creased  population,  Industrial 
development,  high  standard 
of  living,  and  the  mounting 
successes  of  over  800  U.  S. 
companies  that  are  operating 
and  have  $500,000,000  invested 
in  Australia. 

To  keep  In  touch  with  marketing. 
odTertiting,  publishing  and  graphic 
arts  in  Australia  read 


msPAPmm 


FaUtshed  /orinifhlf/ 

Annua]  Subscription  to  U.  S.  $8 

It  HaadHoa  St.,  Sydney,  Asstrolia 


of  such  a  newspaper  was  re¬ 
ferred  by  ILPA  to  the  resolu¬ 
tions  committee  of  the  AFL-  ‘ 
CIO. 

The  belief  that  Mr.  Meany’s 
recommendations  toward  keep¬ 
ing  the  members  informed  on 
prevailing  issues  can  be  met  was 
voiced  in  another  resolution  by 
the  ILPA. 

This  declared  that  the  critical 
condition  found  to  exist  by  labor 
is  a  direct  challenge  to  the  na¬ 
tion’s  labor  press.  It  pointed  to 
the  service  performed  by  both 
the  AFL-CIO  News  Service  and 
by  Press  Associates,  Inc.  Harry 
Conn  of  the  independent  labor 
service  announced  a  new  weekly 
service  has  now  been  launched 
by  PAI,  organized  six  years  ago. 

Censorship  Hit 

slap  at  censorship  and  a 
suggestion  for  a  revision  of  edi¬ 
torial  policy  were  combined  in 
a  message  from  the  floor  by 
John  Cooper,  president  of  a  Los 
Angeles  local  for  hotel,  cafe  and 
bar  w'orkers. 

The  labor  press  has  erred  by 
trying  to  defeat  censorship  with 
censorship,  Mr.  Cooper  said.  He 
expressed  doubt  that  labor  can 
prevail  “unless  we  can  involve 
the  rank  and  file  in  membership 
decisions.” 

The  free  exchange  of  ideas  in 
labor  press  columns  is  more  ef¬ 
fective  than  “directiveness,”  Mr. 
Cooper  said.  His  owm  union  en¬ 
gaged  in  frank  self-analysis  and 
developed  a  highly  effective  pro¬ 
gram  for  its  publication,  he  re¬ 
ported. 

One  result  w'as  a  series  of  re¬ 
ports  on  right-to-work  which  be¬ 
gan  when  this  issue  was  in  pub¬ 
lic  favor  as  shown  by  polls,  Mr. 

I  Cooper  said.  The  series  provid¬ 
ed  members  with  information 
which  resulted  in  a  high  vote,  he 
added. 

j  r.ompari<ion  Offered 

“We  all  abhor  censoi’ship  and 
w'e  criticize  the  public  press  be¬ 
cause  it  is  controlled,  yet  the 
best  source  of  information  we 
have  is  the  Wall  Street  Jour¬ 
nal,”  Mr.  Cooper  declared. 

Another  challenge  came  from 
a  guest  speaker,  S.  1.  Hayakawa, 

I  San  Francisco  State  College, 
j  w’ho  included  in  his  report  on 
I  effective  communications  and  se¬ 
mantics  a  question  directed  at 
ILPA.  How  much  control  is 
there  on  the  labor  press,  he 
asked. 

Gordon  Cole,  a  past  president. 


said  he  personally  had  experi-  Mullady  was  reelected  secretary- 
enced  only  one  instance  of  con-  treasurer. 

trol.  That  w'as  in  his  early  labor  In  concurring  with  the  impor- 
editorship.  The  labor  press,  Mr.  tance  of  improved  communica- 
Cole  said,  “can  have  limitless  tions  between  unions,  Mr.  Tur- 
freedom  if  it  recognizes  the  zick  said  ILPA  members  have 
limits.”  the  capacity  to  improve  their 

Even  in  the  face  of  these  chal-  product  and  upgrading  their 
lenges,  the  labor  press  reported  skills.  The  money  will  be  fortii- 


great  progpress  in  varied  fields,  coming,  he  added. 

Its  studies  ranged  to  newspa-  ,,  ,  . 

per  layout  and  to  readership  Deliberate  Untrul  i' 

and  its  panel  reports  included  an  appeal  for  labor  press 

general  news  reporting  as  w’ell  help,  G.  E.  Leighty,  Railway 
as  public  relations.  Labor  Executives’  Association, 

c  g,  r  •  charged  “lack  of  fairness,  bias 


as  public  relations. 

Survey  Shows  Cains 


and  even  deliberate  untruths”  by 


Irwin  Klass,  editor,  Chicago  the  free  press. 

Federation  News,  reported  on  Editorial  writers  have  par- 
the  upgrading  of  the  labor  press  roted  the  claim  that  featherbed- 
as  found  in  a  special  survey,  ding  costs  the  railroads  $500,- 
This  survey  also  showed  ILPA  000,000  yearly  but  this  is  “pure 


editors  themselves  are  well  edu¬ 
cated  and  experienced. 

Of  118  editors,  43  hold  bache¬ 
lor  degrees  and  14  masters  from 


hokum,  dreamt  up  by  the  rail¬ 
roads’  Madison  Avenue  publi¬ 
cists,”  he  claimed. 

“The  truth  is  the  railroads— 


colleges  and  universities,  he  since  they  pay  their  train  serv- 
found.  Two  had  not  gone  be-  ice  employees  no  Sunday  or  holi- 
yond  elementary  school  but  29  day  pay,  night  differentials, 
were  high  school  graduates  and  away  from  home  expenses,  or 
21  others  had  from  one  to  three  other  premium  payments  corn- 


years  of  college. 


mon  today  in  every  other  indus- 


Of  the  group  reported,  77  had  try — actually  save  under  pres- 
worked  in  public  relations,  35  in  ent  work  rules  among  their  op- 
education  and  30  in  research.  He  erating  workers,”  he  stated, 
found  27  entered  labor  press  edi-  The  railroad  propaganda  cam- 
torships  direct  from  newspapers  paign  already  has  cost  “many 
and  13  became  editors  after  hundred  times  whatever  they 
serv'ice  on  labor  paper  staffs.  may  have  unfairly  paid  out  be- 
ILPA  is  now  nearly  a  half-  cause  of  any  alleged  imbalance 
century  old.  Lewis  Herrmann  in  present  work  rules  for  rail 
was  named  chairman  of  a  1961  operating  employees,”  he  d^ 


golden  anniversary  program. 
“Racket  Press”  Hit 


dared. 

Mr.  Leighty  labelled  railway 
labor  as  the  No.  1  target  of  the 
drive  against  featherbedding 
which  he  attributed  to  big  busi- 


Despite  TLPA’s  moves,  a  ^  -I  . 

“racket  press”  continues  to  ex-  attributed  to 

act  heavy  sums  from  advertisers  ’’css. 
who  falsely  believe  they  are  * 

buying  union  protection,  report-  Mr.  K.  Coverf*d 

ed  Bernard  R.  Mullady,  secre-  With  Police  Cards 
tary-treasurer. 

As  a  safeguard  against  un-  Los 

ethical  periodicals,  Mr.  Mullady  The  Los  Angeles  Tin 


As  a  safeguard  against  un-  Los  Angeles 

ethical  periodicals,  Mr.  Mullady  The  Los  Angeles  Times  found 
said  members  should  be  alert  to  coverage  of  Premier  Khrushchev 
report  activities  and  to  suggest  here  quite  smooth  although  only 
checks  against  the  association’s  one  of  its  reporters  was  ac- 
list  of  official  organs.  credited  by  the  State  Depart- 

In  convention  discussions  of  ment. 
advertising,  protests  also  were  Planning  weeks  in  advance, 
voiced  against  the  publication  of  City  editor  C.  L.  Hale  assigned 
copy  placed  by  expelled  unions  Walter  Ames  to  the  city  desk  to 
in  ILPA  papers.  handle  the  story  independent  of 

Reports  included  a  protest  other  local  assignments, 
against  postal  rate  increases.  The  Russian  leader  made 
The  postoffice  department  should  several  changes  of  plans,  bat 
recognize  that  public  service  wherever  he  went,  there  w’as  a 
outweighs  operation  at  a  profit.  Times  crew  either  with  him  or 
declared  Ray  Davidson.  waiting  for  him.  Mr.  Ames  had 

A  resolution  condemning  So-  24  reporters  and  photographers 
viet  Russian  subversion  of  free-  on  the  assignment. 


dom  of  the  press,  particularly  in 
the  labor  press  field,  was  broad- 


The  only  accredited  represen¬ 
tative  was  Robert  T.  Hartmann, 


ened  to  include  all  totalitarian  of  the  Washington  staff. 


attacks  on  the  press  in  an  An  11th  hour  arrangement  be- 
amendment  from  the  floor.  tween  the  Times  city  desk  and 

R.  C.  Howard,  secretary-  Police  Chief  William  H.  Parker 
treasurer.  Labor,  was  elected  enabled  all  local  newsmen  who 
ILPA  president  to  succeed  Peter  carried  police  credentials  to 
E.  Terzick,  The  Carpenter.  Mr.  cover  the  story. 
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Here's  good  trews 

for  77.40^ 

of  America's  readers 


They  and  the  merchants  they  patronize  are  the 
potential  gainers  by  Ortified's  ROP  Blue  Ribbon 
Mat — such  l>eing  the  proportion  of  reaclers  enjoy¬ 
ing  ROP  newspaper  color,  as  shown  by  an  E  &  P 
survey. 


Pleasantly  allured  hy  well  executed  color,  they 
are  repelled  hy  color  areas  that  overlap  or  miss  con¬ 
nections,  through  faulty  register. 

The  lH‘st  planning,  art,  engraving  an<i  press-work 
can  be  defeate<l  if  final  newspaper  casts  are  made 
from  the  ordinary  shrinkage  type  of  mat. 

Avoid  double  stereotyping 

The  Blue  Rihhon  CC  comes  from  the  molder  in 
registere<i  sets  baked  on  the  form.  It  goes  directly 
into  the  newspaper  casting  equipment  for  as  many 
casts  as  may  be  necessary.  This  mat  has  all  the 
well-known,  dependable  Blue  qualities,  motlified  to 
the  needed  durability.  As  many  as  23  casts  have 
i>een  made  without  impairment.  Best  of  all,  it  comes 
^  through  the  same  mat  molding  source  you  have  re- 
lie<l  upon  in  the  past. 


Blue  Ribbon  UC  Mat 

Sensitive  base  and  coating  tough  enough  to 
withstand  puit  of  undercut  halftone  dots 
render  this  mat  a  good  choice  for  generai 
newspaper  campaign  purposes.  Can  be  used 
for  vacuum  casting  of  curved  newspaper 
piates. 


Blue  Ribbon  CC  Mat 

Primarily  for  curved  page  casts.  Strong  base 
and  coating  fit  this  mat  for  muitipie  cast¬ 
ing  in  autopiate.  As  many  as  25  casts  have 
been  made  without  impairment. 


Blue  Ribbon  Regular  Mat 

Sensitive  base  and  coating  adapt  this  mat 
to  utmost  fideiity  in  reproducing  copper, 
zinc  or  plastic  piates. 


Blue  Ribbon  BC  Mats 

Soft  base  with  stronger  facing  to  combat 
undercut  halftone  dots. 


Blue  Ribbon  UCR  Mats 

Specially  developed  for  conditions  where  un¬ 
dercutting  is  frequent. 

Certified  Sllvertone  Mats 

Highest  quaiity  for  magazine  and  book  work. 


Certified  Dry  Mat  Corporation 

555  Fifth  Avenue,  Dept.  P,  New  York  17,  N.  Y. 
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PHOTOGRAPHY 

State  Judges 
Vote  to  Keep 
Photo  Ban 

Providence,  R.  I. 

The  judges  of  Rhode  Island’s 
Superior  Courts  voted  unanim¬ 
ously  last  week  to  continue  to 
ban  the  photographing,  broad¬ 
casting  or  televising  of  their 
court  proceedings. 

Presiding  Justice  Louis  A. 
Cappelli  said  the  decision  was 
made  because  the  jurists  feel 
lifting  the  ban  would  “be  detri¬ 
mental  to  the  administration  of 
justice.” 

Judge  Cappelli^  said  that,  as 
in  the  past,  coverage  still  will  be 
permitted  of  such  ceremonial 
court  functions  as  naturalization 
proceedings,  induction  of  new 
judges  and  Law  Day  exercises, 
after  pennission  first  has  been 
obtained. 

The  court  ban  subject  was 
brought  up  again  several  weeks 
ago  when  a  district  court  judge 
in  adjacent  Cranston  permitted 
newspaper,  radio  and  TV 
cameramen  to  film  the  arraign¬ 
ment  in  his  court  of  three  men 
who  had  escaped  from  the  state 
prison. 

The  action  led  Judge  Cappelli 
to  write  all  district  court  judges 
and  clerks  reminding  them  of 
the  court  coverage  ban.  As  pre¬ 
siding  justice  of  the  Superior 
Courts,  he  also  is  the  state’s 
administrative  judge  who  con¬ 
venes  and  presides  over  periodic 
conferences  of  district  court 
judges  to  act  upon  unifonn  pro¬ 
cedure  and  other  rales  of  prac¬ 
tice. 

Judge  Cappelli  .said  he  expects 
to  call  such  a  conference  in  the 
near  future  at  which  the  lower 
court  judges  and  clerks  will 
weigh  the  court  ban  issue  them- 


4-Page  Paper 

Washington 
With  the  re-opening  of 
schools,  the  Evening  Star  has 
started  publication  of  Vol.  15 
of  “News  for  Schools,”  a  pic- 
ture-and-text  newspaper  of  cur¬ 
rent  events  intei-preted  for  a 
readership  from  fifth  grade 
through  high  school. 

The  four-page  issues  are  dis¬ 
tributed  without  cost  to  the 
pupils.  School  administrators 
and  teachers  applaud  the  idea. 
The  lead  story  in  this  school 
year’s  first  edition  reads; 
“While  you  were  away  on  your 


PARKING  DECK  that  adjoins  the  Akron  (O.)  Beacon  Journal  building 
will  accommodate  400  cars  and  30  trucks  on  five  levels.  It  cost  $600,000. 
Sidewalks  about  the  deck  and  lower  ramps  will  be  steam-heated  to 
prevent  accumulation  of  snow. 


selves.  At  the  first  of  these  con¬ 
ferences  several  years  ago,  the 
district  court  officials  agreed  not 
to  relax  the  traditional  couit 
ban. 

Hi  i/i  Hfi 

CoiHeinpt  Appeal 
Goes  to  High  Court 

Atlanta 

The  Georgia  Supreme  Court 
has  transferred  to  the  State 
Court  of  Appeals  a  contempt 
citation  again.st  Atlanta  News¬ 
papers,  Inc. 

'The  citation  and  a  $20,000  fine 
were  assessed  by  Fulton  Supe¬ 
rior  Court  Judge  Durwood  Pye 
liecause  of  articles  published  by 
the  Atlanta  Journal  and  the 
Atlanta  Constitution  during  the 
robbery  trial  in  June  of  Jim 
Meriwether. 

The  judge  ruled  the  articles 
were  in  contempt  of  court  be¬ 
cause  they  contained  inadmis¬ 
sible  matter.  He  declared  a  mis¬ 
trial.  Meriwether  was  convicted 
later. 

The  newspapers  cited  20 
grounds  of  disagreement  with 
the  contempt  ruling,  including 
a  contention  that  they  had  a 
right  to  publish  facts  and  the 
public  record  of  Meriw'ether 
which  listed  37  previous  arrests. 

Chief  Justice  W.  H.  Duck¬ 
worth  said  the  ti-ansfer  of  the 
ca.se  was  made  on  the  same  basis 
as  an  earlier  appeal  of  a  ban 
against  pictures  in  the  vicinity 
of  the  courthouse  which  was 
handed  down  by  Judge  Pye. 
Justice  Duckworth  said  the  su¬ 
preme  coui-t  justices  examined 
the  records  of  the  contempt  case 
and  decided  it  fell  into  the  same 
category  as  the  photo  appeal. 

• 

Kallenberg  In  PR 

Albany,  N.  Y. 

Hal  Kallenberg,  reporter  for 
the  Albany  Times-Union,  has 
been  appointed  senior  publicity 
agent  for  the  New  York  State 
Labor  Department,  effective  Oct. 
1.  He  will  work  out  of  the  Al¬ 
bany  office  of  the  department. 


summer  vacation  many  impor¬ 
tant  developments  came  in  the 
foreign  news  and  there  is  some 
glimmer  of  hope  that  the  cold 
war  may  thaw  out  a  bit.” 

The  India-Laos  story  was  pre¬ 
sented  with  a  lead  paragraph 
of  like  construction:  pupils  are 
not  overwhelmed  with  names, 
places,  and  things  in  the  open¬ 
ing  sentences;  they  are,  in  a 
sense,  “coaxed”  into  reading. 
China’s  food  crisis  is  treated  a 
attention-attracting  opener 
which  informs  that  “The  Chi¬ 
nese  Government  has  been 


Papers  to  Help 
All-American 
Family  Search 

The  1900  All-American  Fam¬ 
ily  Search  will  have  appeal  for 
local  newspapers. 

Conducted  by  the  Grolier  So¬ 
ciety,  publisher  of  the  Book  of 
Knowledge,  the  goal  of  the 
Search  is  to  focus  attention  at 
home  and  abroad  on  the  Ameri¬ 
can  family  as  the  core  of  the 
democratic  way  of  life. 

The  Bureau  of  Advertising 
ANPA,  will  cooperate  with  the 


forced  to  eat  a  little  crow,  moan¬ 
ing  that  it  bragged  too  much.” 

There’s  a  roundup  on  the 
Nixon-Khrushchev  talks;  steps 
toward  atomic  test  halts;  juve¬ 
nile  delinquency  (in  New  York 
City);  how  Senator  Morse 
blocked  Senate  action;  several 
other  stories,  many  pictures. 

The  paper,  edited  by  Howard 
P.  Bailey,  assistant  to  the  Star’s 
managing  editor,  is  used  for 
classroom  discussion,  quizzes, 
vocabulary  development,  and 
civics.  Tbe  weekly  distribution 
is  20,000  copies. 


search  on  the  local  level,  accord¬ 
ing  to  I’bilip  L.  Rose,  supervisor 
of  retail-creative  services. 

Newspapers  (iiM»|>«‘rale 

Newspapers  are  being  invited 
to  cooperate  with  the  Search, 
according  to  Barry  Holloway, 
vicepresident  of  the  Grolier  So¬ 
ciety. 

Nomination  forms  will  go  out 
in  January'.  In  the  first  .411- 
.\merican  Family  Search  more 
than  4,000,000  nominating  forms 
were  distributed  throughout  the 
nation. 

After  careful  screening  by  a 
board  of  judges,  one  family  will 
be  chosen  from  each  state  and 
from  the  District  of  Columbia 
as  the  All-American  Family  of 
that  state. 

Climax  of  the  Search  will  take 
place  in  May,  when  the  51  fami¬ 
lies  so  selected  will  go  to  live 
for  a  week  with  the  judges  in 
the  community  of  I^ehigh  .Acres, 
Fla.  From  their  number  the  All- 
American  Family  of  1900  will 
be  chosen. 

Criteria  for  the  .selection  will 
be  based  on  a  study  made  by 
Dr.  Emily  Mudd  of  the  Division 
of  Family  Study  of  the  Univer¬ 
sity  of  Pennsylvania  Medical 
School,  for  the  U.  S.  Depart¬ 
ment  of  Health,  Education  and 
Welfare. 

The  F.  W.  “Bill”  Beigeson 
family  of  Shelley,  Idaho,  was 
chosen  as  the  All-American 
t'amily  in  the  first  search. 
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If  you’re  not  kidding  about 


spot  news  in  color  . . . 


Now  is  probably  the  bargain  time  to  get  serious,  be¬ 
cause  Kodak  Ektacolor  Film  has  changed  everything: 
It  cuts  color  photography  costs  to  bedrock,  shortcuts 
copy  preparation  all  the  way  to  the  press. 

It  hacks  time  out  of  the  color  process— todsLy's  color 
pictures  can  make  today’s  newspaper. 

It’s  beautiful  color  for  /^.O.P.— pleasing  color,  color 
you  can  control  easily. 

It’s  practical  color— no  unusual  problems  for  photog¬ 
raphers,  editors,  engravers.  With  an  Ektacolor  nega¬ 
tive  you  can  print  either  way— in  black-and-white  or 
color— with  ecpially  professional  residts. 

Here’s  the  way  the  Ektacolor  system  works: 

Shoot  the  picture,  develop  it,  and  you’ve  got  a  color 
negative.  From  this  negative  enlarge  three  separation 
prints.  Color  correct,  dodge,  even  retouch  the  separa¬ 
tion  prints  if  necessary.  Ehey  are  made  direct  from 
the  original  Ektacolor  negative.  No  need  for  separa¬ 
tion  negatives,  as  with  transparencies. 

The  engraver  then  shoots  the  separation  prints  direct. 
It’s  almost  like  black-and-white  copying.  Ihen  to 
plates,  to  press,  to  printing. 

Eo  give  you  an  idea  of  time  involved.  The  Denver 
Post,  a  pioneer  in  R.O.P.  color,  has  gone  from  camera 
to  engraving  department  in  just  over  two  hours  when 
they’ve  had  to,  using  the  negative-positive  system. 
.\nd  the  press  run  was  on  the  street  in  about  four 
hours  more— just  time  enough  to  make  the  photo¬ 
engravings,  stereotypes,  do  the  press  plating  and  start 
the  presses. 


Don’t  look  for  color  around  the  corner  any  more— it’s 
here!  Fast  enough,  low  enough  in  cost.  More  than  300 
newspapers  use  full-color  R.O.P.  already.  Write  to 
or  talk  with  a  Kodak  man  about  the  Kodak  Ektacolor 
negative-positive  system,  the  color  system 
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Pulpit  Report  Traces  Crime  to  Mass  Media 


Crime  in  the  community  is  a 
result  largely  of  the  irresponsi¬ 
ble  presentations  of  the  mass 
media  in  highlighting  the  im¬ 
moral,  brutal,  sadistic  and  mate¬ 
rialistic  actions  of  society. 

This  is  the  main  charge  in  an 
“appeal  from  the  pulpit”  last 
weekend  in  New  York  City 
churches  and  synagogues  after 
a  committee  of  104  ministers, 
priests  and  rabbis  reported  to 
Mayor  Robert  F.  Wagner  on 
“Influences  Affecting  the  Moral 
and  Spiritual  Climate  of  New 
York  City.” 

While  the  committee  main¬ 
tained  its  report  did  not  consti¬ 
tute  a  sweeping  condemnation 
of  the  mass  media,  the  clergy¬ 
men  urged  congregations  of  the 
three  major  faiths  to  “write  in” 
and  protest  against  destructive 
influences  of  the  mass  media. 

Home  Influence 

Formed  in  .July,  19.58,  after 
a  meeting  with  the  Mayor  to 
work  out  a  program  to  better 
the  moral  and  spiritual  climate 
in  the  New  York  community,  the 
committee  placed  “top  priority” 
in  its  study  to  the  mass  media 
“because  its  influence  reaches 
into  every  home  in  our  com¬ 
munity.” 

What  it  found  was  not  flat¬ 
tering  to  many  of  the  men  who 
manage  and  work  in  the  fields 
of  radio,  television,  newspaper 
publishing,  advertising  and  mag¬ 
azine  distribution. 

The  media  not  only  reflect 
life  but  also  influence  and  di¬ 
rect  it,  according  to  the  com¬ 
mittee’s  interim  report. 

“There  is,  perhaps,  no  more 
universal  and  significant  influ¬ 
ence  on  the  values,  aspirations 
and  concepts  of  reality  held  by 
tbe  members  of  modem  society, 
particularly  its  young  people,” 
the  report  states.  “It  is  difficult, 
therefore,  to  over-estimate  the 
potentialities  for  good  of  these 
media  when  used  creatively  and 
responsibly — or  their  destructive 
impact  when  misused.” 

Qualified  (i«»nimendaliun 

Newspapers  are  more  than  a 
source  of  news,  the  committee 
points  out.  Thy  are  a  great  in¬ 
fluence  in  the  inculcation  of 
views  and  values,  of  morals, 
tastes  and  politics. 

On  this  basis,  the  committee 
commends  the  press  for  its  ex¬ 
posure  of  immoral  practices 
within  the  community,  for  de¬ 
nouncing  obscenity  and  inde¬ 
cency,  for  editorializing  against 
bad  influences  on  the  moral  en¬ 
vironment  affecting  youth  and 
for  publishing  selections  from 


the  scriptures  on  special  oc¬ 
casions. 

But  it  also  charges  that  “all 
too  often,  a  segment  of  the  press 
negates  its  positive  contribu¬ 
tions  by  headlining  and  high¬ 
lighting  the  very  stories  that 
carry  a  destructive  influence  es¬ 
pecially  to  our  young. 

“It  panders  in  news  stories, 
features  and  pictures,  to  the  de¬ 
sire  for  vicarious  immoral  pleas¬ 
ure.  It  permits  lurid  advertising 
for  the  promotion  of  various 
wares,  especially  motion  pic¬ 
tures.  In  the  course  of  its  legiti¬ 
mate  concern  with  books,  plays 
and  movies,  it  recommends  to 
the  general  public  those  that 
are,  at  very  least,  questionable 
in  their  standards  concerning 
decency,  honesty,  patriotism  and 
family  life  and  appeal  to  man’s 
lowest  tastes.” 

The  committee  places  direct 
responsibility  on  the  publishers 
of  New  York  City  newspapers 
for  insuring  that  high  standards 
are  applied  thi'oughout  their 
medium  “consistently  and  uni¬ 
versally.” 

\dvrrtising  Abuses 

.Advertising  agencies  are 
tiiken  to  task  by  the  committee 
for  tolerating  within  the  indus- 
tiy  abuses  and  firms  which  op¬ 
erate  at  a  “low  level.” 

“The  primary  purpose  of  ad¬ 
vertising  agencies  is  to  influ¬ 
ence  and  persuade  the  public. 
This  involves  a  high  degree  of 
social  responsibility.  A  segment 
of  this  group,  however,  militates 
against  society  in  the  presenta¬ 
tion  of  false  standards  of  mate¬ 
rial  values  as  the  criteria  for 
successful  life. 

“Some  have  sensationalized 
the  appeal  of  ‘sex’  to  adorn 
products  that  have  not  the  re¬ 
motest  connection  with  it.  They 
compete  in  the  presentation  of 
the  lurid  and  the  lew’d.” 

The  record  of  the  radio  indus¬ 
try  in  presenting  programs  of 
high  levels  in  information  and 
entertainment  is  marred  “by  the 
indecent  suggestions  and  impli¬ 
cations”  in  the  lyrics  of  popular 
songs  played  on  disc-jockey  pro¬ 
grams,  the  report  goes  on. 

Television’s  Role 

Television  while  placing  the 
public  “in  its  debt”  for  bringing 
a  wide  range  of  knowledge  and 
diversion  into  the  home,  “can¬ 
not  forsake  its  obligations  to 
present  to  the  public  programs 
that  fulfill  its  two-fold  obliga¬ 
tions  of  morals  and  of  good 
taste,”  the  committee  writes. 

“Its  purpose  is  not  merely  to 
present  as  a  mirror  of  life  the 


moral  attitude  of  our  age  with 
its  emphasis  on  sordidness  and 
violence.  Its  dedication  to  art 
and  entei*tainment  places  square¬ 
ly  upon  its  shoulders,  the  re¬ 
sponsibility  for  the  raising  of 
cultural  and  moral  standards.  It 
should,  above  all,  refrain  from 
glorifying  wrong-doing  and  the 
wrong-doer. 

“Long  exposure  to  material¬ 
istic  concepts,  sadistic  and  brutal 
violence,  with  its  emphasis  upon 
physical  attributes  with  sugges¬ 
tive  dialogue  and  sequences,  can¬ 
not  but  have  a  harmful  influence 
upon  viewers.” 

Harmful  Magazines 

Alagazine  publishers  and  dis¬ 
tributors  also  have  a  segment  of 
their  contemporaries  which  in 
the  words  of  the  clergymen  “ex¬ 
ercises  a  most  harmful  influence 
upon  our  society.” 

“A  great  number  of  these  pub¬ 
lications  is  salacious  in  content 
and  abnormal  in  psychology.  The 
only  reason  for  these  magazines’ 
existence  is  financial  gain,  irre¬ 
spective  of  the  ruin  they  can  oc¬ 
casion  to  lives.  These  operators, 
for  the  most  part,  are  content  to 
stand  on  the  line  of  legal  de- 
fensibility  as  the  justification  for 
their  publication.  Outright  por¬ 
nography,  being  illegal,  they 
will  platitudinously  condemn, 
but  salaciousness  they  present 
and  encourage. 

“These  cynical,  elusive  con¬ 
spirators  against  decency  dis¬ 
dain  public  opinion,  the  law  and 
any  restriction  on  their  greed 
for  greater  financial  profit.  They 
evidence  a  contempt  for  the  con¬ 
cern  of  the  community,  the 
churches,  synagogues  and  ju¬ 
diciary  .  .  .  .  ” 

Thus  pointing  out  the  areas 
which  the  committee  feels  ad¬ 
versely  influences  the  moral  and 
spiritual  climate  of  the  New 
York  community,  it  also  makes 
recommendations  to  elevate  that 
climate. 

Plans  of  Action 

The  religious  leaders  boil 
them  down  to  two  plans  of  ac¬ 
tion:  promoting  “more  vigorous¬ 
ly”  the  presentation  of  positive 
moral  values  in  the  community, 
and  a  self-policing  of  the  media. 

Specifically,  it  urges  newspa¬ 
pers  1 — to  place  stories  in  their 
proper  perspective  “with  a  self- 
imposed  discipline  governing 
story  content  and  pictorial  ac¬ 
companiment;”  2 — to  avoid  pub¬ 
lishing  the  sexually  immoral  as 
a  means  for  increasing  circula¬ 
tion;  3 — ^to  present  more  articles 
of  positive  value,  and  4 — to  com¬ 
pletely  reject  lurid  advertising. 
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It  appeals  to  advertising  agen¬ 
cies  to  avoid  the  “false  appeal  to 
the  possession  of  purely  mate¬ 
rial  thin  GTS  as  indications  of  suc¬ 
cessful  living,  and  to  suppress 
entirely  the  “lurid  and  the 
lewd.” 

Television  and  radio  are  ap¬ 
pealed  to  “protect  the  vulnera¬ 
ble,  whether  youth  or  adult,”  to 
avoid  presentation  of  certain 
types  of  crime,  and  to  recognize 
the  unrealism  of  the  9  P.M.  de¬ 
marcation  line  between  adult 
and  youth  viewing. 

Publishers  and  distributors  of 
magazines  are  encouraged  to 
recognize  pornographic  and  sa¬ 
lacious  literature  “for  what  it 
is — a  social  evil  which  is  de¬ 
structive  of  the  values  that  are 
necessary  for  a  wholesome  and 
responsible  social  structure.” 

I,egislutive  Correcti<»n 

The  committee  also  urges  that 
law  enforcement  officials  receive 
greater  support  in  upholding 
legislation  relating  to  the  distri¬ 
bution  of  such  material.  The 
committee  adds  that  churches 
and  synagogues  will  “take  the 
lead”  in  alerting  the  public  to 
“the  danger  inherent  in  porno¬ 
graphic  and  salacious  publica¬ 
tions”  and  provide  a  climate  of 
opinion  that  won’t  encourage 
their  distribution.  As  a  first  step 
it  conducted  the  “pulpit  appeal” 
last  weekend. 

The  committee’s  interim  re¬ 
port,  endorsed  by  all  104  of  the 
religious  leaders,  w'as  used  as  a 
basis  for  tbe  sermons  alerting 
church  and  synagogue  members 
to  the  role  they  must  play  in  im¬ 
pressing  upon  the  mass  media 
its  responsibility  to  use  its  tal¬ 
ents  in  the  fight  against  in¬ 
decency,  delinquency  and  crime. 

The  committee  maintains  that 
morality  is  not  simply  a  private 
affair  nor  only  a  matter  of  re¬ 
ligious  opinion.  The  conse¬ 
quences  of  society’s  failure  to 
provide  for  the  moral  w'ell-being 
of  its  citizens  is  reflected  in  the 
daily  reports  of  juvenile  delin¬ 
quency  and  adult  crime,  accord¬ 
ing  to  the  report. 

“Each  citizen  has  a  steward¬ 
ship  in  the  preservation  of  moral 
principles,”  the  report  stresses, 
“for  there  can  be  no  society 
without  morality  and  public  mo¬ 
rality  is  the  common  concern  of 
responsible  men.” 

The  report  was  submitted  by 
the  Rev.  Dr.  Dan  M.  I’otter, 
Executive  Director,  Protestant 
Council  of  New  York;  the  Rt. 
Rev.  Msgr.  Thomas  A.  Donnel- 
lan.  Chancellor,  Archdiocese  of 
New  York;  and  the  Rev.  Dr. 
William  F.  Rosenblum,  Temple 
Israel,  all  New  York  City. 
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Get  double  the  output 
from  your  present 
linecasting  machines 


^nH  save  with  TTS 


TTS  PERFORATOR  has  an  easily 
mastered  typewriter  keyboard  touch 
system.  Experienced  operators  con 
tape-set  400  or  more  12-pica  justi¬ 
fied  lines  per  hour. 


Operate  your  linecasting  machines  automatically  with  Fairchild  Teletype¬ 
setter®  and  double  their  output  —  even  triple  it  on  high-speed  machines  — 
at  no  increase  in  operating  cost.  With  TTS,  your  linecasting  machines  can 
be  run  continuously  at  the  peak  of  their  rated  capacities.  Work-load  peaks 
and  valleys  are  evened  out,  and  overtime  reduced,  by  eliminating  stop-and- 
go  manual  operation. 

You  save  money  hour  after  hour  in  setting  straight  or  tabular  matter, 
classified,  run-arounds,  market  and  sports  tabulations,  tax  lists,  news  and 
editorials.  TTS  also  offers  unlimited  possibilities  for  setting  type  by  wire 
. . .  locally  or  across  the  country. 

TTS  equipment  is  precision-built  for  reliable,  low-cost  operation.  Time- 
tested  and  proven,  it  has  been  in  use  throughout  the  world  for  25  years. 
Get  the  facts  about  TTS.  Mail  coupon  now  for  24-page  descriptive  booklet 
“More  Type  in  Less  Time.” 


TTS  OPERATING  UNIT  is  easily 
attached  beneath  the  linecosting 
machine  keyboard;  does  not  inter¬ 
fere  with  manual  operation.  It  is 
mechanical  and,  therefore,  easily 
maintoined  by  your  present  personnel. 


Fairchild  Graphic  Equipment,  Dept.  1 6 
Fairchild  Drive,  Plainview,  L.  I.,  N.  Y. 

Please  send  me  “More  Type  in  less  Time. 


Division  of  Fairchild  Camera  and  Instrument  Corp. 


Name. 


Company. 


District  Offices:  Eostchester,  N.  Y.;  Atlanta,  Ga. 
Chicago,  III.;  Los  Angeles,  Calif.;  Toronto,  Ont. 


Street. 


State. 
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Media  Study 
Job  Is  Taken 
By  Ashmore 

Little  Rock,  Ark. 

Harry  S.  Ashmore,  Pulitzer 
Prize-winning  executive  editor 
of  the  Arkansas  Gazette,  has 
accepted  a  position  as  consult- 


“For  reasons  of  health  I  find  it 
necessary  to  relinquish  manage¬ 
ment  of  the  Middletown  Press 


_  _  I 

D’Oench  Brothers  Buy 
Paper  in  Connecticut 

Middletown,  Conn,  preparation  of  the  paper’s  an- 
Purchase  of  the  Middletown  nual  budget.  At  that  time  he 
Prens  by  W.  A.  D’Oench,  former  resigned  to  devote  full  time  to 

assistant  to  the  controller  at  the  acquiring  a  newspaper.  w  Prize-winning  executive  editor 

Hartford  Courant,  and  Russell  The  Hartford  man  is  a  gradu-  ’  ■  of  the  Arkam^as  Gazette,  has 

G.  D’Oench  Jr.,  a  former  Cali-  ate  of  Lawrenceville  School,  accepted  a  position  as  consult- 

fomia  editor  and  publisher’,  was  Williams  College  and  the  Har*v-  Bridgeport,  received  his  educa-  Center  for  the 

announceel  this  week.  ai’d  School  of  Business  Adminis-  tion  in  the  public  schools  of  that  cfu^vof  Democratic  Institution.* 

Elmer  S.  Hubbell,  president  tration.  His  military  serwice  ^ty  and  in  Haven  arid  at  Santa  Barbara,  Calif.  His  I 

of  the  Middletown  Press  Pub-  includes  two  years  aboai’d  a  JNew  Yor-k  City  hollowing  ^-ad-  j.^gipoatjon  is  effective  next 

fishing  Co.,  announced  that  the  destroyer,  the  U.S.S.  Dennis  J.  nation  from  Bridgeport  High 

D’Oench  brothers  will  take  over  Buckley,  on  which  he  seiwed  as  School,  he  began  his  long  news-  (Vnter  established  by  the 

ownershin  o'  the  nairer  on  Sen-  gunnery  officer.  He  is  a  dir-ector  Paper  career  by  entering  the  i  ne  center,  esiaoiisnen  oy  me 

temSf  4  .he  of  Sugarbush  Valley  in  Wavren,  employ  of  the  *  r,le.  ^rotSVn^eS  i'n^SS 

Prose  celebrates  its  75.h  anni-  Vermont,  one  of  Near  England’s  S  baJS  issue,  American^ 

versary.  The  sale  price  of  the  larger  new  ski  resoi-ts,  and  with  ness  manager.  He  later  sei-ved  as  Ashmore’s  interests 

transaction  which  was  handled  h'S  brother  was  for-merly  a  co-  director  and  treasurer  of  the  .  f  mieiesis 

iiansaciion  AAnicn  \\as  nanciieci  Prvcf  PuKiicViino*  Prh  will  be  the  fields  of  mass  com- 

by  Vincent  J.  Manno  and  George  <^^0  Calrforma  dailres,  munications 

Romano,  New  York  brokers,  was  the  Sunnyvale  Standard  and  the  t  m  w  ’’i,  11  i  t  A 

not  disclosed.  Mountain  View  Register.  While  longtrme  associate  rn  Bridgeport,  J.  N.  Heiskell,  president  and 

‘.  .  u  ,  at  the  Courant  he  w-as  a  mem-  Burr  E.  Stevens,  came  to  Middle-  editor  of  the  Gazette,  said  Mr. 

In  announcmg  the  change  of  Hai-t’ford  Jaycees.  He  town  where  they  took  over  the  Ashmoi’e’s  decision  to  accept  the 

ownership,  Mr.  Hubbell  said:  2g  Press.  Mr.  Stevens  died  April  position  had  been  delayiHl  more 

For  reasons  of  health  I  find  it  1935  than  a  year  because  of  the  school 

necessary  to  relinquish  manage-  Sold  California  Papers  Hubbell  has  been  active  situation  in  Little  Rock. 

Middletown  Pr^s  Russell  G.  D’Oench  Jr.,  32,  in  nuraeraus  fields  apart  from  “He  has  sei-ved  this  news- 
^  .  V,  becomes  editor  of  the  Press,  his  life  as  publisher.  He  is  a  paper  and  this  state  well  during 

°  ^  purchased  the  Sunnyvale  Stand-  senior  past  president  of  the  a  difficult  period,”  Mr.  Heiskell 

^nfidence  Middletown  and  while  it  was  still  a  Middletown  Exchange  Club,  di-  said. 

fViL  ,  p'.^  *  own  in  ^-eekly,  and  converted  it  to  daily  rector  of  the  Middletown  The  Gazette  and  Mr.  Ashmore 

the  close  and  understanding  r^  Publication.  In  financial  associa-  Savings  Bank,  and  a  member  of  pgi-sonally  have  been  under  at- 

.h»se  who  la,».^ivi.bmel„all  ^ “  xt  .^17  tZ-  t  S!”  “nal  L"'  “'n^TsW!  mTiS. 

fraitfurin'te™,  of  the  pai»A  PaPers '‘xre  sold  director  of  the  Hartfoi-d  Elec-  more  has  been  icith  the  Gaiette 

.  J  ...  1  i.  ^  ^  1  to  their  present  owners  in  1956.  trie  Light  Co.  j2  years’  nreviouslv  he  wasedi- 

steady  growth  in  plant,  c.rcula-  California,  he  was  Earlier  this  year,  Mr.  Hub-  Lr  of  th^C  ^ 

tion  and  influence.  Accordingly,  professional  member-  bell  was  the  recipient  of  the  Charlotte  (N.  L.) 

the  sale  by  all  the  stockholders  1959  Greater  Middletown  Cham-  .  .... 

t  f’  a'  n-n  V.  president  of  the  Central  Coast  ber  of  Commerce  Senior  Citizen  „  ^ast  year  he  rece|^^  h 

to  Woodbridge  .A.  D  Oench  and  ir  ,  ..  „...„..ri  Pulitzer  Prize  for  editorial 

Russell  G.  D'Oench,  Jr.  has  p  ur^v.  ^  ‘  Fnllnwino-  iLa  writing  and  the  Gazette  received 

been  consummated,  and  they  ^1  a^u™  of  iTwr^ncev^^  closing  date,  R.  G  D’Oench  Jr.  ^he  Gold  Medal  for  meritorious 

take  over  the  nmnagement  of  the  become  chairman  of  the  Jou^alism. 

company  on  September  30th.  ^he  U.  S.  Marine  Corps,  1945-  board  of  the  company,  and  W.  A.  Mr.  Heiskell  has  appmnted 
Two-Year  Search  46,  w'here  he  w’as  news  editor  of  D’Oench  will  become  president.  A.  R.  Nelson,  managing  editor, 

the  Camp  Lejeune  Globe.  From  The  D’Oench  brothers  an-  to  tahe  over  the  Gazettes  news 
In  a  brief  statement,  the  1947  to  1952  he  w’as  employed  nounced  that  no  changes  are  operation. 

D’Oench  brothers  said:  “It  has  hy  the  Berkshire  Evening  Eagle,  planned  in  the  staff  of  the  • 

been  almost  two  years  since  we  Pittsfield,  Mass.,  in  various  edi-  Middletown  Press,  except  that 

began  looking  for  a  growing  torial  capacities.  Fred  N.  Smith,  longtime  Press  ^K’  Corps  Services 

newspaper  in  a  pleasant  and  1956,  Mr.  D’Oench  founded  editor,  is  stepping  down  from  Provilled  bv  Club 

progressive  community,  so  that  and  became  president  of  Saga-  that  post.  Mr.  Smith,  however, 

to  say  that  we  are  pleased  and  more  Press  Inc.,  a  New  York  has  agreed  to  continue  with  the  San  Francisco 

happy  to  come  to  Middletown,  is  book  publishing  house  special-  paper  as  consultant  to  the  editor.  Special  facilities  for  the  press 
for  us,  a  magnificent  under-  jzing  in  quality  paperback  books  •  corps  accompanying  Soviet  Pre¬ 
statement.  M’e  most  look  for-  Sagamore  published  a  reprint  Harrv  Carl  Retires*  mier  Nikita  S.  Khrushchev  were 

ward  in  the  months  and  years  p,.oup  called  the  American  Cen-  ^11'  r  c  .  provided  at  the  San  Ftancisto 

ahead  to  meeting  all  in  the  area;  tury  Sei’ies,  as  well  as  bringing  ''®***'‘^*'**  *  Secretary  Press  &  Union  Lea^e  Clubby 

out  ucw  w’orks  by  such  authors  Harry  J.  Carl,  a  veteran  of  »  committee  co-chairmaned  by 
j  ^  Middletown  s  John  Dos  Passos,  Conrad  46  years  service  with  the  Amer-  Huggins  and  Roy  Cum 

and  MiiWle^x  Coimtys  bright  Aiken,  Upton  Sinclair  and  My-  ican  Weekly  and  assistant  to 

future.  To  Elmer  Hubbell,  who  j-on  Brinig.  In  1958,  the  company  the  Editor  since  1951,  wdll  re-  For  the  visit,  the  Club  ex- 
ha.s  sharwl  so  much  in  the  was  purchased  by 'Thomas  Yose-  tire  on  November  1.  panded  into  an  adjacent  hotel 

making  of  his  community  s  dis-  Jof,  fnc.  D’Oench  is  currently  a  Mr.  Carl  joined  the  American  to  the  extent  of  obtaining  * 
tmpiishM  past,  we  wish  the  resident  of  Fishers  Island,  N.  Y.,  Weekly  in  1913  as  secretary  to  block  of  rooms  there  for  pr^ 
luck  and  happiness  he  so  signally  jg  married,  and  he  and  his  wife  its  first  editor,  Morrill  Goddard,  visitors.  Special  press  faciliti*® 
desei-v’es.  have  four  children.  His  first  editorial  assignment  w-ere  installed  in  the  Club  aft« 

W.  A.  D'Oench,  who  becomes  The  D’Oench  brothers  are  was  editing  “The  Doctor  Says,”  the  manner  of  the  United 
the  new’  publisher  of  the  Press,  great  grandsons  of  William  “Science  In  the  Home,”  and  Nations  Organization,  JapW 
is  a  Hartford  resident,  and  until  Russell  Gi’ace,  founder  of  the  “This  Is  the  Law'”  columns  Treaty  Signing  and  UNCIO 
Februai’y  was  emi>loyed  by  the  shipping  and  industrial  empire,  w’hich  were  based  on  questions  tenth  anniversary  gatherings 
Courant  where  he  worked  in  the  Elmer  S.  Hubbell,  a  native  of  from  readers.  here. 
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Last  year  he  received  the 
Pulitzer  Prize  for  editorial 
w’riting  and  the  Gazette  received 


San  Francisco 
Special  facilities  for  the  press 
corps  accompanying  Soviet  Pre¬ 
mier  Nikita  S.  Khrushchev  were 
provided  at  the  San  Francisco 
Press  &  Union  League  Club  by 


Boston  Plant 
Is  Dedicated 


Boston 
Herald  and 


Publisher  Robert  B.  Choate,  ; 
Governor  Foster  Furcolo  and  , 
Mayor  John  B.  Hynes  were 
among  the  speakers.  Percy  Har-  ; 
ling,  president  of  the  news¬ 
paper’s  Quarter  Century  Club, 
unveiled  a  plaque  at  the  new 
building’s  entrance.  It  is  a 
bronze  replica  of  the  Herald-  i 
Traveler’s  newsboy  seal. 

Mr.  Choate  said  “a  newspaper 
is  a  mirror  of  the  community  it 
serves  and  its  quality  reflects 
the  confidence,  integrity  and  en¬ 
thusiasm  of  its  employes. 

“Our  continued  growth  and 
prosperity  calls  for  the  con¬ 
tinue  support  and  vigorous  ef¬ 
fort,  not  only  of  the  Quarter 
Century  Club  members,  but  of 
every  employe  of  the  plant. 

“Our  reputation  for  fairness 
and  decency,  for  quality  and  re¬ 
production,  for  timeliness  of 
distribution,  is  in  their  keeping.” 


Edition  Salutes 
New  Race  Track 


■he  matrix  contrast  service,  with  its  black  and  white  and 
color-coded  matrix  feature,  is  in  use  throughout  the  United  States 
and  Canada.  Every  English-speaking  newspaper,  (15),  and  120 
other  plants  consisting  of  foreign  language  newspapers,  trade 
tjTX)graphers  and  commercial  printers  in  New  York  City  alone, 
use  it  to  reduce  errors  in  linecasting  work. 

Color-coded  matrices  permit  instant  identification  of  any  type 
face.  An  operator  can  quickly  spot  the  character  and  family 
required  by  its  distinctive  color  ...  he  avoids  eye  strain,  makes 
fewer  transpositions,  less  errors  and  produces  better  keyboarding 
work  and  is  fresher  at  the  end  of  the  day. 

Users  tell  us  “they  would  not  be  without  it”  and,  “it  more  than 
pays  for  itself  in  time  saving  alone.”  There  are  shops  in  every 
area  from  coast-to-coast,  where  this  system  is  in  use.  We’ll  be 
glad  to  send  you  their  names  so  you  can  see  for  yourself  how 
Matrix  Contrast  Service  saves  time  and  money. 


The  Morning  Telegraph  pub¬ 
lished  the  largest  summer  edi¬ 
tion  in  its  history  (52  pages) 
to  salute  the  opening  of  the  New 
York  Racing  Association’s  $33,- 
000,000  Aqueduct  race  course  on 
Sept.  14. 

A  24-page  section  was  devoted 
to  the  physical  advantages  of 
the  new  plant;  profiles  of  the 
men  who  made  a  reality  of  what 
had  been  merely  a  dream  for 
many  years,  and  advertising  wel¬ 
coming  Aqueduct  to  the  turf 
world. 

The  Aqueduct  Edition  fol¬ 
lowed  by  three  weeks  the  an¬ 
nouncement  of  the  Horsemen’s 
Benevolent  and  Protective  Asso¬ 
ciation — a  national  organization 
of  more  than  15,000  owners  and 
Samuel  Perl- 


trainer.-; — that  J, 
man  bad  been  voted  the  award  \  * 

for  1959  in  recognition  of  his  \ 

contributions  to  all  phases  of 
thoroughbred  racing’s  general 
welfare.  He  has  been  editor  and 
publisher  of  the  Morning  Tele- 
graph  since  1947.  He  previously 
was  general  manag;er.  Mr.  Perl- 
began  his  newspaper  career 
in  1922  on  the  sports  staff  of  the 
Winnipeg  (Canada)  Free  Press. 
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Send  for  this  brochure  describing  the  Matrix  Contrast  Service. 
Write  to:  Matrix  Contrast  Corporation,  154  W.  14th  St.,  New  York 
326  W.  Madison  St.,  Chicago  6,  Illinois 
1105  Trenton  St.,  Los  Angeles  15,  California 
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CIRCULATION 


Farm  Service  Routes 
Net  Higher  Revenue 

By  W.  E.  kin^ 

('irciilatiun  Director,  Aiigii^ia  (Ga.)  C^hronicle-Herald 


duty  and  usually  they  are  A  i 
farmers,  store  clerks,  salesmen 
or  substitute  mail  carriers.  We  , 

have  found  that  middle-age  men  HlIlCUp  VinUngeU 
or  husband  -  and  -  wife  teams  ^  ” 

make  the  best  carriers.  We  try  Housto.n  Tex. 

to  assign  the  routes  to  men  and  Promotion  of  two  Homton 


Called  by  various  names  such 
as  Mail  Charge,  Farm  Service, 
Weekly  Pav  Mail,  Dealer  Mail 
etc.,  the  DAILY  BY  MAIL 
AND  SUNDAY  BY  CARRIER 
delivery  system,  hereinafter  re¬ 
ferred  to  as  FARM  SERVICE, 
is  one  of  the  best  plans  for  rural 
areas  in  use  today.  It  has  also 
solved  two  major  problems,  that 
of  establishing  and  maintaining 
regular  Sunday  delivery  to 
rural  subscribers  and  getting 
the  renewal  payment  in  to  the 
office. 

On  the  Chronicle-Herald,  out 
of  a  total  mail  list  of  9,500  some 
8,7.50  of  these  subscribers  are 
on  our  Farm  Service  Routes. 
Practically  every  RFD  route 
within  a  radius  of  60  miles  of 
Augusta  is  covered  by  one  of 
the  125  routes  in  the  Farm 
Sei-vice  Department.  The  com¬ 
bined  Sunday  draws  of  these 
routes  total  in  excess  of  9,500 
papers. — thus  it  is  easily  seen 
that  additional  Sunday  sales 
have  been  created  by  these  car¬ 
riers. 

1-2  Subs  Per  Mile 

Our  routes  range  in  size  from 
40  to  350  customers  and  from 
30  to  150  miles  in  length  with 
105  subscribers  and  75  miles 
being  the  average  size.  Most 
routes  will  average  1  to  2  sub¬ 
scribers  per  mile. 

No  transportation  allowances 
are  paid  as  such  but  adjust¬ 
ment  for  mileage  is  made  in  the 
w'holesale  rate.  A  majority  of 
the  carriers  are  charged  the 
standard  rate  of  3c  per  copy 
daily  and  10c  for  the  Sunday. 
How'ever,  a  few  routes  that  are 
extremely  long  and  with  scat¬ 
tered  subscribers  are  favored 
wdth  a  low’er  wholesale  charge. 

Subscription  rates  to  the  pa¬ 
per  are  the  same  to  the  sub¬ 
scriber  whether  by  mail  or  by 
carrier — 45c  per  w’eek  and  $1.95 
monthly  for  the  Daily  and  Sun¬ 
day  and  30c  and  $L30  for  the 
daily  only  with  sales  tax  being 
chai  ged  in  Georgia. 

How  does  the  Farm  Seiwice 
system  compare  wdth  that  of 
operating  with  a  mail  agent  on 
a  commission  basis?  A  daily 
and  Sunday  Farm  Seiwice  sub¬ 
scription  at  the  standard  whole¬ 
sale  rate  will  bring  in  $14.56 
per  year  to  the  publisher  while 


(Text  of  a  report  given  at  the 
30th  annual  meeting  of  the 
Southern  Circulation  Managers’ 
Association  this  week  at  St. 
Petersburg,  Fla.) 

a  similar  subscription  (assum¬ 
ing  the  rate  to  the  subscriber 
w’ould  be  the  full  $23.40  an¬ 
nually)  minus  a  commission  of 
40'^r  to  the  agent  will  net 
$14.04. 

The  charge  for  the  postage 
will  be  the  same  for  the  daily 
paper  under  either  system. 
How’ever,  with  the  agent’s  sub¬ 
scription  there  will  be  a  charge 
for  the  Sunday  mailing  and  it 
w’on’t  be  delivered  until  Mon¬ 
day.  This  question  should  also 
be  carefully  considered — Would 
the  Augusta  RFD  area  sub¬ 
scribers  now'  buying  8,750  daily 
papers  still  buy  9,500  Sunday 
issues  a  day  late  under  the 
agent  plan? 

Steady  (x>lleelions 

How'  many  rural  readers  can 
or  will  pay  your  annual  or  semi¬ 
annual  rates  in  advance?  Fai'm 
Service  carriers  collect  from 
their  subscribers  either  w'eekly 
or  monthly  the  same  as  their 
counterparts  in  the  cities  and 
towns,  consequently,  a  personal 
contact  and  relationship  has 
been  established  that  is  con¬ 
ducive  to  holding  more  busi¬ 
ness. 

Some  of  our  RFD  subscribers 
mail  their  money  quarterly, 
semi-annually  or  annually  to  the 
office  in  advance.  These  custom¬ 
ers  are  handled  in  the  same 
manner  that  a  pre-paid  sub¬ 
scriber  in  the  city  w’ould  be 
with  the  carrier  getting  a  w'eek¬ 
ly  credit  for  each  advance  sub¬ 
scription.  The  office  mails  a  re¬ 
newal  notice  to  the  subscribers 
a  couple  of  weeks  before  the  ex¬ 
piration  date. 

If  the  renew'al  payment  is  not 
mailed  promptly  the  carrier  is 
notified  and  asked  to  make  a 
personal  call.  Quite  a  number 
of  subscriptions  have  been  saved 
by  converting  the  readers  over 
to  weekly  or  monthly  collec¬ 
tions  because  they  could  no 
longer  afford  to  pay  for  the  pa¬ 
per  in  advance  terms. 

Generally,  we  use  adult  car¬ 
riers  for  Fai'm  Sei'vice  route 


women  w'ho  have  had  some  con-  Post  advertising  executives  and 
tact  with  i-ural  people  and  who  the  appointment  of  another  was 
know'  and  understand  them.  announced  last  week  by  Adver- 

Promotion  contests  are  also  tising  Director  Eugene  Lemco«. 
used  in  the  Farm  Service  De-  E.  R.  (Buster)  Kendrick,  man- 
partment  with  premiums  being  ager  of  the  Post’s  classified  ad- 
used  that  have  adult  and  utili-  vertising  department  for  the 
tarian  appeal  such  as  motor  oil,  past  seven  yeai-s,  has  beem  made 
automobile  accessories,  tool  sets  administrative  assistant  to  the 
and  cash.  advertising  director. 

An  effective  sampling  pro-  Fred  Rasmussen,  formerly 


and  cash.  advertising  director. 

An  effective  sampling  pro-  Fred  Rasmussen,  foimerly 
gram  has  also  been  arranged  classified  advertising  manager  of 
by  getting  the  carrier  to  supply  of  the  Ventura  (Calif.)  Star 
the  office  a  list  of  prospective  Free  Press,  succeeds  Mr.  Ken- 
names  w'ith  correct  mailing  ad-  drick  as  CAM  for  the  Post, 
dress  that  he  desires  to  sample.  Duke  Neagle,  a  member  of  the 
An  address  stencil  is  added  to  Post’s  general  advertising  d^ 
our  mailing  list  for  the  prospect  partment  for  the  past  two  years, 
and  the  carrier  is  given  a  Sun-  has  been  appointed  head  of  the 
day  sample  for  each  name  new  state  advertising  depart- 
turned  in.  ment  to  handle  sales  of  adver- 

We  like  to  sample  for  at  least  tising  in  special  sections  and 
10  days  with  the  solicitation  general  advertising  of  local  ori- 
call  being  made  by  the  carrier  Neagle  has  beem  assist- 

on  the  second  Sunday.  A  r  eport  genm  al  advertising  meager 
is  then  made  to  the  office  of  the  Richmond  (Va.)  Timet- 

sales  effort.  On  this  type  of  pro-  and  general  advertis- 

motion  the  carrier  usually  aver-  manger  on  the  Charlotte 

ages  25%  in  sales  and  w'e  have  (^LC.)  Obaei^er. 
had  as  many  as  16  sold  out  of  General  advertising  placed 
a  total  of  20  samples  used.  through  the  Post  s  national  nf- 
^  .  resentatives,  Moloney,  Regan  s 

Each  of  our  Farm  Sei-vice  Schmitt,  will  continue  to  be  han- 
Routes  has  been  charted  or  advertising 

drawn  on  county  general  high-  department,  headed  bv  Robert 
w'ay  maps.  Using  a  separate 
color  for  each  route  in  a  spe¬ 
cific  county  it  has  seiwed  many 
useful  purposes.  One  being  that  Brazilian  Audit 
we  have  been  able  to  spot  roads  Project  Under  Wav 
and  areas  that  w'ere  not  being  •' 

sei-ved  by  carrier — in  one  coun-  Rio  dk  .Janeiro 

ty  we  picked  up  22  new  .sub-  An  Auditing  Bureau  of  Cir- 
scribers  by  spotting  one  loop  culation  for  Brazil  is  in  the 
where  service  w'as  not  estab-  process  of  foi'mation,  under  the 
lished.  By  carefully  surveying  auspices  of  the  Brazilian  Adver- 
the  maps  we  have  been  able  to  tising  Agencies  Association,  of 
reduce  mileage  on  some  of  the  w’hich  Armando  d’Almeida  is 
longer  routes  by  transferring  president, 
some  of  the  roads  to  other  near-  The  First  Brazilian  Advertis- 
by  routes.  These  county  high-  inp  Convention  here  in  October 
way  maps  are  available  from  1957  authorized  that  steps  be 
your  state  highw'ay  department  taken  to  form  the  auditing 
at  a  very  nominal  cost.  agency.  Now  a  formal  plan  of 

Some  circulation  experts  feel  organization  is  being  circukted 
that  the  Fai-m  Service  Carriers  endorsement  of  the  adver- 
should  be  under  the  supervision  f'sers,  media  and  agencies, 
of  a  manager  handling  this  type  • 

of  route  exclusively.  On  the  ‘AJ|.  Fnrrc^  to  Fi«dit 
Chronicle  -  Herald,  because  of  ^ 

limited  manpower,  each  of  our  I*******^  ID  rorcsts 
six  country  district  managers  The  newsprint  forests  of 
supervises  three  groups  of  car-  British  Columbia  have  acquired 
riers;  morning,  evening  and  a  private  air  force  consisting  of 

FaiTO  Sei-vice.  Each  district  four  Martin  Mars  flying  boats, 

manager  is  assigned  to  do  field  One  or  more  will  be  air-borne 
work  with  at  least  one  Fai'm  soon  to  drop  7,800-gallon  blan- 
Service  Carrier  every  week.  On  kets  of  water  on  small  forest 
some  occasions  we  have  found  fires  so  that  they  do  not  become 
it  profitable  to  employ  a  full  big  ones,  according  to  Nev>' 
time  solicitor  to  sell  subscrip-  print  Facts,  publication  of  the 
tions  particularly  during  box-  New'sprint  Inforaation  Commit- 

holder  sampling  campaigns.  tee. 
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Project  Under  Way 

Rio  dk  .Janeiro 
An  Auditing  Bureau  of  Cir- 


. . .  LIKE  CALIFORNIA  l^/fHOUT 


THE  BILLION -DOLLAR 
VALLEY  OF  THE  BEES 

Your  message  gets  home  to  the  people  in  Inland  California  f 
when  you  tell  your  story  in  the  Bees.  And  your  message  makes 
a  deeper  impression  in  color.  McClatchy  pioneered  in  ROP 
color  in  the  Valley  of  the  Bees  and  The  Sacramento  Bee  has 
won  major  national  and  regional  color  awards.  So,  for  coverage 
and  quality,  tell  your  story  in  color  in  the  Bees. 

MCCLATCHY  NEWSPAPERS 

NATIONAL  REPRESENTATIVES  ...  O'MARA  &  ORMSBEE 

McClatchy  gives  national  advertisers  three  types  of  discounts  .  .  .  bulk,  frequency  and  a  combined 
bulk-frequency.  Check  O'Mara  &  Ormsbee  for  details. 
editor  sc  publisher  for  September  26.  1959 


•  THE  SACRAMENTO  BEE 

•  THE  MODESTO  BEE 

•  THE  FRESNO  BEE 
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PROMOTION 

Motley  Sales  Films 
For  Retailers,  Admen 


Arthur  H.  “Red”  Motley,  pres¬ 
ident  and  publisher  of  Parade, 
long  notable  on  the  oratorical 
hustings,  has  been  put  into  film 
cans  for  wider  distribution  than 
ever. 

Two  16  mm.  films  with  sound 
starring  the  supersalesman  on 
how  to  sell  have  been  prepared 
by  the  syndicated  supplement, 
primarily  for  showing  by  distri¬ 
buting  papers. 

One  already  in  the  field  and 
shown  by  the  Portland  (Me.) 
Press-Herald  before  500  sales¬ 
people  from  87  Retail  Trade 
Board  member  stores,  is  entitled 
“Retail  Selling  and  You.”  The 
second,  in  the  pi’oeess  of  comple¬ 
tion,  is  called  “A  15-Woi’d  Ad¬ 
vertising  Sales  Course”  and  is 
designed  to  help  newspaper  ad 
solicitors  gain  local  linage. 

‘Most  Powerful  Force’ 

In  the  retail  selling  film,  Mr. 
Motley  describes  newspaper  ad¬ 
vertising  as  the  “most  power¬ 
ful  force  in  the  world  today.”  It 
brings  people  into  stores.  But 
that  is  not  enough.  What  sales 
personnel  behind  counters  do  and 
how  they  do  it  is  what  pays  off. 

Bulk  of  this  film  is  a  kine¬ 
scope  of  a  closed  circuit  TV  sales 
conference  conducted  in  1958  in 
43  cities  by  Mr.  Motley  with 
Morris  Pickus  of  Personnel  In¬ 
stitute,  Inc.,  and  Tele-clinics, 
Inc.  It  then  played  to  50,000  peo¬ 
ple.  Featured  with  Mr.  Motley 
are  Richard  G.  Borden,  of  Bor¬ 
den  &  Busse;  Harry  B.  Cun¬ 
ningham,  president,  C.  S.  Kresge 
Co.,  Malcolm  P.  McNair,  profes¬ 
sor  of  retailing.  Harvard  Uni¬ 
versity;  Richard  S.  Burke,  op¬ 
erating  assistant  to  the  presi¬ 
dent,  Sears,  Roebuck  &  Co.; 
Charles  E.  McCarthy,  president. 
Allied  Stores  Corp.,  and  Sylvia 
Porter,  business  news  columnist. 

Watching  a  preview,  an  E&P 
representative  found  that  the  one 
hour  and  15  minutes  required  for 
showing  passed  pleasantly  and 
packed  considerable  interest  as 
humorous  incidents  were  con¬ 
trasted  with  helpful  suggestions. 

Helped  with  Advertisers 

A  practical  assessment  of  the 
film’s  value  was  received  by  Mr. 
Motley  from  Robert  H.  Collins, 
promotion  manager  of  the  Port¬ 
land  newspapers,  after  it  had 
been  shown  there. 

“The  event  did  more  to  help  us 


cement  good  relations  with  our 
downtown  advertisers  than  any 
we  have  attempted  in  years,” 
Mr.  Collins  wrote. 

Five  techniques  to  answer  the 
challenge  of  increasing  over- 
the-counter  selling  as  a  follow 
up  to  newspaper  ads  ai'e  cov¬ 
ered.  These  are : 

1.  How  to  say  “no”  without 
giving  offense. 

2.  How  to  sell  creatively  with¬ 
out  ’’pushiness.” 

To  illustrate  what  he  calls  the 
barber-shop  technique  of  selling, 
Mr.  Motley  in  this  episode  does 
some  dramatic  acting.  Shown  in 
a  barber’s  chair  he  aggressively 
resents  efforts  of  the  opei'ator  to 
sell  him  shampoos,  tonics  and 
facials. 

3.  How  to  keep  your  customers 
coming  back  to  you. 

4.  How  to  help  win  new  cus¬ 
tomers. 

5.  How  to  merit  the  rank  of 
professional.  This  covers  the  en¬ 
tire  sales  function,  including 
making  a  favorable  first  impres¬ 
sion,  learning  quickly  the  cus¬ 
tomer’s  purchasing  purpose, 
showing  the  proper  range  of 
merchandise  and  making  the 
closed  sale  biggei’. 

Customers  and  clerks  act  out 
the  wrong  and  right  ways  of 
handling  each  one  of  these 
points,  with  Mr.  Motley  and 
other  authorities  confirming  the 
questions  of  salesmanship  in¬ 
volved. 

Ad  Sales  Course 

In  “A  15-Word  Advertising 
Sales  Course,”  aimed  specifically 
at  newspaper  ad  salesmen,  Mr. 
Motley  is  the  sole  star.  The  15 
words  he  develops  in  a  25-minute 
filmtalk,  broken  with  sample  ads 
and  headlines,  are: 

“Know  your  product.  See  a 
lot  of  people.  Ask  all  to  buy. 
Use  common  sense.” 

Out  of  these  fundamentals  Mr. 
Motley  builds  a  concrete  founda¬ 
tion  of  selling,  bringing  up 
points  known,  but  often  neg¬ 
lected,  by  men  who  sell  space. 

He  begins  with  the  premise 
that  “just  because  people  need 
newspapers  doesn’t  mean  they 
are  going  to  want  them.”  Sell¬ 
ing  is  equal  to  any  of  the  other 
great  professions  in  making  peo¬ 
ple  want  things,  he  maintains. 

“Know  your  product  in  terms 
of  the  benefits  it  confers  on  ad¬ 
vertisers  as  well  as  readers,” 
Mr.  Motley  says.  “Newspapers 


are  the  most  powerful  adver¬ 
tising  medium  and  the  most  sale¬ 
able  commodity  in  the  world,  be¬ 
cause  they  deal  in  facts,  about 
real  people,  real  places — the 
facts  of  what  local  stores  have 
for  sale. 

“Newspapers  have  a  lock-nut 
grip  on  the  news.  During  the  De¬ 
troit  and  the  recent  New  York 
newspaper  strikes,  even  the 
powerful  electronic  media  ad¬ 
mitted  they  could  not  adequately 
supply  the  news  in  the  absence 
of  newspapers. 

Read  Your  Paper! 

“Read  through  your  newspa¬ 
per  every  day.  Keep  up  with 
how  it  locally  seiTes  the  com¬ 
munity  and  how  nationally  it 
does  things  like  telling  the  story 
of  the  Salk  vaccine  as  well  as 
exposing  crime  and  graft.  This 
is  power  for  the  benefit  of  read¬ 
ers  and  advertisers.” 

Mr.  Motley  brings  out  that 
seeing  a  lot  of  people  means 
more  than  making  a  lot  of  calls, 
organizing  lists  and  time.  He 
tells  of  one  top  salesman  who 
made  a  point  of  finding  out  the 
closing  hours  of  top  advertisers 
and  seeing  them  at  least  once  a 
month  at  those  times  when  they 
were  freer  than  at  any  other 
time. 

Using  the  mail  is  described  as 
part  of  a  salesman’s  kit.  Every 
newspaper  is  full  of  items  that 
can  be  turned  into  potential  sales 
calls.  Read  the  society  notes  and 
the  business  news,  and  tear  out 
items  of  interest  to  send  pros¬ 
pective  advertisers.  It  doesn’t 
matter  that  they  know  the  items 
were  published,  what  interests 
them  is  that  other  people  saw 
them  and  read  them  too.  Look 
at  the  windows  of  retail  stores, 
and  write  notes  to  the  owners 
commenting  on  especially  attrac¬ 
tive  ones.  Watch  the  trade  pa¬ 
pers  for  news  of  interest  to 
local  advertisers,  and  send  them 
along,  too. 

Salesmen’s  Pictures 

Mr.  Motley  said  Parade  has 
postcards  printed  with  pictures 
of  its  salesmen  which  they  send 
to  current  and  prospective  ad¬ 
vertisers  at  frequent  intervals. 

“Ask  all  to  buy,”  Mr.  Motley 
concludes,  “is  the  toughest  pai^ 
of  selling.”  He  advocates  the 
“narrative  close,”  one  that  “tells 
what  you  did,  what  your  news¬ 
paper  did  for  some  other  adver¬ 
tiser.” 

“You’ve  got  to  find  out  what 
happens  when  your  advertisers 
advertise”  he  explains.  “That 
means  you  will  have  to  do  a  lot 
of  digging.  But  the  best  way  to 
sell  someone  new  is  to  tell  him 
what  someone  in  the  same  field 
did  successfully  through  adver¬ 
tising.  No  one  likes  to  feel  he  is 
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the  only  sucker  doing  business 
with  you.” 

Mr.  Motley  illustrates  this 
point  with  an  example  of  what 
Parade  did  with  a  four-column  , 
ad  published  by  Hush-Puppies 
in  the  May  24th  issue.  They  got 
actual  local  sales  figures  from 
shoe  stores  in  all  cities  where 
Parade  is  distributed.  Some  were 
excellent,  some  fair,  others  poor. 

All  were  listed,  ranging  from  as 
low  as  25  pairs  of  shoes  sold  in 
one  city  to  well  over  600  pairs 
in  another.  The  bad  were  given 
along  with  the  good  to  enhance 
the  ^lievability  and  reliability 
of  the  whole  list. 

LVing  ('.ommon  Sense 

Mr.  Motley  says  that  using 
common  sense,  while  among  the 
simplest  of  the  15  words,  is  often 
the  hardest  to  do,  since  people 
fail  to  remember  what  they  ac¬ 
tually  know.  He  emphasized 
making  a  good  appearance.  He 
said  that  he  himself  for  years 
failed  to  realize  he  was  making 
a  bad  appearance  by  talking  out 
of  the  side  of  his  mouth.  He  cor¬ 
rected  that.  Then  he  didn’t  learn 
how  he  sounded,  until  he  made 
a  tape  recording  of  his  voice,  a 
step  he  advocates  for  all  sales¬ 
men. 

“Don’t  smoke  when  you  sell," 
he  cautions,  and  “Don’t  take 
your  hat  into  a  prospect’s  of¬ 
fice. 

“Find  out  the  name  of  the 

secretai’y,  the  receptionist.  Get  to  ' 

know  them,  since  they  help  you 
get  to  know  the  man. 

“Don’t  treat  all  prospects 
alike.  Spend  a  little  time  to  find 
out  all  you  can  about  them,  their 
families,  prospects,  and  inter¬ 
ests,  and  then  you  can  set  your 
sales  talk  within  the  frame  of 
their  interest. 

“Treat  selling  like  a  profes¬ 
sion,  which  it  is.  Fifty  per  cent 
of  the  heads  of  business  come 
up  from  the  sales  side.” 

Mr.  Motley  himself  has  been 
called  one  of  America’s  12  mas¬ 
ter  salesmen.  He  made  his  first 
business  venture  as  a  teen-age 
newspaper  carrier  in  Minnea¬ 
polis.  He  has  been  a  medicine 
man,  a  Fuller  bnish  man,  and 
sold  zithers  door  to  door  to  fi-  '  ' 
nance  his  college  education.  He 
was  graduated  Phi  Beta  Kappa 
from  the  University  of  Minne¬ 
sota.  Later  he  went  on  the  road 
as  a  secretai’y  of  a  fraternal 
organization. 

In  1927  Mr.  Motley  got  a  com¬ 
mission  from  Smith  Brothers  to 
launch  a  new  cough  syrup.  His 
big  break  came  from  selling  ad¬ 
vertising  space  for  Colliers,  the 
Woman’s  Home  Companion  and 
American  Magazine.  He  worked  ^ 
his  way  to  the  top  as  vicepresi- 
dent  and  director.  He  has  been 
head  of  Parade  since  1946. 
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Seward  Toddings  Retires 
From  Mid-Ocean  News 


Hamilton,  Bei-muda 

S.  Seward  Toddinps,  M.C.P., 
O.B.E.,  J.P.,  manapfinff  director 
of  the  Mid-Ocean.  News,  Ber¬ 
muda’s  afteimoon  daily,  has  re¬ 
tired  due  to  health  reasons.  In 
the  past  year  he  has  suffered 
several  heart  attacks. 

In  addition  to  keeping:  his  post 
as  a  member  of  the  Bennuda 
Parliament  and  continuing  vari¬ 
ous  other  civic  duties,  he  will 
remain  as  president  of  Mid- 
Ocean  News,  Limited,  chairman 
of  its  board  of  directors  and  gen¬ 
eral  consultant  to  the  paper  on 
policy. 

New  Manager 

Taking  over  as  manager  of  the 
Mid-Ocean  News  is  James  B. 
Girdwood,  who  has  long  experi¬ 
ence  in  the  publishing  business 
in  both  hemispheres. 

Bom  and  educated  in  Edin¬ 
burgh,  Scotland,  Mr.  Girdwood 
served  his  appienticeship  as  a 
printer.  During  World  War  II 
he  was  a  bomber  pilot  in  the 
Royal  Air  Force.  Following  the 
war  he  w’orked  with  the  Scottish 
County  Press,  in  Dalkeith,  Scot¬ 


land.  Moving  to  South  Africa 
he  seiwed  as  superintendent  of 
works,  circulation  and  adverti.s- 
ing  for  the  Natal  Witness;  as  a 
managing  editor  of  the  Frontier 
Post  &  Times  in  Cape  Province; 
as  manager  of  the  Leader  in 
Lowveld,  the  Transvaal;  and 
as  general  manager  of  Caxton 
Limited,  commercial  printers  in 
Pretoria. 

From  there  he  came  to  Kings¬ 
ton,  Jamaica,  as  production  man¬ 
ager  of  the  Daily  Gleaner.  Going 
north  to  Canada  he  sei-ved  as 
production  manager  for 
Southam,  Limited,  in  Toronto, 
then  returned  to  London  as 
works  manager  for  Facsimile 
Letter  Press  Company,  Ltd.,  di¬ 
rect  mail  organization. 

Father  Founded  Paper 

The  Mid-Ocean  News  was 
founded  in  1911  by  Mr.  Todd- 
ing’s  father  and  Seward  learned 
his  newspapering  thei'e  as  a 
copy  boy,  compositor,  pressman 
and  assistant  editor.  He  left  in 
1914,  at  the  start  of  World  War 
I,  to  join  the  Bermuda  Volun¬ 
teers,  later  transferred  to  the 
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Canadian  Artillery  and  went 
overseas.  Transferring  again,  to 
the  75th  Canadian  Infantry 
Battalion,  he  reached  the  rank 
of  captain,  after  having  been 
wounded  in  Belgium  and  France. 

Long  active  in  Bermuda  civic 
and  political  affairs,  Toddings 
has  seived  continuously  since 
1937  as  chainnan  of  the  adver¬ 
tising  and  public  relations  com¬ 
mittee  of  the  Bermuda  Trade 
Development  Board. 

Looking  back  over  his  long 
years  with  the  Mid-Ocean  News, 
Mr.  Toddings  recalls: 

“When  I  took  over  the  reins 
from  my  father,  after  World 
War  I,  I  tuiTied  it  into  a  daily, 
with  the  same  equipment  as 
when  it  was  published  three- 
times-a-week.  As  a  daily,  the 
l)aper  has  quadrupled  its  circu¬ 
lation,  from  about  2,000  to  its 
present  8,000.” 

Mr.  Toddings  said  he  plans 
to  divide  his  time  now  between 
Bermuda  and  a  home  he  main¬ 
tains  in  Nassau  County  on  New 
York’s  Long  Island. 

Editor  Chases  Bull 
Moose  Tliroug:li  City 

Sault  Ste.  Marie,  Mich. 

Managing  Editor  Eugene 
(Shine)  Sundstrom,  Sault  Ste. 
Marie  Eveniny  News,  chased  a 
bull  moose  bigger  than  a  work- 
hor.se  from  his  lawn  and  through 
the  city’s  streets  one  night  re¬ 
cently. 

“My  wife  and  I  ran  to  the 
cal',”  explained  Mr.  Sundstrom. 
“About  a  block  away,  there  he 
was  under  a  street  light.  We 
moved  in  behind  Mr.  Big  and  he 
started  trotting  away.  He  veered 
off  the  pavement  across  the 
courthouse  lawn.  Over  at  the 
country  club  he  took  to  the  real 
cedar.s,  maples  and  spruces. 
That’s  the  last  anybody  saw  of 
him.” 

$127.50  Copy  Reader 
Seale  in  New  Pael 

Springfield,  Ohio 

A  $7.50  wage  increase  over  a 
two-year  period  is  the  feature 
of  a  two-year  contract  signed  by 
Springfield  Newspaper  Guild 
and  Springfield  Newspapers, 
Inc.  The  increase  will  bring  to 
$127.50  the  top  minimum  salary 
for  copy  readers.  Reporters 
will  get  $5  less. 

Other  changes  in  the  contract 
call  for  a  10  cent  increase,  to 
$1  a  shift,  for  night  differential, 
a  liberalized  military  leave 
clause  and  time  and  one-half 
for  overtime  rather  than  equal 
time  off. 

The  pact  is  retroactive  to 
April  4. 
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Third  Generation 
Tyson  Is  Editor 

Atkins,  Ark. 

When  Van  Allen  Ty.son,  22, 
became  editor  and  publisher  of 
the  Atkins  Chronicle  recently, 
the  Pope  county  weekly  passd 
into  the  hands  of  a  third  genera¬ 
tion  of  Tysons. 

The  new  editor  had  been  help¬ 
ing  his  gi'andfather,  Ardis,  com¬ 
monly  known  as  “Faraier”  Ty¬ 
son,  during  vacation  periods  of 
the  last  three  years  while  he 
was  attending  Arkansas  Tech. 

The  name  of  Tyson  and  news- 
paperdom  at  Atkins  have  become  ■ 
synonymous  during  the  last  42 
years.  After  starting  a  career 
as  a  school  teacher,  Ai'dis  Tyson 
purchased  the  Chronicle  from 
W.  F.  Farmer  in  1917.  From 
that  time  until  1936,  Mr.  Tyson 
edited  the  weekly.  At  that  time 
he  turned  the  management  over 
to  his  sons,  Leray  and  Van  Ty¬ 
son. 

Van  Tyson,  father  of  the  new 
editor,  managed  the  publishing 
venture  for  five  years  before 
entering  the  Army  at  the  be¬ 
ginning  of  World  War  II.  Leroy, 
the  second  son,  then  became  edi¬ 
tor  and  publisher,  and  continued 
until  1956  when  he  purchased 
the  Augusta  Advocate. 

In  19-56  the  elder  Tyson  came 
from  retirement  so  that  the 
newspaper  would  be  kept  in  the 
Tyson  family.  In  the  meantime 
Van  Allen  Tyson  had  begun  his 
newspaper  career  while  he  was 
in  junior  high  school  and  served 
as  a  part-time  apprentice  printer 
for  his  uncle. 

• 

Reporter  in  Polities 

Buffalo,  N.  Y. 

A  Buffalo  Evening  News  re¬ 
porter,  Robert  E.  Van  Wag¬ 
oner,  scored  a  remarkable  vic¬ 
tory  in  the  Sept.  15  primary 
election  in  the  suburban  Town 
of  Tonawanda.  Campaigning  as 
an  independent  Republican,  he 
gained  one  of  three  nominations 
for  town  councilman,  winning 
over  an  entrenched  party  ma¬ 
chine  and  defeating  an  oppo¬ 
nent  who  has  had  seven  years 
in  the  Town  Council. 

• 

Centennial  Award 

Jackson,  Mich. 

The  Citizen  Patriot  was  pr^ 
sented  a  centennial  award  i® 
State  Fair  ceremonies  'dt  D*" 
troit  marking  the  role  of  the 
press  in  the  development  of 
Michigan.  Clarence  G.  Cook^ 
circulation  manager,  accepted  , 
the  award  for  his  newspaper- 
The  Citizen  Patriot  traces  its 
history  to  1937. 
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Hobby  Ride  Odds 
Given  by  Winner 


By  Campbell  Watson 

Berkeley,  Calif. 

Ralph  J.  Gleason  has  ridden 
the  hobby  of  his  student  days 
into  a  full-time  vocation  marked 
by  syndication  which  now  ex¬ 
tends  internationally. 

Other  newsmen  can  do  like¬ 
wise,  he  believes.  But  it  took  a 
historical  trend  to  give  him  a 
needed  lift  after  years  of  striv¬ 
ing.  An  observant  editor  and  an 
alert  syndicate  also  helped 
greatly. 

For  his  hobby  is  jazz,  which 
was  not  too ,  far  removed  from 
its  Basin  Street  beginnings 
when  Mr.  Gleason  took  over  the 
jazz  column  in  the  Columbia 
Daily  Spectator  while  a  Colum¬ 
bia  University  student. 

That  column  had  been  recent¬ 
ly  launched  by  Robert  Paul 
Smith,  now'  a  well  established 
author.  Mr.  Gleason  says  he 
took  it  on  primarily  because  it 
provided  free  records. 

Lure  Continues 

The  lure  of  the  jazz  platter 
continued  w'hile  Mr.  Gleason 
w’ent  on  to  become  Spectator 
news  editor  in  1935  and  thence 
to  newspaper,  advertising 
agency  and  radio  jobs.  For  more 
than  a  decade  his  sideline  writ¬ 
ings  and  part-time  roles  enabled 
him  to  keep  in  free  records  and 
in  step  with  the  evolution  of 
jazz. 

Today  his  Rhythm  Section, 
released  through  the  Times-Mir- 
ror  Syndicate,  appears  in  25 
new'spapers.  The  newest  addi¬ 
tion  is  the  Stockholm  (Sweden) 
Expressen,  circulation  343,296. 

The  historical  uptrend  ele¬ 
vated  jazz  first  to  European 
acceptance  and  then  to  State 
Department  recognition  as  this 
country’s  “most  important  ex¬ 
port,”  Mr.  Gleason  obseiwed. 
This  has  given  the  basement 
product  of  Basin  Street  State 
Department  recognition. 

Some  such  a  lift  may  be 
needed  by  other  newsmen  who 
seek  to  ride  their  hobbies  to  a 
vocational  status,  he  believes. 

Suuisested  Areas 

The  potential  fields  include 
guns,  dogs,  sport  cars  and  chess, 
he  suggested.  Tw'o  San  Fran¬ 
cisco  writers  are  now  well  em¬ 
barked  on  such  moves.  They  are 
Robin  Kinhead,  who  writes  on 
sports  cars  for  the  Son  Fran¬ 
cisco  Neu's-Call  Bulletin,  and 
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Guy  Carrouthers,  whose  column 
is  about  dogs. 

Seated  in  his  home  here 
where  he  writes  his  column  and 
listens  to  innumerable  record¬ 
ings  from  his  voluminous  collec¬ 
tion  of  platters,  Mr.  Gleason 
reviewed  quietly  his  trials,  er¬ 
rors,  disappointments  and  suc¬ 
cesses  in  his  chosen  phase  of 
newspapering. 

There  were  plenty  of  rocks 
as  wrell  as  rolls  before  the  pay¬ 
off  period  with  the  Mirror-News 
label  as  the  nation’s  first  syndi¬ 
cated  jazz  columnist.  He  is 
credited  with  founding  the  na¬ 
tion’s  firet  jazz  magazine  Jazz 
Information,  in  1939.  That  was 
unsuccessful,  he  reports. 

His  pay  checks  came  in  turn 
from  Printers  Ink,  an  adver¬ 
tising  agency  in  New  York,  the 
Westchester  (N.  Y.)  Reporter 
and  from  the  public  relations 
department  of  CBS  in  post-col¬ 
lege  days.  Contributions  on  jazz 
and  various  side  posts  kept  him 
on  the  free  list  wdth  the  record¬ 
ing  companies. 

Wartime  Duty 

Wartime  meant  Office  of  War 
Information  service  with  duty 
abroad  in  both  London  and  Lis¬ 
bon.  He  returned  to  join  ABC 
in  New  York.  Then,  in  1946, 
came  to  the  decision  to  head 
for  California. 

Work  for  the  University  of 
California  public  infonnation 
department,  the  Underwriter’s 
Report  and  Kirschner  &  Com¬ 
pany,  advertising,  followed.  He 
began  his  San  Francisco  Chroni¬ 
cle  reports  on  jazz  in  1949. 

The  Chronicle  opening  came 
after  other  editors  in  this  area 
had  i*ejected  suggestions  for  a 
jazz  series.  A  new  Sunday  mag¬ 
azine,  This  World,  appeared  to 
offer  “a  natural”  for  his  pro¬ 
posed  column,  Mr.  Gleason  re¬ 
called. 

Gordon  Pates,  now  Chronicle 
managing  editor,  liked  the  idea. 
Scott  Newhall,  executive  editor 
who  was  then  Sunday  editor, 
approved. 

“Scott  must  like  jazz,”  the 
columnist  suggested.  Six  years 
ago  the  Chronicle  added  twice- 
weekly  “Lively  Arts”  sections 
and  he  began  to  appear  regu¬ 
larly  thrice  a  week  in  addition 
to  doing  special  features  on  jazz 
figures. 


Ralph  J.  Gleason 


Meanwhile  the  record  busi¬ 
ness  had  been  growing  and  jazz 
had  become  more  of  a  part  of 
it.  Mr.  Gleason  sold  a  few  fea¬ 
tures  on  jazz  to  various  newspa¬ 
pers.  Then  he  decided  to  try  to 
syndicate  his  copy  on  his  own. 

Jazz  Records  Gain 

For  a  series  of  weeks  Mr. 
Gleason  mailed  out  a  weekly 
column  to  80  newspapers.  He 
suggested  inspection  with  pay¬ 
ment  only  on  the  basis  of  esti¬ 
mated  value  if  the  copy  was 
used.  He  did  not  receive  a  sin¬ 
gle  reply. 

“Since  then  quite  a  few  of 
those  who  rejected  my  column 
have  become  purchasers,”  he  re¬ 
ported. 

A  vital  factor  in  the  syndica¬ 
tion  success  lay  in  the  fact  that 
the  right  moment  had  arrived, 
he  reports.  Given  that  timing, 
most  any  hobby  report  might 
sell,  he  submits. 

New  Era  Heralded 

The  dawn  of  the  new  era  ap¬ 
parently  came  four  years  ago 
when  a  page  one  New  York 
Times  stoi’y  reported  the  tumul¬ 
tuous  Avelcome  Sweden  accorded 
Louis  Armstrong,  and  acclaimed 
him  as  “the  ambassador  of  the 
.sax.” 

That  same  story  could  have 
been  written  a  decade  earlier 
had  a  general  news  correspond¬ 
ent  been  on  hand  when  an 
American  jazz  star  landed  at 
any  of  several  points  in  Europe, 
Mr.  Gleason  believes. 

The  value  of  jazz  in  interna¬ 
tional  relations  had  been  ex¬ 
istent  for  years,  he  declares.  In 
this  country,  the  jazz  platter 
business  now  totals  20  to  25 
percent  of  the  lecord  business. 
Jazz  albums  by  top  artists  out¬ 
sell  the  albums  of  the  topmost 
popular  singers,  Mr.  Gleason 
adds. 


“Jazz  is  our  one  export  all 
other  countries  want.  It  is  an 
identifiable  spokesman  of  Amer¬ 
ican  democracy.  That’s  why 
Russia  bai-s  jazz,”  he  declared. 

Response  Told 

The  columnist  has  found  that 
a  favorable  Sunday  Chronicle 
report  on  a  top  artist’s  new  al¬ 
bum  will  provide  a  sell  out  by 
Thursday. 

A  Chronicle  contest  offering 
records  as  give-aways  brought 
responses  from  almost  every 
Northern  California  community. 
It  also  brought  scattei-ed  re¬ 
plies  from  distant  points. 

These  results  reflect  regular 
Chronicle  use  of  the  feature  for 
10  years,  Mr.  Gleason  added.  He 
does  not  have  reports  fi-om  other 
users.  These  include  the  Boston 
Globe,  Washington  Daily  News, 
Des  Moines  Register-Trihmt, 
Houston  Post  and,  recently 
added,  the  New  York  Journal 
American. 

Four  Cities 

San  Francisco  is  one  of  the 
four  cities  in  this  country  from 
which  a  jazz  column  can  be  writ¬ 
ten  regularly,  he  believes.  Sev¬ 
eral  nights  weekly  are  spent  in 
the  night  clubs  there. 

Mr.  Gleason  also  covers  con¬ 
certs,  visits  Los  Angeles  fre¬ 
quently  and  New  York  and  Chi¬ 
cago  occasionally. 

A  principal  aid  is  what  he  de¬ 
scribes  as  the  “underground 
signal  system”  of  jazzland.  He 
hears  of  new  developments  al¬ 
most  immediately.  The  network 
extends  into  such  distant  spots 
as  Australia  and  New  Zealand. 
On  the  morning  of  the  interview, 
the  mail  included  a  full  report 
from  the  Hong  Kong  Jazz  Club. 


Ad  ‘Ties  in’  with 
Soviet  Moon  Shot 

Rockford,  Ill' 

The  day  the  Rockford  Reg¬ 
ister-Republic  reported  on  pafff 
one  the  successful  Soviet  rocket 
to  the  moon,  an  ad  on  page  three 
of  the  same  edition  carried  the 
headline:  “Challenge!  Can 
Meet  the  New  Competition!" 
Pictured  in  the  illustration  was 
a  Russian  classroom. 

Immediately  above  the  ad— 
an  Advertising  Council  Higher 
Education  series  supported  co¬ 
operatively  by  a  number  of 
Rockford  concerns — was  a  news 
headline  reading:  “Nikita  Re 
ceptive  to  New  Ideas:  Nixon. 

The  advertising  campaign  was 
sold  some  weeks  ago.  The  p*r' 
ticular  ad  was  sent  to  the  com¬ 
posing  room  several  days  l>e 
fore  the  Soviet  moon  shot  story 
broke. 
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SELL  WITH 


COLOR 


IN  PONTIAC 


4  COIORS  FOR  OVER  23  YEARS 


Add  color  to  advertising  in  a  finely  edited  newspaper  with 
thorough  coverage  in  a  high-income  market  and  you  have 
a  sure-fire  method  of  securing  maximum  sales!  Net  paid  cir¬ 
culation,  now  in  excess  of  58,000  daily,  is  one  of  the  top 
circulations  in  Michigan  .  .  .  97.4%  home  delivered. 

A  few  of  the  top  products  that  have  appeared 
in  4  colors  in  the  Pontiac  Press 


Stroh's  Beer 

Betty  Crocker  Frosting  Mixes 

Dromedary  Coke  Mixes 

Fluflo 

Duncon  Hines  Coke  Mixes 

Soro  Lee  Coffee  Coke 

Rinso 

Seoltest  Products 

Lux  Toilet  Soop 

Buitk 

Wrigley's  Super  Morkets 
Chompogne  Velvet  Beer 

Standard  Oil  Co. 

Pontioc 

Old  Milwaukee  Beer 

6E  Vocuum  Cleaner 

CMC  Trucks 

Swift  Frozen  Fried  Chicken 
Kellogg  Sugar-Frosted  Flakes 

RCA  Whirlpool  Washer 

Black  and  1  color  minimum  1,000  lines 

Multiple  color  minimum, 

one  page 

ABC  Net  Paid  58,467  daily 


PontiaC/  Michigan 

Scoloro,  Meeker  A  Scott,  New  York,  Philadelphia,  Chicago  and  Detroit 
Doyle  A  Hawley,  Son  Francisco  and  Los  Angeles 
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Sports  Column  for  People  Who  Don ’t  Know  Sports 


San  Francisco 

A  new  “civilized  sports  col¬ 
umn  for  ladies  and  gentlemen” 
was  laimched  in  the  San  Fran¬ 
cisco  Chronicle  on  Sept.  21. 

The  column  comes  to  the  fea- 
tui’e-conscious  paper  as  an  ob¬ 
vious  reaction  to  San  Francisco’s 
new  love  affair  with  its  major 
league  baseball  team,  the  Giants. 

It  will  fill  the  opposite-edi¬ 
torial-page  spot  occupied  for 
nearly  a  decade  by  Marjorie 
Ti-umbull,  who  has  decided  to 
move  from  San  Francisco  to 
Hawaii. 

The  new  sports  column,  “The 


Fearless  Spectator,”  is  written 
by  Charles  McCabe,  a  native 
New  Yorker  and  author  of  the 
book  “Damned  Old  Crank,”  a 
biography  of  E.  W.  Scripps. 

The  new  column  idea  rings  of 
John  Lardner  with  a  share  of 
the  Lucius  Beebe  philosophy 
thrown  in. 

As  the  Chronicle  said,  “This 
outstanding  Chronicler  of  the 
Great  American  West  will  ex¬ 
amine  the  Manners  and  Mores, 
explore  the  Spectacular  Side¬ 
lights,  and  expose  the  Hilarious 
Highlights  of  the  Mysterious 
and  Wonderful  World  of 


Sports.” 

But,  the  paper  admits,  the  au¬ 
thor  “has  not  attended  a  sport¬ 
ing  event  since  1926.”  That’s  the 
idea  behind  the  column — sports 
reporting  for  people  who  know 
nothing  about  sports. 

Mr.  McCabe,  44,  attended  pri¬ 
vate  schools  in  New  York  City 
and  was  graduated  from  Man¬ 
hattan  College.  He  was  a  cub  re¬ 
porter  on  the  New  York  Ameri¬ 
can  in  1936  and  1937  and  spent 
seven  years  with  United  Press 
in  Washington  and  in  Latin 
America. 

He  later  was  publicity  ad- 


ABC  Names  Marketing  Committee 


Chicago 

Audit  Bureau  of  Circulations 
Board  Chairman  Walter  P. 
Lantz,  director  of  advertising, 
Shulton,  Inc.,  has  announced  the 
appointment  of  a  new  ABC  Mar¬ 
keting  Services  Committee. 

The  new  committee  is  com¬ 
posed  of  ABC  directors  repre¬ 
senting  all  media  and  buyer 
member  divisions  of  the  Audit 
Bureau. 

Chainnan  of  the  new  com¬ 
mittee  is  William  E.  Steers,  pres¬ 
ident,  Doherty,  Clifford,  Steers 
&  Shenfield,  Inc.  Members  of  the 
committee  are:  W.  E.  Boberg, 
vicepresident.  The  Farmer;  Rob- 

Labor  Reporting 
Fellowship  Posted 

Washington 

Officers  and  trustees  of  the 
Louis  Stark  Memorial  Fund 
have  presented  approximately 
$30,000  to  Hai-vard  University 
to  establish  a  fellowship  in  the 
field  of  labor  reporting. 

The  co-chainnen  of  the  Fund 
are  Secretary  of  Labor  James 
P.  Mitchell  and  Senator  Paul  H. 
Douglas  of  Illinois. 

Louis  Stark  of  the  New  York 
Times  was  a  leading  labor  re¬ 
porter  for  many  years.  He  died 
on  May  17,  1954.  The  Fund  was 
established  by  fellow  journalists 
and  other  friends  with  contribu¬ 
tions  from  employers,  labor 
unions,  and  individuals. 

The  fellowship  will  be  called 
the  “Louis  Stark  Fellowship” 
and  is  intended  to  supplement 
the  Nieman  Fellowships  which 
are  awarded  to  newsmen.  The 
award  of  the  Stark  Fellowship 
will  be  made  by  the  President 
and  Fellows  of  Harvard  College 
in  the  same  manner  as  Nieman 
Fellowships,  so  far  as  appropri¬ 
ate  and  practicable. 


ert  W.  Boggs,  manager  of  ad¬ 
vertising,  Union  Cai’bide  Corpo¬ 
ration;  Sidney  W.  Dean,  Jr., 
vicepresident,  McCann-Erickson, 
Inc.;  Thomas  B.  Haire,  presi¬ 
dent,  Haire  Publishing  Com¬ 
pany;  John  R.  Miller,  assistant 
general  manager,  Hearst  Maga¬ 
zines;  John  H.  Platt,  senior  vice- 
president,  Kraft  Foods  Com¬ 
pany;  John  C.  Preston,  pub¬ 
lisher,  Brantford  (Ont.)  Exposi¬ 
tor;  and  Richard  C.  Steele,  as¬ 
sociate  publisher,  Worcester 
(Mass.)  Telegram-Gazette. 

Mr.  Lantz  said  the  Marketing 
Services  Committee’s  function 
would  be  to  consolidate  the  many 
facets  of  the  Audit  Bureau’s 

Story  on  Relarde<l 
Children  Is  Cited 

Jackson,  Mich. 

Don  Durst,  reporter  for  the 
Citizen  Patriot,  and  the  news¬ 
paper  were  the  recipients  of 
Distinguished  Service  Awards 
presented  recently  by  the  Michi¬ 
gan  Association  for  Retarded 
Children. 

Mr.  Durst’s  award  was  for 
“his  investigation  into  the  cir¬ 
cumstances  surrounding  allega¬ 
tions  of  cruel  and  bratal  treat¬ 
ment  of  mentally  retarded  pa¬ 
tients  at  the  Coldwater  Home 
and  Training  School  and  the  re¬ 
sultant  series  of  newspaper  ar¬ 
ticles  entitled,  ‘The  True  Story 
of  Coldwater’.” 


Adman  Starts  Paper 

Caldwell,  Idaho 
Dennis  Smith,  former  adver¬ 
tising  manager  of  the  Baker 
(Ore.)  Democrat-Herald,  has 
announced  plans  to  start  a  new 
weekly  newspaper  at  Caldwell. 
The  weekly  will  be  called  the 
Progress-Bulletin  and  publica¬ 
tion  of  the  first  issue  is  set  for 
the  last  week  in  September. 


work  relating  to  the  marketing 
applications  of  circulation  data. 
The  committee  will  also  study 
and  make  recommendations  on 
developments  which  might  con¬ 
tribute  to  gi-eater  marketing 
uses  of  ABC-audited  circulation 
infonnation. 

“Today’s  marketing  concept  of 
business,”  Mr.  Lantz  said, 
“makes  new  demands  on  the 
Audit  Bureau  and  on  its  seiw- 
ices.  As  in  the  case  of  news- 
papera,  where  ABC  will  show 
market  area  maps,  we  must  con¬ 
tinually  seek  to  coordinate  ABC 
circulation  values  with  market¬ 
ing  requirements.” 

McMullen  Dies; 
Color  Expert 

Milwaukee 

Joseph  E.  McMullen,  one  of 
the  foremost  pressroom  authori¬ 
ties  on  ROP  color,  died  Sept. 
17  after  a  heart  attack  at  his 
home.  He  was  58  years  old. 

Mr.  McMullen  was  vicepresi¬ 
dent  and  production  manager  of 
the  Milwaukee  Journal.  He  had 
been  a  pressman  since  leaving 
high  school  to  work  for  the 
Milwaukee  Sentinel.  In  1939  he 
moved  to  the  Journal  to  super¬ 
vise  its  ROP  color  department. 

In  1952  he  was  named  produc¬ 
tion  manager  of  the  Journal 
and  a  vicepresident  and  director 
of  the  Journal  Company  in 
1955. 

For  several  years  he  was 
chairman  of  the  Mechanical 
Committee  of  the  ANPA  and 
was  active  in  the  research  pro¬ 
gram.  He  had  served  as  presi¬ 
dent  of  the  Great  Lakes  Me¬ 
chanical  Conference. 

Mr.  McMullen  held  several 
patents  in  the  graphic  arts  field, 
including  some  on  ink  pumps 
and  tension  controls. 


viser  to  three  governors  of 
Puerto  Rico  and  was  city  edi¬ 
tor  of  the  Puerto  Rico  World- 
Journal.  He  also  has  lH?en  pub¬ 
licity  director  of  Sun  Valley,  the 
Idaho  resort,  and  was  a  Carib¬ 
bean  stringer  for  Time-Life. 

Mr.  McCabe  moved  to  San 
Francisco,  took  an  apartment  on 
Telegraph  Hill,  and  spent  most 
of  his  time  free-lancing.  He 
worked  at  the  Chronicle  durini: 
the  summer  of  1958,  returned 
for  summer  work  this  year,  and 
put  much  of  the  West  on  its  ear 
with  a  series  of  articles  about 
Virginia  City. 

-4.  '<s<  I 

Harlem  Weekly 
Plans  Jubilee 

The  New  York  Am,sterdan 
News,  Harlem  weekly,  is  cele¬ 
brating  its  fiftieth  anniversary. 
Founded  in  1909  in  “Hell’s 
Kitchen,”  the  paper,  now  being 
published  by  the  Powell -Savor)’ 
Corp.,  has  never  missed  an 
issue  though  it  has  changed 
hands  a  few  times. 

For  its  golden  anniversan 
celebration  the  paper  has  sched¬ 
uled  several  major  promotions. 
Among  them  will  he  a  Jazz  Con¬ 
cert  at  Carnegie  Hall  in  Novem¬ 
ber,  a  giant  anniversary  issue 
in  December  and  a  Home  Show, 
Oct.  1-3. 

The  show  will  tee  off  with  a 
25-block  parade. 

The  paper  is  running  several 
contests,  with  prizes  ranging 
fi*om  an  all-expense  honeymoon 
trip  to  Bermuda  to  a  $12,000 
modeling  contract  to  the  winner 
of  “Miss  Am-sterdam  News”  con¬ 
test. 


Whitman  to  Appeal 
Fine  for  Contempt 

Coun.sel  for  Alden  Whitman 
said  this  week  they  intend  to 
appeal  from  a  $500  fine  and  six- 
months’  probation  imjwsed  on 
him  for  contempt  of  Congress. 

Federal  Judge  Curran  entered 
the  sentence  last  week  on  the 
basis  of  a  Supreme  Court  rul¬ 
ing  in  a  test  case  uiffiolding 
broad  powers  for  Congressional 
committees  investigating  Com¬ 
munism.  Mr.  Whitman,  a  former 
New  York  Times  copy  editor, 
had  been  cited  for  contempt  in 
1956  for  refusing  to  name  Com¬ 
munist  Party  membcre  or  testify 
about  party  activities  before  the 
Senate  Intemal  Security  Com¬ 
mittee.  He  admitted  he  was  a 
member  of  the  party  between 
1938  and  1948.  He  pleaded  free¬ 
dom  of  belief. 
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Almost 

Everybody 

hot  nnolding^m  O.  P. 
color  mats  uses 

DIRECTOMAT 


‘Altoona  Mirror 
Atlanta  Journal-Constitution 
Atlantic  City  Press 
Baltimore  News-Post 
‘Baltimore  Sun 

Beaumont  Enterprise  &  Journal 
Billings  Gazette 
Birmingham  News 
‘Boston  Herald-Traveler 
Bridgeport  Herald 
Buffalo  Courier-Express 
‘Buffalo  Evening  News 
Butler  Eagle 


‘Cape  Breton  Post 
Calgary  Albertan 
‘Calgary  Herald 
Chicago  American 
Chicago  Sun  Times 
Chicago  Tribune 
Cleveland  Press 
Columbus  Dispatch 
Dayton  News 

Daytona  Beach  News  &  Journal 
Denver  Post 

Des  Moines  Register  &  Tribune 
Detroit  News 


Dixon  Telegraph 
Florida  Times-Union 
Fort  Worth  Star-Telegram 
Green  Bay  Press-Gazette 
Grand  Rapids  Herald 
‘Hartford  Times 
Honolulu  Star-Bulletin 
Houston  Chronicle 
Houston  Post 
Indianapolis  Star  &  News 
Kansas  City  Star  &  Times 
Los  Angeles  Examiner 
Los  Angeles  Times  &  Mirror 
Lima  News 


LAKE  ERIE 

HYDRAULIC 

PRESSES 


London  Free  Press 
Louisville  Courier-Journal 
Miami  Herald 
Miami  News 
Milwaukee  Journal 
Milwaukee  Sentinel 
Minneapolis  Star  &  Tribune 
‘Montreal  Gazette 
‘Montreal  LaPresse 
Nashville  Banner  &  Tennessean 
New  Orleans  Times-Picayune 
New  York  News 
New  York  Journal-American 


Oklahoma  City  Oklahoman 
Ohio  State  Journal 
Omaha  World-Herald 
‘Orlando  Sentinel  Star 
Philadelphia  Bulletin 
Philadelphia  News 
Pine  Bluff  Commercial 
Pittsburgh  Sun-Telegraph 
Port  Huron  Times-Herald 
Roanoke  Times  &  World-News 
‘Rochester  Times  Union 
Sacramento  Bee 
Salt  Lake  City  Tribune 


San  Francisco  Chronicle 
San  Francisco  Examiner 
Seattle  Post-Intelligencer 
Seattle  Times 

Spokane  Chronicle  &  Spokesman  Review 
St.  Louis  Globe-Democrat 
Toledo  Blade  &  Times 
Toronto  Star 
Tulsa  World  &  Tribune 
Wall  Street  Journal 
‘Washington  Evening  Star 
Washington  Post  &  Times  Herald 
Youngstown  Vindicator 

*A  few  recent  additions 


V  i 


1000  Ton  Directomat  Illustrated 


LAKE  ERIE  MACHINERY  CORPORATION 

successor  to  Lake  Erie  Engineering  Corporation 

508  Woodward  Avenue,  Buffalo  17,  New  York 


Manufacturers  of  the  Most  Complete  Line  of  Hydraulic  Presses  for  AH  Industry 
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Retailers  Claim  PR 
Aids  Menswear  Sales 


kit,  distributed  in  July,  enlisted 
the  cooperation  of  the  Bureau 
of  Advertising,  ANPA.  The  Bu¬ 
reau  notified  members  of  the 
promotion  and  suggested  they 
tiy  to  sell  local  retailers  on  buy¬ 
ing  tie-in  advertising. 

“The  cooperation  of  the  In¬ 
stitute  with  the  Bureau  of  Ad- 


firm  is  working  similarly  with 
large  industrial  and  business 
organizations.  S.  S.  Kresge,  for 
instance,  includes  “dress  right" 
material  in  its  training  course. 

Requests  for  both  the  school 
and  adult  “dress  right”  material 
have  been  received  from  Russia 
and  Japan,  Mr.  O’Brien  said. 


A  “dress  right”  public  rela-  suits  were  “most  significant  vertising  is  bound  to  be  helpful  Top  name  entertainment  stars 
tions  program  was  credited  by  testimony  to  the  job  that  has  both  to  the  industry  and  to  the  have  been  enlisted  in  a  radio 
retailers  this  week  with  defi-  been  done  by  AIMBW  in  edu-  newspapers,”  Charles  T.  Lips-  PR  program,  and  a  film  has 
nitely  spurring  current  mens-  eating  the  public  on  the  progress  comb.  Bureau  president,  w^as  been  pr  epared  entitled  “The  Cut 

wear  sales  inci'eases.  and  pi'oducts  of  the  men’s  and  Quoted  as  stating  at  the  time,  of  Youi’  Jib,”  which  has  been 

In  a  sui'vey  conducted  among  boys’  wear  industry.”  This  week  Mr.  O  Brien  said  seen  by  viewers  to  some  220  T\ 

515  r’etail  members  of  the  Amer-  The  PR  program,  handled  by  that  one  of  the  prrrposes  of  the  stations  as  well  as  by  live  audi- 
ican  Institute  of  Men’s  and  the  Institute’s  PR  counsel,  ^'ts  is  to  “acquaint  the  new’s-  ences. 

Boy’s  Wear  Inc.,  PR  was  r  anked  Mayer  and  O’Brien,  Inc.,  Chi-  advertising  departments  Howar  d  G.  Mayer,  now  chair- 

second  to  generally  improved  cago,  has  been  in  progress  now  "'ith  male  fashion  news  and  man  of  the  board,  founded  the 
business  conditions  as  being  re-  for  the  past  four  and  a  half  other  featrrres  around  rvhich  firm,  then  known  as  H.  G.  Mayer 
sponsible  for  the  present  up-  year  s  beginning  with  the  found-  they  can  build  special  pages  and  &  Associates  in  Chicago  in  1939. 
turn.  ing  of  the  Institute.  Jack  Weil  advertising  supplements.”  Mr.  O  Br  ien  joined  the  firm  10 

is  account  supervisor  in  Chicago,  that  newspaper  year-s  ago,  when  it  became  Mayer 

11*7<  I’ptiirn  Rion  Bercovici  in  charge  editor  ial  linage  given  to  male  &  O’Brien.  The  Institute  is  one 

Louis  C  Pfeifle  president  in  New  York.  Policy  matters  fashions  has  grown  more  than  of  23  different  accounts.  Others 

maderesultsof  the’sur-vey  pub-  are  handled  by  Dale  O’Br  ien,  thejaf  two  year^^^^  include  the  Anoerican  Dairy  As- 

lie  in  connection  with  a  meet-  president.  Mr-.  OBrren  sard  and  rt  .s  fa.r  soc.at.on,  the  For-mfit  Company, 

ing  of  the  Institute’s  directors  The  Institute  nurnlrers  more  to  assume  there  has  been  a  cor-  General  Amerrcan  Transporta- 
in  New  York  Sept.  22.  Sales  than  3,000  members  of  which  lespondrng  rncr  ease  tn  r  etarl  ad-  tron  Company,  Sperry  &  Hut- 
of  male  appar  el,  he  said,  were  approximately  2600  ar  e  r  etail-  ver  tising  Image  to  suppor  t  it.  chin.son  Company,  and  the  Scan- 

'  *  -  mi  .  Hi«a\rion  AifliTictG 


Pfeifle  president  in  New  York.  Policy  matters  fashions  has  grown  more  than  of  23  different  accounts.  Others 
of  the  survey  pub-  are  handled  by  Dale  O’Br  ien,  307,  dur  ing  the  last  two  year-s,”  include  the  American  Dairy  As- 
r'  -  fVi  Dtesident  Mr.  O’Brien  said,  “and  it  is  fair  sociation,  the  For-mfit  Company, 


dinavian  Airlines  System. 


In  addition  to  the  four-  PR 


ll*",  better  than  last  year’s,  ac-  ers.  The  400  are  apnarel  manu-  Invitation  to  IMitors  ntnavtan  Atrrtnes  jsystenr. 

cording  to  latest  (July)  Federal  facturers,  mills  and  miscellane-  • 

Reser-v-e  Boar-d  figur-es.  The  up-  ous  supplier-s.  Contributions  add  fn  addition  to  the  four-  PR  w-  r 

tur-n  is  continuing,  he  added.  up  to  ^  total  of  $475,000  a  year-,  kits  a  year*,  last  Febr-uar-y  the  V»  OIllPll  Lllt(*r 

Mr.  Pfeifle  said  that  “515  nf  which  $250,000  is  devoted  to  Institute  for  the  fir-st  time  in-  Price  Contest 

member  retailer-s,  replying  to  public  r-elations.  The  400  pro-  vited  newspaper  fashion  editors  p  i-f 

the  sur-vey,  coupled  increased  vide  837c  of  the  total  budget,  to  attend  the  Chicago  convention  MATEO,  Lalit. 

quantity  and  quality  of  male  i  i  vj  •  •  National  Association  of  ®  prtce  o  grocer  res  rs  o 

fashion  news  and  pictures  in  Advertising  Retail  Clothiers  and  Fur-nishers,  dual  rmpor-tan^  to  women,  ^b- 

local  dailies  with  the  upturn  When  fir  st  organized,  the  In-  T  mLnagersL  l/afeo  Sa 

rn  general  economic  conditions  .stitute  explored  the  possibilities  P^^ted  for  the  Febr-uary  rneet-  „  ^ ... 

as  the  prime  ingredients  of  the  of  a  paid  national  adver-tising  Angeles  rn  1960.  For- knowledge  of  the  grocery 

sales  upswing.”  campaign.  It  was  deter  mined  Effor  ts  directed  through  the  PJ’ice  list  affects  pockethook  and 

“More  than  977c  of  the  re-  eventually  that  insufficient  funds  nation’s  daily  and  weekly  press  the  housewife  s  s^nse  of 

tailer-s,  representing  stores  of  were  available  for  this  pur-  ‘s  only  one  of  sever-al  major  PV'de,  he  declared  after  w 

all  sizes  from  coast  to  coast,  pose.  But  first  a  “pilot”  opera-  categories  of  the  “dress  right”  Times  rweived  more  than  LOW 

found  consumer-  inter-est  in  male  tion  was  pr-oposed  in  one  city,  progr  am,  Mr.  O’Br  ien  entr-ies  in  ari  eight-wwk  Your 

fashions  rapidly  grow-ing,”  Mr.  which  it  was  thought,  would  pointed  out.  Gr-ocer-y  List  coritesst. 

Pfeifle  said.  “These  merchants  show  retailers  elsewhere  the  One  part  of  the  program  is  wares  wen 
believe  that  this  heightened  at-  value  of  incr-eased  paid  adver-  aimed  specially  toward  teen-  ^  f- 

tention  on  the  part  of  the  pub-  tising  to  increasing  sales.  This  ager-s  and,  according  to  Mr-. 


tention  on  the  part  of  the  pub-  tising  to  increasing 


lie  plays  an  important  part  in  did  not  prove  feasible,  however.  O’Brien,  has  now-  won  the  sup- 

the  current  sales  picture.”  National  adver  tising  in  TAf»  nort  of  mor  e  than  657,  of  all  advertising  i 


National  advertising  in  Life  port  of  more  than  657c  of  all  L  L. 

_ _  n.iKiio  limes. 


‘Dress  Riglit’  Programs 


Retailer-s  listed  seven  factors  and  other  similar  media  were  public  schools.  These  “dr-ess  iimes. 

most  often  cited  as  reasons.  The  also  later  tried  and  dr-opped.  right”  programs  are  student  ad- 

factoi-s  were  gr-aded  in  or  der  Pr  esently  what  paid  advertis-  ministered.  Groups  of  high 

of  relative  importance.  Better  ing  is  done  by  the  Institute  is  school  pupils  are  furnished  by  ^1,°"  stories  in¬ 
business  conditions  led  with  120  limited  to  copy  in  the  trade  the  PR  firm  with  film  strips  , 

votes.  press  and  in  professional  edu-  and  comics  designed  to  interest  ^  buvs*^ 

‘Dress  Ri  lit’  P  s  cational  jour-nals,  such  as  Scho-  them  in  impr-oving  their  appear- 

r  ss  ig  1  rograms  iasfic.  It  amounts  to  about  $75,-  ance.  • 

Of  six  factors  dealing  specifi-  000  a  year  and  is  placed  by  The  school  “dress  right”  von-  Pholoirranlier 

cally  with  the  male  apparel  in-  the  Nor-th  Advertising  Agency,  ture  w-as  first  suggested  by  Dr.  . 

dustry,  incr-eased  local  and  na-  Chicago.  Joseph  Manch,  Buffalo  superin-  DiPS  111  Air  Uollision 

tional  publicity,  including  school,  A  key  part  of  the  public  re-  tendent  of  schools,  who  noted  Fort  Pierce,  Fla. 

industrial  and  other  “dr-ess  lations  effort  directed  to  con-  a  direct  relationship  between  Leonar-d  McNulty,  47-year-ol(i 

right”  PR  pr  ograms  r  anked  sumers  through  the  press  is  students’ dress  and  their  actions,  photogr-apher  for  the  Forf  Pierff 
first  with  115  votes.  repr-esented  by  a  series  of  four  Associated  Press  in  its  r-ecent  Newa-Tribune  was  killed  and 

Other  reasons  listed  included:  PR  kits  sent  to  1500  daily  “back-to-school”  feature  mate-  two  other-s  injured  critically  in 
more  flatter-ing  styles,  70  votes;  newspapers  four  times  a  year  rial  included  a  by-line  article  by  a  midair  plane  collision  here 
improved  dress  among  male  TV  —  Christmas,  Spring,  Back-to-  Mr.  Manch.  Sept.  18. 

and  motion  picture  per  for-mers.  School,  and  fall.  Each  kit  usual-  u  «  p  ^  Piper  Cub  and  a  Cessna 

24;  improvements  in  fabrics  and  ly  includes  about  12  stories  and  Program  collided  as  they  approached  the 

more  comfortable  constructir  i,  24  pictures.  They  are  supple-  Mayer  &  O’Brien,  Inc.,  this  St.  Lucie  (krunty  airpor-t  for  a 
14;  more  effective  adver-tising  mented  by  monthly  releases.  faj)  Js  instituting  a  similar  pro-  landing. 

by  the  retailer’s  own  firm,  9;  Bureau  Su  ri  gi’am  with  the  Boy  Scouts  and  M.  C.  Stone,  a  Fort  Pierce 

and  more  effective  adver-tising  ureau  .  uppor  expects  shortly  to  add  the  4-H  automobile  dealer,  had  taken 


14;  more  effective  adver-tising  mented  by  monthly  releases.  fall  is  instituting  a  similar  pro-  landing. 

by  the  retailer’s  own  firm,  9;  Bureau  Su  ri  gi’am  with  the  Boy  Scouts  and  M.  C.  Stone,  a  Fort  Pierce 

and  more  effective  adver-tising  ureau  .  uppor  expects  shortly  to  add  the  4-H  automobile  dealer,  had  taken 

by  manufacturers  and  mills,  6.  The  Institute  in  connection  Clubs.  Mr.  McNulty  up  for  some  aerial 


Mr.  Pfeifle  declared  these  re-  with  this  year’s  Back-to- School 
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On  the  adult  level,  the  PR  pictures  of  his  tr-ailer  camp. 
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Why  newspapers  in  three  countries 
use  Torstar  mailing  room  systems 


The  Torstar  System  is  a  completely 
integrated  method  of  handling  news¬ 
papers.  In  it,  the  Wallastar  Bundler 
bands  more  than  26  bundles  of  news¬ 
papers  every  minute.  An  exclusive, 
safe  flat-wire  weld  seals  the  bands. 
This  means  that  there  are  no  sharp. 


projecting  wire  ends.  Bottom  Kraft 
paper  is  applied  automatically  by 
the  Starwrapp)er  (optional).  The 
Stack-starter  and  the  stack 
conveyors,  of  unique  construction, 
minimize  bottom  paper  creep. 
A  complete  Torstar  System  also  in¬ 
cludes  special  sectional  tables.  These 
speed  handling  and  reduce  fatigue. 


One  famous  newspaper  has  ordered 
ten  Torstar  Systems  for  its  new 
gigantic  mailing  room.  Few  news¬ 
papers  need  ten,  but  many  would 
benefit  from  just  one  Torstar  System. 
Twenty-eight  newspapers,  in  the 
U.S.,  Canada  and  England,  have 
Torstar  Mailing  Room  Systems. 
Write  for  complete  information. 


<T0RSTAR^  mailing  room  systems 

^^^^QRONTO  STAR  LIMITED,  RESEARCH  ENGINEERING  DEPT. 

275  ALBANY  AVE.,  TORONTO  4,  ONTARIO,  CANADA 
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Censorship  Questions 
Annoy  Soviet  Leader 


American  questioners  pricked 
a  sensitive  spot  in  the  Com¬ 
munist  state  when  they  prodded 
Premier  Khrushchev  about  cen¬ 
sorship. 

At  least  twice  during  the  So¬ 
viet  chief’s  visit  there  were  evi¬ 
dences  of  his  distaste  for  hav¬ 
ing  to  defend  the  restrictions 
that  are  placed  not  only  on  the 
press  of  Russia  but  on  dis¬ 
patches  written  by  corespond¬ 
ents  from  the  free  world. 

The  fii’st  time  a  question  on 
this  subject  was  asked,  it 
touched  oflF  the  dramatic  moment 
of  pique  by  the  Premier  at  the 
dinner  of  the  Economic  Club 
in  New  York  City. 

(Questioned  by  Publisher 

Gardner  Cowles,  publisher  of 
the  Des  Moines  (Iowa)  Register 
and  Tribune  and  publisher  of 
Look  magazine,  prefaced  the 
direct  inquiry  about  censorship 
with  a  statement  that  Mr. 
Khrushchev  had  often  been 
quoted  as  saying  that  the  peo¬ 
ples  of  the  United  States  and 
the  Soviet  Union  should  get  to 
know  each  other  better. 

“That  being  your  feeling,” 
Mr.  Cowles  continued,  “why  is 
it.  Sir,  that  you  will  not  allow 
your  people,  if  they  wish,  to 
listen  to  a  broadcast  fi’om  the 
United  States,  and  why  is  it 
that  you  do  not  allow  American 
periodicals,  magazines  and  news¬ 
papers  to  be  distributed  freely 
throughout  the  Soviet  Union?” 

“And  why  is  it  that  when  the 
Soviet  joui-nalists  resident  in 
the  United  States  are  allowed 
to  send  any  dispatches  they 
want,  any  day,  without  inter¬ 
ference  from  the  Government  or 
anybody  else,  why  do  you  in¬ 
sist  on  censoring  the  dispatches 
of  American  correspondents  in 
the  Soviet  Union?” 

According  to  the  intei*preter, 
Mr.  K  began  his  reply  in  general 
terms. 

‘Answer  the  Question !’ 

“Gentlemen,”  he  said,  “please 
understand  me  correctly.  I  have 
come  here  at  the  invitation  of 
the  President.  We  have  invited 
your  President  to  come  to  our 
country.  We  agreed  that  our 
discussions  will  not  touch  upon 
the  affairs  of  third  countries 
and  that  there  will  be  no  inter¬ 
ference  in  the  inteinal  affairs 
of  each  other.” 

The  audience  demonstrated 
rising  impatience  with  Mr. 
Khrushchev’s  remarks.  From 


the  balcony  came  shouts  of 
“Answer  the  question!”  and 
“You’re  ducking  the  question!” 

Mr.  Khrushchev  continued  to 
talk  over  the  shouts. 

“Gentlemen,  I  am  an  old  spar¬ 
row,  so  to  say,  and  you  can¬ 
not  muddle  me  by  your  cries,” 
he  said.  “You  don’t  have  to 
listen  to  me  if  you  don’t  want 
to,  but  surely  you  must  show 
enough  hospitality  not  to  in¬ 
terrupt.  If  there  is  no  desire 
to  listen  to  what  I  have  to  say, 

I  can  go.” 

The  clamor  in  the  audience 
ebbed  a  bit. 

“I  have  not  come  here  to  beg 
for  anything,”  he  said  with 
fla.shing  eyes.  “I  came  here  as 
the  representative  of  a  great 
country,  a  great  people  who 
made  the  Great  October  Revolu¬ 
tion.  And  no  cries  can  do  away 
with  the  great  achievements  of 
our  people.  I  will  reply  to  the 
question  when  there  are  no  in- 
teri-uptions.” 

His  Reply 

At  this  point  a  silence  fell 
over  the  great  hall.  Mr.  Khrush¬ 
chev  waited  till  it  was  complete. 
Then  he  went  on: 

“And  the  reply  is  this:  The 
question  of  what  our  public 
listens  to  or  reads  should  be 
decided  not  by  any  outside  gov¬ 
ernment  or  any  outside  influ¬ 
ence  but  by  our  own  people 
and  by  its  government.  You  also 
jam  American  voices.” 

Mr.  Khrushchev  then  referred 
to  the  fact  that  for  some  years 
the  United  States  Government 
did  not  pennit  Paul  Robeson, 
the  singer,  to  travel  abroad. 

Mr.  Khrushchev’s  temper  sub¬ 
sided  and  the  exchange  with  the 
business  men  came  to  a  close 
on  a  friendly  note.  Later,  the 
club’s  president,  Herbert  B. 
Woodman,  sent  a  note  to  the 
Premier  apologizing  for  the 
heckling  from  the  balcony  to 
which  he  had  been  submitted. 

When  the  Soviet  chief  of  state 
met  with  members  of  the  Senate 
Foreig^n  Relations  Committee  in 
Washington,  the  question  of 
news  censorship  was  again 
raised.  The  meeting  was  private 
but  details  of  the  conversations 
became  available  later. 

Newspaper  Traditions 

As  reported.  Senator  Everett 
Dirksen,  the  Republican  leader, 
asked  if  there  was  any  hope 
that  censorship  of  news  from 
Russia  might  be  lifted. 


Mr.  Khiushchev  replied: 

“You  see,  each  of  our  coun¬ 
tries  has  its  own  traditions  and 
Constitutions.  For  instance,  a 
person  can  print  practically 
anything  he  wants  in  your 
press.  In  our  country  if  some¬ 
one  were  to  suggest  an  article 
for  a  newspaper  containing  ap¬ 
peals  to  war,  that  article  would 
be  turned  down  and  the  person 
would  he  put  under  trial  be¬ 
cause  we  have  a  law  prohibit¬ 
ing  any  warlike  appeals. 

“But  everything  that  is  con¬ 
ducive  to  better  relations  be¬ 
tween  countries  and  to  the 
consolidation  of  people  can  be 
free  to  be  sent  out.” 

Senator  Dirksen  said  that  So¬ 
viet  corresjrondents  were  free  to 
send  anything  they  liked. 

Military  Intelligence 

Mr.  Khrushchev  observed  that 
many  dispatches  by  U.  S.  news¬ 
men  in  Moscow  were  exceedingly 
good  and  he  sometimes  ordered 
them  reprinted  in  the  Soviet 
press. 

Replying  to  a  further  query 
by  Senator  Dirksen  about  travel 
restrictions,  the  Premier  voiced 
an  old  Communist  theme: 

“When  our  country  is  sur¬ 
rounded  and  circled  by  your 
military  bases,  and  you  want  to 
have  your  correspondents,  or 
people  under  the  guise  of  cor¬ 
respondents,  go  to  places  where 
we  do  not  want  them  to  go, 
we  would  regard  that  as  mili¬ 
tary  intelligence.” 

He’s  for  itursclil 

The  jamming  of  radiocasts  by 
the  Voice  of  America  and  Radio 
Free  Europe  was  injected  into 
conversation  with  the  Premier 
at  his  session  with  labor  union 
leaders  in  California.  Here, 
again,  he  evaded  a  direct  reply 
as  to  the  policy  on  keeping  the 
Russian  people  fully  informed. 

Mr.  Khrushchev  turned  the 
questioning  around,  asking  Paul 
Phillips  of  the  Brotherhood  of 
Paper  Workers,  “what  is  your 
favorite  dish  for  dinner?”  Mr. 
Phillips  said,  “probably  roast 
beef,”  and  the  Soviet  chief  re¬ 
marked,  “I,  borscht.  .  .  .  You 
continue  to  enjoy  roast  beef, 
and  I,  borscht.” 

Walter  Reuther  of  the  Auto 
Workers  closed  this  discussion 
with  the  comment,  “But  you 
pre.scribe  and  insist  on  borscht 
for  all.” 

When  Mr.  Khi-ushchev  enter¬ 
tained  President  Eisenhower  at 
dinner  at  the  Russian  Embassy, 
Soviet  newsmen  and  photogra¬ 
phers  were  invited  in  while 
American  reportei-s  and  camera¬ 
men  were  required  to  stand  out 
in  the  rain,  wait  for  the  party 
to  end  before  plying  their  trade. 

And  when  Mr.  K  entered  the 
hearing  room  of  the  Senate 


Committee,  flanked  by  Soviet 
newsmen.  Senator  J.  William 
Fulbright,  chairman,  held  up 
the  forbidding  hand  against 
entry  of  the  free  pre^s. 

Carl  M.  Marcy,  committee 
chief  of  staff,  said  the  names 
of  the  Red  newsmen  were  on  the 
list  of  “official  members  of  the 
party”  submitted  by  the  Soviet 
Embassy  and  they  were  ad¬ 
mitted  on  that  basis.  They  are: 
Alexei  Adzubei,  editor  of  h- 
vestin;  P.  A.  Satyokov,  editor 
of  Prnvda;  and  L.  F.  iliehev, 
press  aid  to  the  Soviet  leader. 

The  State  Department  offered 
an  explanation  as  to  why  news¬ 
men  from  East  Germany  had 
not  been  accredited  to  cover  the 
Khi  ushchev  visit.  Primarily,  it  ■ 
was  said,  their  requests  for 
credentials  were  denied  because 
officials  considered  them  an  at¬ 
tempt  to  enhance  the  prestige 
of  a  government  which  the  U.  S. 
does  not  formally  recogniie. 
Secondly,  reporting  facilities 
had  been  stretched  to  the  limit. 

• 

Forest  Fires  Spark 

A  Warning  *  Extra'' 

Rapid  City,  S.  D. 

The  fir.st  “Extra”  of  the  Rapid 
City  Journal  in  14  years  was 
produced  by  forest  fires  Sept.  8. 

The  11  p.m.  edition  proclaimed 
“Thou.sands  Flee  Fire!”  in  IH- 
inch  type  across  the  page.  The 
front  page  was  almost  consumed 
by  a  giant  aerial  shot  locating 
the  blaze  and  critical  areas. 

City  Editor  Jim  Kuehn  as¬ 
signed  11  to  the  stoiy,  in  the  air, 
on  the  ground  at  the  scene  and 
manning  the  office. 

• 

Career  Girl  Show 

Toronto 

The  Toronto  Globe  &  M(nl 
during  the  week  of  September 
21-26  fe.atured  Career  Girl  Week 
on  two  floors  of  the  Lord  Simcoe 
Hotel,  with  luncheons  at  11:30 
a.m.  to  2  p.m.,  continuous  shows 
of  holiday  fa.shions  and  travel 
films.  In  the  evenings  from  5  to 
10  o’clock  there  were  al.so  con¬ 
tinuous  fashion  shows,  travel 
films,  music,  cooking  lectures 
and  discussions.  There  was  al» 
a  career  girl  shopping  mart  in 
the  hotel  with  displays  of  mer¬ 
chandise  by  Toronto  retailers 
and  manufacturers. 

• 

Circulator  Named 

Ogden,  Utah 
Larry  Greider  has  been  ap- 
iminted  circulation  manager  of 
the  Ogden  Standard-Ernminer, 
succeeding  Leonard  A.  Gamer, 
who  resigned  the  post  he  had 
held  since  September,  1945.  Mr. 
Greider  has  been  employed  in 
the  circulation  department  of 
the  Portland  (Oregon)  Journal 
for  the  past  15  years. 
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Lancaster,  Ohio 
Louis  B.  Seltzer,  edit<;r  of  the 
Cleveland  Press,  will  be  the 
principal  speaker  Wednesday, 
Oct.  21,  at  a  dinner  yjiven  by 
the  Lancaster  Eagle-Gazette  in 
connection  with  its  150th  anni- 
ver'ai’y  celebration. 

Charles  Sawyer,  president  and 
publisher  of  the  Eagle-Gazette, 
will  be  toastmaster.  Ohio  Gov¬ 
ernor  Michael  V.  DiSalle  will 
also  attend  and  speak. 

The  Eagle-Gazette  will  pub¬ 
lish  a  sesquicentennial  edition 
Tuesday,  Oct.  20.  The  Ohio 
Engle,  first  published  in  1809 
as  a  German  newspaper 
(Deutsche  Ohio  Adler)  and  the 
Lancaster  Gazette,  started  in 
1826,  merged  in  March,  1936. 


Reporter  Cleared 
In  Accident  Row 

Washington 

Peter  F.  Andrews,  28,  a  cor¬ 
respondent  for  Hearst  Newspa¬ 
pers,  was  released  from  charges 
of  drunkenness  and  disorderly 
conduct  after  a  hearing  before 
Municipal  Judge  Nielson  last 
week. 

Mr.  Andrews  denied  on  the 
witness  stand  that  he  had  been 
drunk  or  disorderly  Aug.  25 
when  he  criticized  a  policeman 
who  investigated  an  automobile 
accident  in  which  Arnold  Stang, 
the  comedian,  suffered  facial  in¬ 
juries. 

Judge  Nielson  said  Mr.  An¬ 
drews’  testimony  had  not  been 
impeached  and  he  should  be 
given  the  benefit  of  a  doubt.  The 
reporter  was  riding  in  a  car 
with  Mr.  Stang  when  it  left  the 
road  and  crashed  into  a  cherry 
tree  near  the  Tidal  Basin. 


STYLE  COUP— The  Detroit  Times 
shared  sponsorship  of  its  Fall  Fash, 
ion  Fanfare  with  Harper's  Bazaar 
and  put  it  on  TV,  the  whole  pro¬ 
duction  being  arranged  by  Mac- 
Manus,  John  &  Adams,  ad  agency 
for  the  Hearst  newspaper.  Fash¬ 
ion  designer  Hannah  Troy  is  seen, 
at  left,  as  Jayne  Meadows,  mistress 
of  ceremonies,  greets  Joan  Dean, 
Times  fashion  editor,  and  Eve 
Orton,  Bazaar  editor. 


BEAUTYRAMA,  the  third  annual 
pageant  of  cosmetics  and  per¬ 
fumes  staged  by  the  Philadelphia 
Inquirer,  drew  capacity  crowds 
Sept.  9-11.  Edrie  Van  Dore,  left, 
women's  editor  of  the  Inquirer, 
goes  over  some  details  with  Eva 
Gabor,  actress,  and  Lilly  Dache, 
beauty  authority. 


Detroit  Stores 
Try  Zoned  Ads 


This  Is  Weekly  Color  File  No.  336 
of  The  Milwaukee  Journal  R  O  P  Color  Service 


total  of  89  full  color  ads  covering  almost  every 
major  food  item  are  now  available  in  mat  form  at 
a  price  equal  to  one-tenth  the  original  ad  produc¬ 
tion  cost.  If  your  newspaper  offers  R  O  P  Color,  a 
subscription  will  help  you  sell  more  color  adver¬ 
tising  and  economically  add  more  R  O  P  Color 
editorial  content. 

Write  Clifford  Wenthur,  Manager  of  The  Journal’s 
R  O  P  Color  Service  for  Newspapers,  Journal 
Square,  Milwaukee,  Wisconsin,  for  complete  details. 

THE  MILWAUKEE  JOURNAL 


In  336  consecutive  issues,  the  Weekly  Color  File 
has  supplied  over  180  newspapers  and  associate 
subscribers  with  more  than  20,000  R  O  P  Color 
advertisements  and  editorial  features,  from  the 
nation’s  leading  color  newspapers  and  national 
advertisers— offering  vast  subject  selection  and  top 
grade  printing  mats  at  low  cost  or  gratis. 

In  support  of  the  Bureau  of  Advertising’s  cam¬ 
paign,  “Better  Meals  Build  Better  Families,’’  the 
R  0  P  Color  Service  provided  newspapers  with  scores 
of  salable  R  O  P  Color  advertising  pages,  promotion 
ads  and  editorial  “free  mat”  features  keyed  to  the 
event.  Similar  strong  support  is  scheduled  for 
the  Bureau’s  appliance  campaign  in  November. 

Member  newspapers  have  just  received  24  New- 
Full  Color  “Sentry”  Advertising  Pages  .  .  .  judged 
.America’s  foremost  retail  RO  P  Color  food  ads.  A 
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P(ROP)erly 

(Conthiued  from  page  18) 

on  the  Upper  Midwest  market 
and  its  coverage  by  the  paper, 
the  slides  then  document  some 
striking  advertising  results. 

One  of  the  result  stories  is 
about  7-Up.  The  drink  is  being 
advertised  in  full-color  full-page 
ads,  paid  for  by  the  7-Up  Bot¬ 
tlers  of  Minnesota.  Two  bottlers 
in  the  association  —  one  from 
St.  Cloud,  66  miles  from  Minne¬ 
apolis;  the  other  from  Orton- 
ville,  168  miles  away  —  volun¬ 
tarily  offered  to  pay  five  times 
their  share  of  the  cost  of  these 
color  ads  to  assure  that  the  cam¬ 
paign  would  continue,  “because,” 
according  to  Mike  Bolin,  presi¬ 
dent  of  the  Bolin  and  Smith  Ad¬ 
vertising  Agency,  which  handles 
the  7-Up  account,  “the  ads  were 
doing  them  so  much  good.” 

Another  national  advertiser, 
Pepsi-Cola,  is  also  cited  in  this 
presentation:  “The  late  Alfred 
N.  Steele,  who  was  chairman  of 
the  Pepsi-Cola  Company,  credits 
newspaper  color  ads  with  boost¬ 
ing  sales  and  developing  Pepsi¬ 
Cola  as  a  quality  product.  Na¬ 
tionally,  Pepsi’s  sales  have  risen 
more  than  three  times  as  high 
as  the  industry  gain  since  these 
color  ads  liegan  appearing  in 
newspapers  throughout  the 
country.” 

ColoROPlics 

One  of  the  best  known  promo¬ 
tions  for  newspaper  color,  based 
on  extensive  readership  studies, 
is  the  Milu-aiikee  JoamaVs  “Col- 
oROPtics.”  This  deals  with  split- 
run  ads  that  ran  black  and 
white  in  some  copies,  and  in 
color  in  other  copies  of  the  same 
issues  of  the  newspaper.  Read¬ 
ership  comparisons  for  the  two 
types  of  ads  show  color  to  be 
an  outstanding  buy. 

“Color  in  Action”  is  the  title 
of  the  Hotiston  Chronicle’s  new¬ 
est  and  biggest  presentation  on 
color,  based  on  a  survey  among 
3,600  men  and  women.  For  all 
ads  tested  in  the  study,  color 
increased  readership  over  black 
and  white  by  80%,  and  reten¬ 
tion  jumped  94% .  Other  con¬ 
clusions  reached  in  the  study: 

•  Color  works  for  all  kinds 
of  ads. 

•  Color  strengthens  store  and 
brand  identity. 

•  Color  works  dynamically  as 
long  as  a  month  after  the  ad 
has  been  published. 

•  Color  attracts  the  opposite 
sex. 

•  Color  pulls  more  readers 
into  the  copy  block. 

•  Color  is  expensive  only 
when  you  do  not  use  it. 

•  Color  pulls  more  readers 
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regardless  of  ad  size.  In  ads 
less  than  full  page  —  one  color 
added  to  black  and  white  jumped 
readership  71%  and  retention 
100%;  full  color,  107%  and 
214%  respectively.  Full  page 
ads,  one  color  when  added 
jumped  readership  45%  and  re¬ 
tention  50%;  full  color,  86*^, 
and  92% . 

Cost  increases  ranged  from 
15%7  to  28%f  for  one  color  added, 
and  from  36%  to  66%  for  full 
color  added  —  far  less  than  the 
increase  in  the  ad’s  efficiency. 

An  ingenious  use  of  color  has 
increased  local  tie-in  ads  with 
a  big  national  advertiser  in  the 
Nashville  Temiessean.  The  na¬ 
tional  client  is  Eastman  Kodak. 
Writes  John  Mauro,  of  the 
Branham  Company,  national 
reps  for  the  paper: 

“Eastman  Kodak  is  running 
a  1,000-line  schedule  in  Nash¬ 
ville.  They  have  been  interested 
in  getting  as  much  tie-in  ad¬ 
vertising  as  possible  for  their 
advertisement. 

“Since  the  color  premium  for 
a  1,000-line  or  a  full-page  ad 
is  the  same,  Eastman  was  ap¬ 
proached  to  see  if  they  would 
approve  the  use  of  the  same 
color  by  the  retailers  tying  in. 
Eastman  approved  and  the  tie- 
in  advertisers  are  able  to  use 
the  same  color  without  the  addi¬ 
tional  cost.” 

Tear  sheets  of  this  arrange¬ 
ment  reveal  about  as  much  space 
of  tie-in  advertising  as  East¬ 
man  placed. 

“This  is  another  example  of 
the  way  color  serves  advertisers 
as  well  as  the  newspaper,”  con¬ 
cludes  Mr.  Mauro.  “The  ad  ap¬ 
pears  and  attracts  as  one  twice 
the  size,  and  the  retailers  get 
color  advertising  without  pay¬ 
ing  the  color  premium.” 

Hiahliahts  Economy 

Economy  of  black  and  one 
color  is  highlighted  in  house 
ads  of  the  Port  Arthur  (Texas) 
Neics.  Showing  an  illustration 
in  black  and  white,  and  the  same 
illustration  in  black  and  one 
color,  the  ad  states:  “This  one 
color  and  black  ad  was  made 
from  the  Port  Arthur  News  mat 
seiwice.  No  engravings  were 
necessary,  thus  saving  produc¬ 
tion  costs.  Get  all  the  details 
on  the  low  cost  and  high  reader- 
ship  of  News  color.  The  low  cost 
per  results  will  amaze  you!” 

Direct  mail  of  course  plays  a 
substantial  part  in  flashing  a 
bright  green  light  for  potential 
users  of  ROP  color.  The  Phila¬ 
delphia  Inquirer  and  the  Miami 
(Fla.)  Herald  are  among  sev¬ 
eral  newspapers  which  have  in¬ 
structional  brochures  on  the 
proper  preparation  of  color  — 
including  a  check  list  of  do’s 
and  don’ts  —  available  to  ad¬ 


vertisers  and  ad  agencies. 

Regular  mailings  of  color 
tear  pages  are  made  by  Moloney, 
Regan  &  Schmitt,  newspaper 
representatives,  to  a  list  of 
agency  art  directors  who  have 
previously  received  a  9  x  12- 
inch  “Newspaper  Color  File.” 
Purpose  is  to  show  the  various 
techniques  currently  in  vogue 
in  the  successful  production  of 
color  ads. 

A  similar  reference  file  is  of¬ 
fered  to  advei’tisers  by  the  Or¬ 
lando  (Fla.)  Sentinel-Star.  Com¬ 
plete  data  on  l  ates,  closing  dates 
and  mechanical  requirements 
are  included,  together  with  per¬ 
tinent  market  information,  and 
a  cartoon  “house-painter”  who 
says  (in  a  balloon)  :  “It  doesn’t 
take  a  Gauguin  or  Titian  to 
liroduce  brilliant  color  here  at 
the  Orlando  Sentinel-Star.  Not 
when  $114  million  have  been  in¬ 
vested  in  the  finest,  newest  color 
presses  and  equipment  that 
money  can  buy.  We  invite  in¬ 
spection  of  the  enclosed  color 
tear  page.  Plan  to  include  the 
Sentinel-Star  in  your  next  color 
campaign.” 

The  Boston  Globe,  too,  mails 
a  file  folder  in  bright  primary 
colors.  Copy  on  the  back  says, 
“Sell  more  with  ROP  full  and 
spot  COLOR  —  because  color 
increases  the  desire  to  buy  and 
increases  action  which  for  you 
means  SALES!” 

‘Advertising  Report' 

A  direct  mail  newsletter 
called  “Advertising  Report”  is 
distributed  monthly  by  the  St. 
Petersburg  (Fla.)  Times.  Color 
is  prominently  highlighted 
among  the  marketing  develop¬ 
ments  of  interest  to  business¬ 
men.  Additionally  the  paper 
prepares  a  slide  presentation 
each  year  for  showing  to  ad 
agencies,  manufacturers  and 
business  groups.  This  shows  the 
latest  marketing  picture  for  the 
paper’s  effective  area  and  con¬ 
tains  a  generous  pitch  for  ROP 
color. 

Here’s  how  one  newspaper, 
the  Washington  (D.  C.)  Post 
and  Times-Herald,  recently  han¬ 
dled  a  color  promotion  program. 
Writes  Joe  Lynch,  promotion 
manager : 

“A  series  of  color  promotion 
advertisements  launched  an  all- 
out  promotion  to  increase  the 
use  of  black  and  one  color  ad¬ 
vertising  in  the  Washington 
Post. 

“A  film  presentation  to  sell 
black  and  one  color  was  pro¬ 
duced  on  February  10.  A  series 
of  color  clinics  were  begun  to 
educate  retail  advertising  sales¬ 
men  and  stimulate  their  efforts 
to  sell  color  advertising. 

“A  special  booklet  on  how  to 
prepare  black  and  one  color  lay- 
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out,  copy,  art  and  production 
material  was  produced  and  dis¬ 
tributed  to  the  sales  staff  to  be 
used  as  a  color  selling  tool  with 
retail  advertisers. 

258,115-Line  Gain 

“The  net  results  of  the  over¬ 
all  effort  shows  that  the  Wash¬ 
ington  Post  gained  258,115  line? 
of  color  advertising,  or  a  74f( 
gain  for  1958  over  1957.” 

Aiding  the  Post  in  its  color 
gains  has  been  a  series  of  color¬ 
ful  direct  mail  brochures,  each 
recounting  the  success  .story  of 
a  color  advei’tiser. 

In  the  national  field,  advertis¬ 
ers  are  looking  for,  and  in  many 
cases  happily  getting,  a  uni¬ 
formity  of  excellence  in  color 
repr  oduction  throughout  the  en¬ 
tire  list  of  color  papers.  This, 
of  course,  is  the  millennium  that 
everybody  concerned  with  ROP 
color  continues  to  strive  for  — 
the  advertisers,  the  ad  agencies, 
the  newspaper  mechanical  d^ 
partments,  the  color  press  manu¬ 
facturers,  and  the  suppliers  of 
inks,  plates  and  mats.  'That  color 
has  made  vast  strides  and  is 
considered  highly  successful  in 
the  main  by  advertisers  is  borne 
out  by  a  questionnaire  on  spot 
color,  mailed  to  national  ac¬ 
counts  by  the  Roanoke  (Va.) 
Times  and  World-News.  Here 
are  the  results: 

Results 

1.  Do  you  feel  color  has  added 
to  the  prestige  of  your  adver¬ 
tising?  Some  —  2.  A  lot  —  16; 
2.  Has  spot  color  given  you  the 
realism  you  desire?  Some  —  8. 
A  lot  —  6;  3.  Do  you  consider 
color  advertising  brings  greater 
returns  than  black  and  white! 
Yes  —  19.  No  —  1 ;  4.  Did  you 
receive  customer  comment  on 
your  advertising?  Some  —  H- 
A  great  deal  —  8;  5.  Do  you 
expect  to  use  color  in  the  com¬ 
ing  12  months?  Less  —  1.  More 
color  —  7.  About  the  same  —  ?■ 

Perhaps  the  case  for  news¬ 
paper  ROP  color  is  best  summed 
up  in  the  filmstrip,  “The  .4rt  of 
Newspaper  ROP  Color,”  pre¬ 
pared  by  the  Bureau  of  Adver¬ 
tising,  ANPA,  in  cooperation 
with  a  technical  committee  of 
newspaper  color  experts.  It  con¬ 
cludes  with  a  list  of  rules  to 
follow-  —  first  the  don’ts  and 
then  the  do’s.  The  final  “do”  is: 

“DO  apply  yourself  to  the 
art  of  newspaper  ROP  color. 
If  you  do,  you’ll  discover  that 
the  pot  of  gold  at  the  end  of 
the  rainbow  is  vei-y  real  — 
it  really  belongs  to  you.  Be¬ 
cause  nothing  sells  like  advertis¬ 
ing  —  in  color  or  in  black  and 
white  —  in  America’s  number 
one  Action  Medium,  the  Daily 
Newspaper!” 
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The  text  may  be  used  in  regular  health  features,  health  columns 
or  health  reports  with  or  without  credit  to  Metropolitan.  The 
Company  gladly  makes  this  material  available  to  editors  as  one 
phase  of  ifs  public-service  advertising  in  behalf  of  the  nation's 
health  and  safety. 


NOTICE  TO  EDITORS— For  more  than  30  years.  Metropolitan  Life 
has  sponsored  advertising  messages  on  national  health  and  safety. 
Because  of  public  interest  in  the  subject  matter  of  these  advertise¬ 
ments,  Metropolitan  offers  all  news  editors  (including  radio  news 
editors)  free  use  of  the  text  of  each  advertisement  in  this  series. 
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How  to  manage  your  emotions 

and  lead  a  healthier,  happier  life 


emotional  responses  to  problems  which 
cause  little  trouble  for  most  of  us. 

With  this  knowledge,  he  can  often  help 
patients  recognize  those  fears  and  worries 
which  are  wholly  or  partly  responsible  for 
their  illness.  And  he  can  often  help  his 
patients  learn  new  ways  of  looking  at  and 
handling  problems  that  might  keep  them 
tense,  unhappy  and  ill. 

Should  you  ever  become  overburdened  by 
emotional  troubles,  remember  it’s  not  wise 
to  keep  them  “bottled  up.”  Discuss  them 
with  your  doctor.  He,  or  a  psychiatrist  or 
clinic  recommended  by  him,  may  very  well 
get  to  the  root  of  your  troubles  and  restore 
you  to  better  mental  health — that  wonder¬ 
ful  feeling  of  being  on  good  terms  with 
yourself  and  your  life. 


.Ml  of  us  have  emotional  upsets  now  and 
then.  Fortunately,  most  of  us — like  the 
man  above — have  hobbies  or  other  recrea¬ 
tions  that  ease  our  tensions  . . .  and  divert 
our  minds  from  the  things  that  cause  us  to 
be  worried  or  tense. 

Some  people,  however,  are  more  or  less 
constantly  bothered  by  anxiety,  vague  fears 
and  other  disturbing  feelings.  They  don’t 
face  their  problems — big  or  little — openly 
and  realistically. 

Persistent,  unresolved  emotional  con¬ 
flicts  keep  many  of  us  from  being  as  happy 
and  as  healthy  as  we  should  be.  That’s 
because  your  mind  and  your  body  are  in¬ 
separably  linked.  Whatever  affects  one  af¬ 
fects  the  other. 

U  nless  we  deal  with  our  emotional  con¬ 


flicts  intelligently,  they  bear  down  on  our 
spirits,  drain  away  energy,  and  may  cause 
many  physical  symptoms  or  bodily  dis¬ 
orders.  These  include  heart  palpitations, 
digestive  upsets,  joint  and  muscular  pains 
and  chronic  fatigue.  In  addition,  high  blood 
pressure,  ulcers,  and  some  allergies  are 
often  of  emotional  origin. 

In  fact,  a  large  percentage  of  all  the 
people  who  go  to  doctors  have  ailments 
brought  on  or  made  worse  by  prolonged 
or  severe  emotional  turmoil.  So  doctors  are 
more  alert  than  ever  before  to  the  role  of 
the  emotions  in  all  illnesses. 

Treatment  of  illnesses  which  emotions 
play  a  major  part  takes  time  and  skill.  The 
doctor  needs  to  know  many  details  about 
the  lives  of  his  patients — especially  their 


Metropolitan  Life  Insurance  Company 

(A  MUTUAL  COMPANY) 

1  Madison  Avenue,  New  York  10,  N.  Y. 


&  PUBLISFIER  for  September  26,  1959 


1 


Geiger 


Hyman 


SYNDICATES 

•  NEA  Medical  Team 

•  Anti-Red  Column 

Bv  Janie8  L.  Collin^s 


NEA  Service  has  two  new 
doctors  in  the  house  who  may 
give  to  client  readership  the 
same  boost  vitamins  give  the 
patient. 

They  are  Harold  Thomas 
Hyman,  physician  -  researcher- 
teacher-author,  who  succeeds 
Dr.  Edwin  P.  Jordan,  NEA 
medical  columnist  for  the  past 
13  years,  and  H.  Jack  Geiger, 
fomier  INS  science  editor. 

Dr.  HjTnan  starts  his  five-a- 
week  column,  “The  Doctor 
Says,”  Oct.  u.  Dr.  Geiger,  who 
received  his  M.I).  degree  from 
Westem  Reserve  University  last 
year,  will  write  articles  on  medi¬ 
cal  news  breaks.  He  is  now  a 
research  fellow  in  public  health 
at  Harvai'd  University. 

In  explanation  of  the  move, 
Boyd  Lewis,  NEA  vicepresident 
and  executive  editor,  .said: 

“Medical  science  is  absorbing 
the  attention  of  more  readers 
than  ever  before.  Great  improve¬ 
ments  in  medical  treatment 
have  recently  been  made  and 
sensational  break-throughs  are 
promised  by  medical  research 
now  in  progress. 

“These  developments  —  past, 
current  and  future  —  w'arrant 
exceptional  coverage.  We  have 
therefore  engaged  tw’o  highly 
unusual  individuals  to  help  fui- 
nish  it. 


“In  persuading  Harold  Hy¬ 
man  to  write,  out  of  his  rich, 
human  background,  we  have 
converted  a  great  teacher  of 
doctors  into  a  teacher  of  pa¬ 
tients. 

“And  in  arranging  for  the 
special  scientific  coverage  of  Dr. 
Geiger  we  are  bringing  back  to 
newspaper  readers  an  outstand¬ 
ing  popular  interpreter  of 
science,  now  enriched  and  quali¬ 
fied  by  five  years  of  medical 
training.” 

Writes  About  .Symptoms 

“I  am  not  going  to  write  about 
diseases,”  Dr.  Hyman  says. 
“People  don’t  have  diseases. 
They  have  symptoms.  Therefore 
I  shall  write  about  symptoms 
and  w'hat  people  should  do  about 
them.” 

A  practical,  no-nonsense  man, 
this  doctor  —  one  w'ho  knocks 
specialists  as  strongly  as  medi¬ 


Teens  Today... 

mostly  aren’t  little  monsters  or  saints... but  normal 
^  kids  growing  up— with  flocks  of  ideas  on  everything 
from  parents  to  petting,  rock  ’n’  roll,  science  clubs, 
^  family  buying,  term  papers,  rooms  of  their  own, 
what’s  right  with  the  world  and  what  isn’t. . . 

“What  flakes  Our  Teens  Tiek” 

by  Joan  Beck... based  on  national  surveys  of  10,000  to  18.000 
high  school  students,  conducted  by  the  Purdue  Opinion  Poll... 
is  a  weekly  feature  of  1,000  words  and  actual  photos  that  reports 
teens  as  they  really  are.  Read  by  parents  and  juniors,  businessmen, 
educators,  and  the  public,  it’s  practical  and  popular . . .  and 
helps  newspapers  to  get  tomorrow’s  readers  today!  For  proofs  and 
prices,  phone,  wire,  or  write  Mollie  Slott,  Manager... 
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cal  ignorance  and  superstition. 

“I  have  too  much  reverence 
for  the  human  body,”  he’ll  tell 
you,  “to  assent  to  its  becoming 
a  proving  ground  for  unqualified 
persons.”  This,  of  course,  is  in 
reference  to  the  high  school 
graduate  w’ho  knows  more  than 
the  physician. 

Dr.  Hyman  taught  for  22 
years  at  Columbia  University’s 
College  of  Physicians  and  Sur¬ 
geons.  He  is  the  author  of  the 
five- volume  “Integrated  Practice 
of  Medicine.” 

Jack  Geiger,  whose  father  is 
also  a  medical  doctor,  was  an 
INS  science  editor  in  high  stand¬ 
ing  (several  awards)  when  he 
decided  to  study  medicine  six 
years  ago. 

“I  thought,”  he  told  Mr. 
Lewis,  “that  the  two  careers 
should  be  joined.  I  felt  then,  as 
I  do  now,  that  few  things  are 
more  important  than  public  un¬ 
derstanding  of  science  and  that 
the  professional,  trained  writer 
of  science  has  a  ciaicial  job  to 
do.” 

An  unusual  person.  Dr. 
Geiger.  W’hile  attending  medical 
school,  he  wrote  science  articles 
for  the  Scientific  American  and 
the  Saturday  Review  of  Litera¬ 
ture  and  managed  40,000  miles 
of  travel  and  100,000  w’ords  of 
reporting. 

He  was  15  when  he  entered 
the  University  of  Wisconsin. 
Part  time  he  worked  as  a  police 
reporter  for  the  Madison  Capi¬ 
tal  Times. 

“I  was  pi'obably  the  only  po¬ 
lice  reporter  in  the  counti-y,”  he 
recalls,  “who  had  to  have  a 
pass  to  stay  out  after  curfew.” 

*  «  * 

LOTTO'S  COLUMN 

King  Features  reports  that  on 
Oct.  24  it  will  release  a  new 
weekend  column,  “On  Your 
Guard,”  by  Jack  Lotto,  “an 
authoritative  roundup  of  com¬ 
munist  and  pro-communist  ac¬ 
tivities.” 

Mr.  Lotto  had  the  column  pub¬ 
lished  nationally  w'hile  he  was 
a  reporter  with  INS. 
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Edward  T.  Fleming 


AP  Appoints 
Art  Director 

Edward  T.  Fleming,  34,  has 
been  named  art  director  for  AP 
Newsfeatures,  effective  October 
19. 

He  succeeds  Ed  Gunder  who 
has  resigned. 

Mr.  Fleming  brings  to  the 
task  varied  experience  with 
King  Features  Syndicate,  at 
True  magazine  and,  for  the  last 
six  years,  as  director  of  AP 
Newsfeatures  promotion  art.  He 
was  cartoon  editor  and  an  as¬ 
sociate  editor  at  Time,  and  was 
staff  artist,  sales  promotion  lay¬ 
out  artist  and  a  production  man 
at  King  Features. 

During  the  war  he  seived  in 
the  Coast  Guard.  He  has  at¬ 
tended  the  Coast  Guard  acad¬ 
emy,  Fordham  University  and 
Cooper  Union. 

After  15  years  in  AP  News- 
features,  Mr.  Gunder  will  move 
with  his  wife  to  Pomona,  Cali¬ 
fornia. 

Mr.  Gunder  moved  to  AP 
from  NEA  where  he  had  worked 
11  years.  Before  that  he  was 
with  the  Fort  Wayne  (Ind.) 
Journal  Gazette  for  six  years. 
He  became  head  artist  for  APN 
in  1945. 


Sijni  Nellie  Fox 

Chicago 

Confident  the  Chicago  Whit* 
Sox  would  win  the  Ameri¬ 
can  League  pennant,  Robert  A. 
Cooper,  (Chicago  Sun-Times  Syn¬ 
dicate  manager,  signed  “P 
Nellie  Fox,  the  peppery  second 
baseman,  to  write  a  daily  sto^ 
during  the  World  Series.  He  will 
write  a  400-word  commentary  on 
each  World  Series  game  to  be 
telegraphed  to  client  papers. 
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LAST  YEAR-2,890  NEWSPAPERS  SOLD  7,690,000  LINES  OF  TIE-IN  ADS! 


SEND  FOR  YOUR 

FREE  NEWSPAPER  SERVICE  NOW 


Ask  for  a  free  copy  of  this  special  10-page  newspaper 
advertising  and  editorial  service  without  delay.  Each  dis¬ 
play  advertising  salesman  or  solicitor  in  your  depart¬ 
ment  can  use  a  copy  to  advantage.  There’s  no  cost 
for  this  10-page  proof  book  or  the  mats.  Just  tell  us 
how  many  copies  you  can  use.  Write  to: 

I  Robert  C.  Myers 

Director  of  Market  Development 
United  States  Steel 
Pittsburgh  30,  Pennsylvania 
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Watch  your  <fZlZ3 
linage  figures  soar 
when  you  tie-in  with 

U.S.  Steel’s  OPERATION 

SNOWFLAKE  1959! 


Last  year,  2,890  newspapers  carried  7,690,000  lines  of  advertis¬ 
ing  tying  in  with  Operation  Snowflake.  Of  this  number,  330 
newspapers  ran  "Operation  Snowflake"  sections  — carrying 
4,320  separate  ads,  totaling  850,000  lines. 

U.S.  Steel's  Operation  Snowflake  has  been  growing  year  after 
year.  With  a  strong  promotion  built  around  the  effective  theme 
"Lighten  Her  Work  with  a  Major  Appliance  .  .  .  Make  it  a 
White  Christmas,"  you  can  sell  more  space  than  ever  this 
year.  U.S.  Steel  has  already  pre-sold  many  local  appliance 
distributors,  retailers,  utilities  and  banks  on  the  advantages 
of  running  Snowflake  ads  in  your  newspaper. 

10-Page  Newspaper  Service 
on  Major  Appliances 

U.S.  Steel's  Operation  Snowflake  is  the  only  complete  mat 
package  on  major  appliances.  It  contains  not  only  many  sug¬ 
gestions  for  hard-hitting  retail  ads— layouts,  copy  and  illustra¬ 
tions,  but  it  also  has  a  lot  of  editorial  material— feature  stories 
and  pictures  on  the  latest  appliances,  gift  ideas  and  other 
services  to  help  you  develop  a  special  Snowflake  section  .  .  . 
and  to  sell  more  linage! 

This  new  Operation  Snowflake  Newspaper  Service  is  flexible. 
You  can  use  it  to  advantage  for  all  Christmas  Giving  Promo¬ 
tions.  It  meshes  into  the  Newspaper  Industry's  own  nationwide 
Total  Selling  Program;  it  fits  into  the  American  Gas  Associa¬ 
tion's  drive  on  behalf  of  appliances,  and  the  Electrical  Industry's 
"Give  Better  Electrically"  program. 

United  States  Steel 


WASHINGTON  FOCUS 


By  James  J.  Butler 

PRESS  HOSTILITIES 

Convinced  by  their  experience 
of  one  week  earlier  that  Russian 
newsmen  are  as  hard  to  get 
along  with  as  is  their  boss, 
Nikita  Khrushchev,  Washing¬ 
ton  correspondents  steered  clear 
of  them  when  the  Soviet  party 
returned  to  the  Capital  on 
Thursday. 

English-speaking  Russians  ac¬ 
credited  to  the  entourage  as 
visiting  journalists  plied  Ameri¬ 
can  reporters  with  questions  but 
clammed  up,  or  l>ecame  belliger¬ 
ent,  when  queried  about  Khrush¬ 
chev,  their  form  of  newspaper- 
ing,  and  whether  they  were  writ¬ 
ing  under  rules  of  censorship. 

Perhaps  the  closest  to  open 
hostilities  was  an  encounter  in 
the  Statler  Hotel  between  Pat 
Munroe,  correspondent  of  the 
Chicago  American,  and  Eugenii 
V.  Litoshko  of  Pravda.  The 
.\merican  newsman  suggested  to 
Litoshko  that  there  is  danger 
of  building  false  hopes  by  ex¬ 
aggerations  of  the  size  and  at¬ 
titude  of  the  turnout  greeting 
the  Premier  —  “stormy  applause 
by  Washington  crowds  esti¬ 
mated  at  300,000.”  Munroe  re¬ 
minded  that  the  official  estimate 
was  200,000  and  the  reception 
cool  but  courteous. 

Litoshko’s  leaction  was  to 
spit  on  the  floor  contemptuously 
and  reply:  “I  despise  you!  I  am 
insulted  by  your  question.  The 
fate  of  the  world  is  being  set¬ 
tled  in  this  city.” 

Larry  Foley  of  the  Sydney 
(Au.stralia)  Telegraph,  sided 
with  Munroe.  Litoshko  glaring 
menacingly  at  the  pair  as  Don 
V.  Petrone,  president  of  a 
Brooklyn  air  conditioning  com¬ 
pany  stepped  into  the  circle  and 
the  Soviet  writer  stormed  off 
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to  an  elevator.  “The  odds  seemed 
against  you,  so  I  decided  to  stick 
around,”  Mr.  Petrone  explained 
as  he  glanced  along  the  hall  on 
which  opened  the  rooms  of  the 
Russian  newsmen  and  attaches. 

Mr.  Munroe,  who  distributes 
more  than  200  pounds  on  a  six 
foot-plus  frame  told  Petrone  he 
appreciated  the  reinforcement 
but  doubted  he  would  see  action. 

Washington  correspondents 
who  shared  a  bus  on  the  trip 
to  the  goveiTiment  experimental 
fa  I’m  at  Beltsville,  Md.,  received 
the  stony-face  treatment  when 
they  sought  to  call  attention  to 
a  huge  apartment  development 
operated  on  an  integrated  basis 
and  occupied  almost  wholly  by 
Negro  families.  But  the  Soviets 
were  avid  for  details  about  Lit¬ 
tle  Rock,  Ark.,  and  the  school 
problems  of  Virginia. 

*  *  * 

I.AND.S  IN  AVI.ATION  JOB 

Jack  A.  Gertz,  former  re¬ 
porter  for  the  Denver  Post,  has 
been  appointed  chief  of  the  Fed¬ 
eral  Aviation  Agency  office  of 
public  affairs.  He  went  to  work 
for  the  newspaper  after  leav¬ 
ing  Denver  University  in  1936. 
Mr.  Gertz  was  a  combat  cor¬ 
respondent  for  the  U.  S.  Marine 
Corps  in  the  Pacific  Theatre 
and  is  a  marine  reserve  major. 
More  recently  he  served  as  na¬ 
tional  director  of  public  affairs 
for  Mutual  Broadcasting  Sys¬ 
tem. 

*  *  * 

(QUESTION  ABOUT  MEMOIRS 

While  questioning  the  pro¬ 
priety  of  sale  by  Mercuiy  Astro¬ 
nauts  of  exclusive  rights  to  their 
memoirs.  Managing  Editor  Al¬ 
fred  Friendly  of  the  Washing¬ 
ton  Post  agrees  no  official  news 
of  the  project  not  available  to 
all  members  of  the  press  is  ap¬ 
pearing  in  Life  magazine. 

I  Mr.  Friendly  has  so  written 
to  Walter  T.  Bonney,  director 
I  of  information  for  the  National 
j  Aeronautics  and  Space  Adminis¬ 
tration.  The  editor  originally 
I  queried  Mr.  Bonney  a.sking  for 
explanation  after  Life  adver¬ 
tised  purchase  of  exclusive  and 
]  “official”  stories  from  the  Astro¬ 
nauts.  The  publication  amended 
I  its  promotional  material  and 
now  bills  the  series  as  the  per- 
jsonal,  but  not  official,  report  on 
the  project  and  its  main  partici¬ 
pants. 

Regarding  the  sale  of  per¬ 
sonal  stories  for  exclusive  pub¬ 
lication,  Mr.  Friendly  said: 
“Those  memoirs  cannot  escape 


from  dealing  primarily  with  offi¬ 
cial  business.  However,  this  is 
a  large  and  difficult  question  and 
a  great  deal  of  precedent  is  in¬ 
volved.  It  seems  to  me  outside 
the  scope  of  the  original  ques¬ 
tions  I  raised.” 

• 

Dailies  Celebrate 
White  Sox  Victory 

Chicago 

Bold  headlines  and  full  color 
pictures  and  cartoons  on  page 
one  of  Chicago  dailies  hailed  the 
winning  of  the  American 
League  pennant  by  the  White 
Sox  this  week. 

The  Sun-Times  featured  a 
four-column  color  picture  of 
Manager  A1  Lopez  wdth  a  head¬ 
line:  “Relax  of  course  they 
won.” 

The  Tribune  had  prepared 
for  the  outcome  of  the  Sox  title¬ 
winning  game  at  Cleveland  with 
a  special  column  long  color  car¬ 
toon  by  Carey  Orr. 

In  early  editions,  before  the 
Sox  had  won,  the  Orr  Cartoon, 
showing  the  Sox  shoving  the 
Indians  off  the  top  of  the  flag 
pole,  carried  the  headline:  “On 
the  flag  pole.”  After  the  Sox 
had  won,  the  headline  was 
changed  to  “that  magic  spot: 
alone  on  the  top.” 

Both  the  Daily  News  and  Chi¬ 
cago’s  American  devoted  the 
front  page  to  the  Sox  victory 
and  early  morning  homecoming 
at  the  airport.  An  88-page  is¬ 
sue  was  the  biggest  week-day 
edition  in  the  American’s  59- 
year  histoi-y. 


Goldberg  Named  | 
For  ‘Silver  Lady’ 

Rube  Goldberg,  King  Fea¬ 
tures  Syndicate  cartoonist,  will 
receive  the  Banshees’  annual 
Silver  Lady  award  for  1959  at 
the  club’s  luncheon-show  Nor. 
12  at  the  Waldorf-Astoria.  He 
is  being  honored  for  “a  distil- 
guished  career  that  goes  back 
55  years.” 

Mr.  Goldberg,  born  in  Sai 
Francisco,  1883,  is  a  graduate 
of  the  University  of  California, 
where  he  got  a  degree  in  en¬ 
gineering.  Six  months  later  he 
ditched  this  work  for  a  job 
on  the  San  Francisco  Chronidt 
as  a  sports  cartoonist. 

He  was  the  first  president  of 
the  National  Cartoonist  Society 
and  is  now  its  honorary  presi¬ 
dent.  In  1948  he  won  a  Pulitzer 
prize. 

• 

Editor  Is  Chosen 
As  Campus  Speaker 

Providence,  R.  1. 

At  the  first  of  a  new  series 
of  Brown  University  programs 
that  will  replace  the  tradition¬ 
al  noon  chapel  exercises,  the 
speaker  wilt  be  Sevellon  Brown, 
editor  of  the  Providence  Jour¬ 
nal-Bulletin. 

The  announcement  was  made 
this  week  by  Dr.  Barnaby  C. 
Keeney,  University  president, 
Mr.  Brown,  one  of  four  convoca¬ 
tion  fellows,  will  spend  Sept.  29 
on  the  Pembroke  ( Women’s  col¬ 
lege)  campus,  and  Sept.  30  and 
Oct.  1  on  the  Brown  campus. 
He  will  address  students  during 
a  formal,  half-hour  session  each 
noon,  and  meet  informally  with 
them  and  with  faculty  members 
at  other  times. 


THE  GOLDEN  TOUCH — President  Eisenhower  presses  a  gold  telegrsp^ 
Icey  in  his  hotel  office  at  Gettysburg,  Pa.,  Sept.  20,  sending  the  opwi"? 
signal  over  United  Press  International's  new  24-hour  transcontinent*!  , 
double-trunk  newswire  system.  The  President  watches  a  teletype,  as  do** 
operator  Gregory  Eaton  (left),  as  the  signal  starts  printing  the  d*** 
dispatch,  a  story  about  the  new  wire  network.  (E&P,  Sept.  19). 
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Mr.  Aspdin 


named  it  “portland  cement” 


(It’s  not  a  brand  name  — so  lower-case 
“p”  *or  “Portland,"  please)  The  year  1824; 
Joseph  Aspdin  of  I^eeds,  England,  was  granted  a  patent 
on  hydraulic  cement.  He  made  it  by  pulverizing  lime¬ 
stone  and  clay,  burning  it  and  then  grinding  the  resulting 
“clinker”  into  a  fine  powder. 

It  resembled  stone  quarried  on  the  Isle  of  Portland, 
off  the  British  coast,  so  he  called  it  “portland”  cement. 
Because  he  did,  today  “portland”  is  the  designation  of 
manufactured  cement  meeting  controlled  specifications. 

In  the  U.S.  and  Canada,  989?;  of  the  cement  used  is 
“iwrtland.”  Most  is  produced  by  member  companies  of 
the  Portland  Cement  Association,  a  national  organiza¬ 
tion  that  carries  out  scientific  research,  technical  and 
educational  services  to  improve  and  extend  the  uses  of 
this  versatile  product. 

Public  service  is  the  purpose  of  the  Portland  Cement 


Association.  It  does  not  manufacture,  sell  or  distribute 
cement.  But  today  in  finer  highways,  in  better  buildings, 
houses  and  structures  of  all  kinds,  all  America  benefits 
directly  from  this  continuing  cement  industry  program. 

New  sound  and  color  movie  from  PC  A  .  .  .  26-minute 
drama  of  cement  making  “From  Mountains  to  Microns.” 
Free  loan  .  .  .  write  for  details. 


In  the  sack,  it’s  cement . . . 
in  the  pavement,  it's  concrete 

Some  people  still  refer  to  cement  sidewalks  or  cement 
buildings.  Actually  cement  is  a  light  gray  powder 
which,  when  combined  with  water,  binds  stones  and 
sand  into  rock-like  concrete. 


PORTLAND  CEMENT  ASSOCIATION  33  Wt*l  Grand  Av«.,  Chicoge  10,  III. 

A  national  organization  to  improve  and  extend  the  uses  of  portland  cement  and  concrete 
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Newspaper 
Ad  Seminar 
Program  Set 

Authorities  in  various  phases 
of  the  advertising  business  will 
appear  as  speakers  and  mem¬ 
bers  of  discussion  panels  in  an 
all-day  conference  on  national 
newspaper  advertising,  Septem¬ 
ber  29  at  the  Biltmore  Hotel, 
New’  York. 

Developed  by  the  Bureau  of 
Advertising  of  the  American 
Newspaper  Publishers  Associa¬ 
tion,  in  cooperation  with  the 
Association  of  National  Adver¬ 
tisers  and  the  American  Associa¬ 
tion  of  Advertising  Agencies, 
the  conference  will  be  geared 
to  the  theme,  “How’  to  Move 
More  Merchandise  Through 
Your  Newspaper  Advertising.” 
Allen  B.  Sikes,  sales  sei’vices 
manager,  and  Bob  McLauchlen, 
manager  of  agency  relations, 
both  of  the  Bureau  of  Adver¬ 
tising,  are  coordinators  of  the 
progT'am. 

Moderator  w'ill  be  Linton  Bag- 
ley,  advertising  manager  of 
Folger  Coffee  Company  and 
chairman  of  the  ANA  New’s- 
paper  Committee. 

Advertiser  and  agency  person¬ 
nel  have  been  invited  to  partici¬ 
pate.  The  sessions  will  be  closed 
to  the  press. 

Dr.  E.  L.  Deckinger,  di¬ 
rector  of  media  strategy  of 
Grey  Advertising  Agency,  will 
speak  on  “Do  We  Get  as  Much 
Out  of  Newspaper  Advertising 
as  We  Should?”  His  address  will 
be  follow’ed  by  a  panel  discus¬ 
sion  on  “Creativity  Applied  to 
Newspapers.”  Panel  membere 
will  be  Charles  Feldman,  of 
Young  &  Rubicam;  Ed  Zera,  of 
Geyer,  Morey,  Madden  &  Bal¬ 
lard;  and  Whit  Hobbs,  of 
Batten,  Bai’ton,  Durstine  &  Os¬ 
born. 

Louis  M.  Rich  of  the  Des 
Moines  Register  &  Tribune, 
chairman  of  the  Sales  Develop¬ 
ment  Committee  of  the  News¬ 
paper  Advertising  Executives 
Association,  w'ill  discuss  “The 
Positive  Approach  to  Market¬ 
ing.” 

This  address  will  be  followed 
by  a  new  film  completed  by  the 
Bureau,  titled  “Why  Your  Com¬ 
pany  Invests  In  Newspaper  Ad¬ 
vertising.” 

Luncheon  speaker  will  be 
Pierre  Martineau,  research  and 
marketing  director  of  the  Chi¬ 
cago  Tribune.  His  subject  is 
“New  Horizons  in  Newspaper 
Research.” 

Two  panel  discussions  will 
feature  the  afternoon  session. 
Following  a  talk  by  Carl  J. 


Nelson  on  “How  to  Improve  Ad 
Readership,”  newspaper  re¬ 
search  will  be  discussed  by  a 
panel  consisting  of  Mr.  Martin¬ 
eau,  Mr.  Nelson  and  Dr.  How¬ 
ard  Hadley,  research  vicepresi¬ 
dent  of  the  Bureau. 

Participants  in  a  panel  dis¬ 
cussion  of  “How  to  Move  Mer¬ 
chandise  With  ROP  Color,”  will 
be:  David  Morse,  of  Fitzgerald 
Advertising  Agency ;  Howard 
Story  of  Story,  Brooks  &  Finley; 
J.  Harold  Mintun,  Pittsburgh 
Press,  and  Fred  Brickner,  as¬ 
sistant  manager  of  the  Mechan¬ 
ical  and  Sei’vice  Department  of 
the  ANPA  Research  Institute. 

• 

Ogden  Is  Given 
Broader  Duties 

Providence,  R.  I. 

The  appointment  of  Michael 
J.  Ogden  as  executive  managing 
editor  of  the  Providence  Journal- 
Bulletin  was  announced  this 
week  by  John  C.  A.  Watkins, 
publisher. 

Mr.  Ogden,  who  has  held  the 
title  of  managing  editor,  will 
have  responsibility  and  author¬ 
ity  in  the  news  and  allied  de¬ 
partments  of  the  newspapers. 

Other  appointments  follow: 

John  C.  Quinn,  from  assistant 
managing  editor  of  the  Journal 
and  Bulletin  to  managing  editor 
of  the  Bulletin. 

Charles  H.  Spilman,  from  as¬ 
sistant  managing  editor  —  to 
managing  editor  of  the  Joureal. 

Harold  A.  Kirby,  from  state 
editor  to  assistant  to  the  execu¬ 
tive  managing  editor. 

Wilbur  A.  Bromage,  from  as¬ 
sistant  to  the  managing  editor 
to  news  department  business 
manager. 

James  A.  Geehan,  to  executive 
city  editor  of  the  Journal-Bulle¬ 
tin. 

Joseph  M.  Ungaro,  from  Jour¬ 
nal  subui’ban  copy  chief  to  state 
news  editor. 

Richard  H.  Hartford,  fi’om 
Bulletin  copy  desk  to  Bulletin 
news  editor. 


’60  Olds  To  Bow 
In  4,600  Papers 

Newspaper  introduction  of 
the  1960  Oldsmobile  is  “the 
most  powerful  and  far-reach¬ 
ing”  the  General  Motors  di¬ 
vision  has  ever  assembled,  ac¬ 
cording  to  L.  A.  Grobe,  Olds¬ 
mobile  advertising  manager. 

Full  to  one-third  page  ads 
will  break  in  4,600  new’spa- 
pers  Sept.  29  (PM’s)  and  on 
Oct.  1  (AM’s).  Saturation 

follow-up  ads  will  also  con¬ 
tinue  in  more  than  4,000  pa¬ 
pers. 


Controllers 
Plan  Parley 
On  Ad  Rales 

Advertising  trends  and  rate 
structures;  cold  type  costs;  con¬ 
trolling  capital  expenditures ; 
industrial  engineering  applied 
to  newspapers  and  improvement 
of  operations  are  among  the 
topics  for  disscussion  at  the  12th 
annual  meeting  of  the  Institute 
of  Newspaper  Controllers  and 
Finance  Officers.  The  gathering 
will  take  place  October  18-21, 
in  the  Hotel  del  Coronado,  Coro¬ 
nado  Beach,  Calif. 

The  INCFO  program  high¬ 
lights  topical  gi’oup  meetings 
and  “split”  sessions  according 
to  circulation  size,  in  addition 
to  general  sessions  and  the  an¬ 
nual  business  meeting  of  the 
Institute.  The  latter,  to  be  con¬ 
ducted  by  Richard  N.  Smith, 
vicepresident  and  treasurer  of 
the  Copley  Press,  Inc.,  La  Jolla, 
Calif.,  president  of  the  control¬ 
lers’  organization,  will  be  held 
on  Monday  moi’ning,  October  19. 

Speakers  and  topics  at  the 
genei’al  session  include:  Leo 
Sheehan,  C.P.A.,  partner  in 
Moss,  Adams  &  Co.,  Seattle, 
Wash.,  “Intereal  Control  for 
Newspapers”;  C.  B.  McCue, 
comptroller,  Minneapolis 
(Minn.)  Star  and  Tribune,  “Dis¬ 
tribution  of  Duties  in  the  Con¬ 
troller’s  Department”;  and  Del 
Taylor,  industrial  engineer,  Los 
Angeles  (Calif.)  Mirror-News 
and  Times,  who  with  Richard 
Woolet,  industrial  engineering 
department  of  Enist  &  Ernst, 
will  tell  “How  Industrial  En¬ 
gineering  Slashed  Costs  at  the 
Los  Angeles  Times.” 

Ad  Rate  Structures 

Charles  T.  Lipscomb  Jr.,  pres¬ 
ident,  Bureau  of  Advertising, 
ANPA,  will  speak  on  “Trends 
in  National  Advertising”  at  an 
Advertising  Clinic,  w’hich  will 
also  feature  a  panel-in-reverse 
on  advertising  rate  structures 
and  taxation  of  advertising. 

At  another  general  session, 
called  a  “Machine  Accounting 
Potpourri,”  a  panel  of  INCFO 
members  led  by  Evert  B.  Per¬ 
son,  assistant  publisher-secre- 
tai’y  and  treasurer,  Santa  Rosa 
(Calif.)  Press  Democrat,  will 
discuss  their  installations.  The 
period  will  be  rounded  out  with 
demonstrations  of  equipment  by 
Burroughs  Corporation;  Friden, 
Inc.;  International  Business  Ma¬ 
chines;  National  Cash  Regi.ster 
Company,  and  Undei’wood  Cor¬ 
poration. 


Concurrent  group  meetings 
on  a  topical  basis  w’ill  consider 
the  following  subjects:  “Actual 
Experience  with  the  Johns  Hop¬ 
kins  Measurement  System,”  led  , 
by  Talbot  Patrick,  publisher. 
Rock  Hill  (S.  C.)  Evening  Her¬ 
ald;  “Cold  Type:  Latest  Re- 
search  Developments  and  Re¬ 
sultant  Cost  Savings,”  led  by 
Roy  N.  Walden,  chief  account¬ 
ant,  South  Bend  (Ind.)  Tribune, 
and  “Cash  Forecasting  and  Con¬ 
trol  of  Capital  Expenditures,” 
led  by  Thomas  F.  Mowle,  comp¬ 
troller,  Wall  Street  Journal, 
New  York. 

Grttiip  Operation-- 

In  addition,  Walter  F.  Cook, 
general  auditor,  Copley  News¬ 
papers,  Los  Angeles,  will  con¬ 
duct  a  topical  session  on  “Prob¬ 
lems  of  Group  Newspaper  Op¬ 
erations,”  and  Charles  H. 
Draper,  secretary-treasurer 
Houston  (Texas)  Post,  will  lead 
another  on  “Newest  Develop¬ 
ments  in  Integrated  Data  Proc¬ 
essing  for  Newspapers.” 

Topics  and  chairmen  of  ses¬ 
sions  according  to  circulation 
size  will  be  as  follows:  “What 
we  are  Doing  to  Improve  Op¬ 
erations,”  William  C.  Smellage, 
controller,  Daiios  (Texas)  Morn¬ 
ing  News,  and  M.  James  Deshe- 
row,  controller,  Hollywood 
(Calif.)  Citizen-News;  “Prob¬ 
lems  Clinics”  to  cover  early  clos¬ 
ings,  measuring  advertising 
salesmen’s  production,  payroll 
shortcuts,  etc.,  A.  K.  Norton, 
comptroller,  Hamilton  (Out.) 
Spectator,  and  Preston  Walker, 
publisher.  Grand  Junction 
(Colo.)  Sentinel. 

Lyle  L.  Erb,  controller  and 
assistant  secretary,  the  Copley 
Pi  ess,  Inc.,  is  program  chair¬ 
man  for  the  event.  Hugh  R. 
Morick,  business  manager,  San 
Diego  (Calif.)  Union  and  Trib¬ 
une,  is  in  charge  of  entertain¬ 
ment. 

• 

Mrs.  Andrew  Kellogg 
Wife  of  PiibRsher 

Schenectady,  N.  Y. 
Mrs.  Andrew  P.  Kellogg  died 
Sept.  18.  She  was  president  and 
treasurer  of  the  Schenectadi 
Union-Star  for  25  years  until 
it  was  sold  last  January  to  the 
K  &  M  Publishing  Co.  of  New 
York. 

Mrs.  Kellogg  was  the  daugh¬ 
ter  of  the  late  James  H.  Calla- 
nan  who  as  owner  of  the  Sche¬ 
nectady  Daily  Union  combined 
that  newspaper  with  the  Evt- 
ning  Star  in  1911.  After  hU 
death  in  1921,  his  wife  headed 
the  Union-Star  until  she  died 
in  1933  when  Mrs.  Kellogg  suc¬ 
ceeded  her. 

Mr.  Kellogg  is  publisher. 
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Two  United  Press  International  men  at 
the  scene  scooped  the  world  Sept.  18  on 
Soviet  Premier  Khrushchev's  disarma 
ment  proposal  at  the  United  Nations 
Henry  Shapiro,  dean  of  Moscow  cor 
respondents  (for  20  years  UPl  manager 
there),  got  the  story.  He  and  Jack  V 
Fox,  UPl  reporter  who  has  the  world  as 
his  beat,  filed  it  from  UPl's  United 
Nations  bureau  before  Khrushchev 
began  his  speech 

While  he  talked,  forms  were  closing 
all  over  the  country 
UPl  clients  were  alone  with  the 
story,  point  by  point,  for  50  minutes, 
until  Khrushchev  got  down  to  the  dis 
armament  plan  in  his  73-minute  oration 
UPl  clients  expect  superior  coverage 
.  and  they  get  it. 
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Union  Fight 
Stops  Dailies 
In  Detroit 

Detroit 

Detroit’s  three  daily  newspa¬ 
pers  were  shut  down  again — 
the  second  time  in  three  w’eeks — 
on  Thursday,  Sept.  24,  by  an 
inter-union  jurisdictional  dis¬ 
pute. 

Earlier  this  month  a  press¬ 
men’s  walkout  in  protest 
against  office  work  rules  kept 
the  papers  from  publishing  over 
a  three-day  period. 

The  Detroit  Free  Press  had 
its  Thursday  moming  edition 
I'un  off  when  members  of  the 
International  Typographical 
Union  set  up  a  picket  line  at 
5  a.m.  at  all  three  newspaper 
plants.  The  Times  and  News 
were  unable  to  put  out  editions 
because  their  union  printers  ob¬ 
served  the  picket  lines. 

The  Typographical  Union’s 
action  climaxed  a  long  battle 
w’ith  the  Independent  Inteima- 
tional  Mailers  Union  which  was 
fonned  sevei’al  years  ago  by  a 
group  which  withdrew  from  the 
older  union. 

Seeks  Election 

Local  40  of  the  ITU  addressed 
a  letter  to  the  Detroit  Publish¬ 
ers  Association  claiming  a  ma¬ 
jority  of  the  mailers  in  the  three 
plants.  It  proposed  that  the 
publishers  join  with  the  union 
in  petitioning  the  National 
Labor  Relations  Board  for  an 
election  to  detennine  the  col¬ 
lective  bargaining  agent. 

The  union  said  it  would  not 
go  to  the  board  by  itself  because 
of  “past  persecutions”  and 
w'ould  not  be  a  party  to  long 
procedural  delays. 

Robert  C.  Butz,  executive  sec- 
retaiy  of  the  Publishers’  Asso¬ 
ciation,  tenned  the  w'alkout  an 
illegal  strike  and  said  the  ap¬ 
peal  for  jurisdiction  was  a  mat¬ 
ter  for  the  NLRB  to  determine, 
not  management. 

Abolishes  Requirement 

Mr.  Butz  pointed  out  that  the 
new  Landrum-Griffin  law  had 
abolished  the  requix’ement  that 
a  labor  union  must  certify  that 
its  officers  are  non-communist 
in  order  to  avail  itself  of  NLRB 
procedures.  Heretofore,  the 
Typographical  Union  has  de¬ 
clined  to  file  such  affidavits. 

According  to  management 
spokesmen,  only  four  out  of  47 
mailers  failed  to  report  Thurs- 
■day  at  the  News  and  only  two 
of  62  mailers  at  the  Times.  A 
dozen  men  usually  employed 
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days  as  staffers  all  reported  for 
work  at  the  Free  Press. 

Local  4  of  the  IMU  here  has 
been  suffering  intemal  dissen- 
tion  the  past  two  years  and  the 
inteimational  union  itself  has 
been  having  feuds  among  its 
officers. 

Just  this  week  at  the  AFL- 
CIO  convention  in  San  Fran¬ 
cisco  the  Typographical  Union 
was  the  only  one  to  vote  against 
a  new'  policy  of  submitting  in¬ 
ter-union  jurisdiction  fights  to 
arbitration. 

• 

Khrushchev’s  Call 
Sells  Newspapers 

Soviet  Premier  Khrushchev’s 
tw'o-day  visit  in  New  York  City 
caused  substantial  increases  in 
street  sales  of  newspapers,  cir¬ 
culation  directors  reported. 

Circulation  directors  agreed 
that  people  looked  for  pictures 
more  than  the  printed  w'ord  be¬ 
cause  they  wanted  to  see  what 
the  visitor  looked  like.  New's- 
papers  therefore  ran  many 
pages  of  pictures.  By  the  same 
token,  they  said  it  was  a  good 
story  for  television  coverage. 

One  circulation  man  said  the 
increased  sales  were  not  quite 
up  to  expectations.  He  remarked 
that  it  w'as  hard  to  estimate  ex¬ 
actly  how  much  increase  could 
be  attributed  to  Khrushchev’s 
presence  in  the  city  as  this  is 
the  season  for  a  nonnal  circula¬ 
tion  I'ise  after  the  summer  vaca¬ 
tion  slump. 

• 

Moscow  Reporter 
Scores  Beal  Here 

It  took  an  old  hand  at  report¬ 
ing  in  Moscow  to  score  a  major 
news  beat  during  Premier 
Khrushchev’s  visit  here. 

Henry  Shapiro,  who  has  been 
covering  Russia  for  20  years, 
pulled  off  a  story  of  what  the 
Soviet  chief’s  disarmament  pro¬ 
posal  w'ould  contain  befoi'e  it 
W'as  unveiled  to  the  United  Na¬ 
tions,  Sept.  18. 

UPI  said  the  facts  which  Mr. 
Shapiro  gave  to  Jack  Fox  for 
his  lead  went  out  50  minutes 
ahead  of  stories  filed  by  com¬ 
petitors.  Mr.  Shapiro  speaks 
Russian  fluently  and  he  “struck 
gold,”  UPI  said,  by  w'orking 
day  and  night  checking  sources. 

• 

Union  A^ent  Indicted 

PlTT.SBlJRGH 

Theodore  Cozza,  president  of 
a  teamster  union  local  here,  was 
indicted  this  week  by  a  Federal 
grand  jury.  The  charge,  under 
the  Taft-Hartley  Act,  involves 
the  payment  of  about  $3,000  in 
wages  to  him  by  the  Sun-Tele¬ 
graph  for  work  not  perfoi'med. 


K  Is  Ready 
To  Take  On 
Press  Again 

Washington 

Nikita  Khrushchev  returns 
Sunday  afternoon  to  the  scene 
of  his  first  encounter  with  the 
free  press  on  its  own  grounds, 
the  National  Press  Club  Audi¬ 
torium. 

The  Soviet  Premier  w'ill  con¬ 
duct  a  no-holds-barred  news 
conference,  receiving  questions 
from  the  floor.  The  event  has 
been  arranged  by  the  Russian 
Embassy  and  admission  will  be 
restricted  to  reporters  who 
have  been  accredited  to  the  tour, 
either  in  its  entirety  or  for  sin¬ 
gle  city  coverage. 

An  attendance  of  about  700 
newsmen  is  anticipated,  as  the 
conference  follow’s  the  high- 
level  discussions  at  Camp 
David. 

Wildest  Scene 

New'smen  returning  here 
from  Des  Moines  said  the  w'ild- 
est  press  scene  of  the  trip  oc¬ 
curred  at  the  Garst  fann  at 
Coon  Rapids  on  Wednesday. 
The  Red’s  No.  1  man  stood  smil¬ 
ing  as  Rosw'ell  Garst,  his  favo¬ 
rite  American  capitalist-farmer, 
threw  com  shucks  to  dispel 
newsmen  whom  he  thought  were 
too  numerous  and  too  close  to 
the  visitors.  Several  times  Mr. 
Garst  used  a  walkie-talkie  to 
shout  at  the  reporters  and 
cameramen  to  get  out  of  the 
way,  to  stop  annoying  his  cattle 
and  to  behave  themselves. 

Some  reporters  removed  their 
accreditation  badges  and  min¬ 
gled  unnoticed  with  the  digni¬ 
taries  for  the  farm  tour.  During 
one  rumpus,  however,  Mr.  Garst 
somehow  kicked  Harrison  E. 
Salisbury  of  the  New  York 
Times  in  the  shins.  Scattering 
newsmen  at  one  time  cried  down 
“the  Cossacks”  as  farmhands 
and  local  security  agents  on 
horseback  charged  into  the 
group. 


Earl  N.  Hughes 

Utica,  N.  Y. 

Earl  N.  Hughes,  70,  mechani¬ 
cal  superintendent  of  the  Utica 
Observer-Dispatch  and  the  Utica 
Daily  Press,  died  unexpectedly 
Sept.  18  of  a  heart  attack  in 
a  Utica  hospital,  where  he  re¬ 
cently  had  undergone  minor 
surgery.  He  was  the  oldest  em¬ 
ployee  of  the  newspapers  in 
terms  of  service,  with  49  years 
of  employment. 

EDITOR  &.  PUBl 


Production 
Cost  Study 
Under  Way 

A  suiwey  of  newspaper  pro¬ 
duction  costs  has  been  started 
by  ANPA  Research  Institute,  it 
was  reported  at  a  meeting  of 
officers  and  directors  this  week 
in  New  York. 

The  sui-vey,  under  direction 
of  R.  B.  Wentworth,  of  the  In¬ 
stitute’s  production  engineering 
division,  will  seek  to  determine 
how  modern  management  tech¬ 
niques  may  be  utilized  to  con¬ 
trol  publishing  expenses. 

As  a  matter  of  Institute  pol¬ 
icy,  it  W'as  learned,  the  board 
members  agreed  that  the  labora- 
toi-y  should  not  serve  merely  as 
a  testing  center  but  should  be 
staffed  to  conduct  research  that 
W'ill  provide  immediate  results 
in  improving  newspaper  pi-oduc- 
tion. 

Plans  were  made  to  put  into 
effect  some  of  the  recommenda¬ 
tions  made  by  the  SILHA  com¬ 
mittee  which  evaluated  the  lab- 
oratoi-y  program  last  year. 

This  was  the  first  board  meet¬ 
ing  since  the  consolidation  of 
four  divisions  under  a  new  man¬ 
aging  director,  Charles  H.  Ting- 
ley,  with  headquarters  in  New 
York. 

W.  B.  Raasch  reported  that  a 
training  program  for  executives 
on  pressroom  and  stereotyping 
processes  is  well  under  way. 
Roy  W.  Prince  told  of  work  at 
the  laboratory  and  Richard  E. 
Lew'is  reported  for  the  mechan¬ 
ical  section. 

Institute  officers  present  at 
the  meeting  w'ere:  I).  Tennant 
Bryan,  chairman,  James  S.  Cop¬ 
ley,  president,  William  A.  Dyer, 
Arthur  T.  Gormley,  Harold  F. 
Grumhaus  and  Andrew  Fisher. 
Eight  other  directors  also  at¬ 
tended. 

• 

Thor  Smith  Leaves 
American  Weekly 

Thor  Smith,  w'ho  has  been 
with  the  Hearst  Organization 
for  30  years,  has  resigned  from 
the  American  Weekly’s  execu¬ 
tive  staff.  He  has  been  vice- 
president  in  charge  of  publisher 
relations  since  1952.  Pi  eviously 
he  was  associate  business  man¬ 
ager  of  the  San  Francisco  Call- 
Bulletin. 

Jacob  A.  Evans  has  been  pro¬ 
moted  to  assistant  to  the  editor 
of  the  American  Weekly,  it  was 
announced  by  John  J.  O’Connell, 
editor. 

Mr.  Evans  joined  the  Amer¬ 
ican  Weekly  in  June  1957  as 
director  of  sales  promotion  and 
later  became  associate  editor. 
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Herald-Traveler  Wins 
Clean  Bill  in  TV  Case 


Washington 

The  Boston  Herald-Traveler 
and  the  newspaper’s  executives 
have  been  held  {fuilty  of  no 
action  which  could  cloud  the 
company’s  right  to  operate  a 
television  station  on  Channel  5. 

The  newspaper  corporation  is 
the  owner  of  WHDH,  Inc.,  the 
successful  applicant  in  a  contro- 
vei-sy  which  involved  competition 
from  four  other  seekers  after 
the  channel.  The  rivalry  was 
fought  out  before  a  trial  exam¬ 
iner,  at  Federal  Communica¬ 
tion’s  Commission  hearings,  be¬ 
fore  the  U.  S.  Circuit  Court  and 
finally  before  Judge  Horace 
Stern  as  special  hearing  exam¬ 
iner. 

The  retired  justice  reviewed 
the  issues  after  the  Circuit 
Court  mandated  the  Commission 
to  inquire  whether  improper  in¬ 
fluences  had  been  brought  to 
bear,  specifically  whether  the 
then  chairman  of  the  Commis¬ 
sion,  George  C.  McConnaughey, 
or  any  of  his  colleagues  should 
have  disqualified  themselves  to 
vote  on  the  grant  of  the  license 
April  24,  1957. 

Robert  B.  Choate,  publisher 
and  editor  of  the  Herald- 
Traveler  and  president  of 
WHDH,  had  two  luncheon  meet¬ 
ings  with  Mr.  McConnaughey. 
It  was  shown  that  the  television 
matter  was  not  discussed  at  the 
fii’st  meeting  and  that,  at  the 
second,  an  unrelated  amendment 
to  the  Communications  Act  was 
briefly  mentioned  but  the  TV 
application  was  not. 

At  most,  the  Stem  report 
related,  Mr.  Choate  was  seeking 
to  “size  up”  McConnaughey  as 
a  newly  appointed  commissioner 
and  also  to  create  a  generally 
favorable  impression. 

Vole  of  Confidence 

Unless  appeal  is  taken  from 
his  findings  it  will  become  effec¬ 
tive  in  .50  days. 

Publisher  Choate  stated :  “The 
decision  of  Judge  Stem  is  no 
more  than  I  expected.  We  have 
been  given  a  100  percent  vote  of 
TOnfidence  by  the  special  exam¬ 
iner  as  to  our  conduct  in  the 
Channel  5  case.  For  many 
months  while  this  case  was  be¬ 
fore  Judge  Stem,  we  have  been 
subjected  to  most  merciless  at- 
tack.s  to  which  we  could  not 
reply  We  shall  continue  to 
operate  the  station  with  our 
same  high  sense  of  service  to 
the  community.” 

The  Herald-Traveler  Subsidi¬ 


ary  applied  for  the  TV  pennit 
in  1947.  Applications  also  were 
filed  by  Greater  Boston  Tele¬ 
vision  Coi*poration,  Massachu¬ 
setts  Bay  Telecasters,  Inc., 
Allen  B.  du  Mont  Laboratories, 
Inc.,  CBS,  and  Post  Publishing 
Company.  Columbia  Broad¬ 
casting  subsequently  withdrew. 
After  hearings  had  been  con¬ 
cluded,  the  Boston  Post  also 
withdrew'. 

Glcrbe’s  Inlervenliun 

Trial  ETxaminer  James  S. 
Cunningham  proposed  in  a  re¬ 
port  released  Dec.  30,  1955  that 
the  award  be  made  to  Greater 
Boston  TV.  The  examiner  was 
reversed  in  favor  of  WHDH. 
The  unsuccessful  applicants 
then  filed  motions  to  reopen  the 
case  and  these  were  denied.  The 
Globe  Newspaper  Company  filed 
a  petition  to  intervene,  w'hich 
Judge  Stem  was  to  reject  as  a 
factor  with  the  statement:  “Its 
only  interest  was  to  prevent  an 
award  of  the  permit  to  the  sub¬ 
sidiary  of  the  Herald-Traveler 
Corjto  ration.” 

When  the  grant  to  WHDH 
was  made  by  a  four-to-three 
vote.  Greater  Boston  and  Mass¬ 
achusetts  Bay  appealed  to  the 
Circuit  Court.  While  the  case 
was  pending  on  the  docket  the 
House  Investigating  Committee 
heard  testimony  that  persons 
interested  in  the  Boston  chan¬ 
nel  had  conferred  with  Chair¬ 
man  McConnaughey  while  it 
was  active  and  before  final  de¬ 
cision.  At  this  point  an  unusual 
judicial  step  was  taken:  the  Cir¬ 
cuit  Court  affirmed  the  FCC 
grant  to  WHDH  but  obsei-ved 
that  there  had  been  testimony 
of  improper  procedure  and  di¬ 
rected  FCC  to  conduct  an  in¬ 
quiry  on  that  point,  to  deter¬ 
mine  whether  the  award  had 
been  either  void  or  voidable  by 
reason  of  any  improper  activity. 
The  issues  were  referred  to 
Judge  Stem  and  a  series  of 
hearings  took  place. 

No  Attempt  to  Influence 

After  reviewing  the  testimony 
of  the  principals  and  other  wit¬ 
nesses,  Judge  Stem  wrote: 
“Certainly  by  no  stretch  of  the 
imagination  could  they  be  stig¬ 
matized  as  amounting  to  an  at¬ 
tempt  to  influence  McCon¬ 
naughey  with  reference  to  his 
(Choate’s)  application.”  The 
jurist  found  all  the  evidence 
proved  Channel  5  wasn’t  dis¬ 
cussed. 


“From  all  the  testimony,” 
Judge  Stem  concluded,  “the  ex¬ 
aminer  finds  that  neither  at  his 
luncheon  meetings  with  McCon¬ 
naughey  nor  on  any  other  occa¬ 
sion  did  Choate  make  any  cul¬ 
pable  attempt  to  influence  his 
vote  in  the  Channel  5  proceed¬ 
ings  nor  did  in  fact  exert  any 
such  influence.  And  while  he 
may  have  had  some  casual  so¬ 
cial  contacts,  as  at  lunches,  re¬ 
ceptions,  and  the  likes,  with 
other  commissioners  and  with 
men  in  public  life  generally, 
some  of  whom  he  knew  inti¬ 
mately  for  many  years,  there 
is  no  evidence  that  he  or  any 
other  representative  of  the 
Herald-Traveler  ever  asked  or 
leceived  from  any  of  them  any 
improper  help  in  connection 
with  the  application  of  WHDH 
for  the  permit.  .  . 

Heart  of  Issue 

“It  goes  to  the  very  heart  of 
the  present  issues,  that  there  is 
not  a  shred  of  credible  evidence 
that  there  was  any  attempt  on 
the  part  of  Choate  to  present 
the  merits  of  the  Herald  appli¬ 
cation,  the  qualifications  of  the 
Herald  organization,  or  any¬ 
thing  in  derogation  of  the  other 
applicants — in  short  nothing 
that  either  in  law  or  codes  of 
professional  or  judicial  ethics 
could  justifiably  be  regarded  as 
impairing  the  validity  or  pro¬ 
priety  of  the  award  which  was 
subsequently  made  by  the  com¬ 
mission.” 

In  respect  to  the  belated  in- 
teiwention  by  William  Davis 
Taylor  and  John  I.  Taylor  of 
the  Boston  Globe  in  the  proceed¬ 
ings  in  a  vain  attempt  to  nullify 
the  award  to  the  Herald-Trav¬ 
eler,  Judge  Stem  said  they  were 
“two  who  were  not  parties  and 
w'ere  acting  without  any  author¬ 
ized  standing.” 

Judge  Stern  added: 

“WHDH,  having  been  grant¬ 
ed  a  permit,  cannot  justifiably 
be  deprived  of  it  merely  because 
a  competitor  and  hostile  non- 
party  may  have  made  ineffectual 
attacks  on  it  outside  the  recog¬ 
nized  and  public  processes  of 
adjudication.” 


Linage  Goes  Up 

The  up.swing  in  new‘  paper 
advertising  linage  continued  in 
August.  The  52-Cities  report  of 
Media  Records  showed  total  lin¬ 
age  last  month  exceeding  that 
of  August,  1958,  by  nearly  11 
percent.  This  followed  a  July- 
over-July  gain  of  better  than 
11  percent.  Classified,  automo¬ 
tive  and  financial  categories 
were  chiefly  responsible  for  the 
percentage  increase.  City-by¬ 
city  reports  will  be  published 
in  E&P  next  week. 


Field  Makes 
New  Alignment 
Of  Executives 

Chicago 

Reorganization  and  expansion 
of  the  business  and  production 
departments  of  the  newspaper 
division  of  Field  Enterprises, 
Inc.,  was  announced  this  week 
by  Marshall  Field,  Jr.,  presi¬ 
dent.  The  division  publishes  the 
Chicaf/o  Sun-Times  and  the 
Chicago  Daily  Xews. 

Principal  executives  under  the 
new  organization  will  be  Russ 
Stewart,  general  manager  of 
the  Sun-Times,  and  Arthur  E. 
Hall,  general  manager  of  the 
News. 

Both  Mr.  Stew'art  and  Mr. 
Hall  are  directors  of  Field  En¬ 
terprises,  Inc.,  and  are  vice- 
presidents  of  the  Newspaper 
Division.  Mr.  Stewart  has  been 
general  manager  of  the  Sun- 
Times  since  1948  and  Mr.  Hall 
has  been  general  manager  of 
the  News  since  1952. 

Four  departmental  vicepresi¬ 
dents  have  been  elected  to  su- 
pei'vise  the  major  areas  of  oper¬ 
ation  and  production  for  both 
new'spapers.  They  are:  L.  T. 
Knott,  advertising;  Leo.  R. 
Newcombe,  finance  and  business 
manager  of  Sun-Times;  Hy 
Shannon,  production;  and  Louis 
L.  Spear,  circulation.  All  have 
been  Sun-Times  executives. 

Carl  A.  Sanderson  has  been 
elected  controller  and  Lance 
Johnson  has  been  elected  direc¬ 
tor  of  promotion.  Both  have 
been  associated  with  the  News. 

Mr.  Field  .said  the  editorial 
departments  of  the  Sun-Times 
and  the  News  will  remain  sepa¬ 
rate  and  thus  are  unaffected  by 
the  reorganization.  Milbum  P. 
Akers,  editor  of  the  Sun-Times, 
and  Basil  L.  Walters,  editor  of 
the  News,  will  report  directly  to 
Mr.  Field,  who  is  publisher  of 
both  newspapers. 

The  editors,  the  general  man¬ 
agers  and  other  executives 
named  to  the  new  positions  will 
serve  with  Mr.  Field  on  an  ex¬ 
ecutive  committee  for  the  news¬ 
paper  division.  Additional  mem¬ 
bers  will  be  W.  C.  Munnecke, 
vicepresident.  Field  Enter¬ 
prises,  Inc.;  L.  S.  Fanning, 
executive  editor  of  the  Sun- 
Times;  and  Everete  C.  Nor- 
lander,  managing  editor  of  the 
News. 

• 

Bolles  in  PR  Job 

Toledo 

Blair  Bolles  has  resigned  as  as¬ 
sociate  editor  of  the  Toledo  Blade 
to  become  director  of  public 
relations  for  Fairbanks,  Morse 
&  Co.  He  has  been  a  foreign  cor- 
jespondent,  analyst  and  author. 
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Judge  Limits  Scope 
Of  Haverhill  Case 


Boston 

Federal  Judge  Charles  E.  Wy- 
zanski  Jr.  has  ordered  a  sepa¬ 
rate  trial  of  all  issues  in  con¬ 
nection  with  the  $1,500,000  anti- 
tiTiSt  suit  by  the  Union-Leader 
Corp.  of  Haverhill  and  Man¬ 
chester,  N.  H.,  against  News¬ 
papers  of  New  England,  Inc. 

Since  the  suit  was  instituted, 
Newspapers  of  New  England, 
Inc.  filed  a  cross  suit  for  one 
million  dollars.  Trial  starts  Oct. 
27. 

Judge  Wyzanski  said  the  pur¬ 
pose  of  his  order  is  “to  embrace 
every  issue  of  liability  and  every 
issue  pertinent  to  the  granting 
or  refusing  of  any  injunction. 

Full  Appeal  Provided 

“It  is  contemplated  that  at 
the  conclusion  of  the  separate 
trial  the  court  will  either  grant 
or  refuse  the  prayers  for  in¬ 
junctive  relief  presented  by  the 
pleadings,  and  that,  in  review 
of  such  action,  the  parties  shall 
have  the  right  to  invoke  the 
jurisdiction  of  the  court  of  ap¬ 
peals. 

“It  is  further  contemplated 


that  if  this  court  does  make, 
with  respect  to  liability,  a  find¬ 
ing  adverse  to  any  party,  this 
court  shall  not  pioceed  to  hear 
evidence  with  respect  to  any  is¬ 
sue  of  damages  until  each  party 
has  had  a  full  opportunity  to 
exhaust  his  right  of  appeal  with 
respect  to  such  finding  of  lia¬ 
bility.” 

Counsel  for  Newspapers  of 
New  England.  Inc.,  publishers 
of  the  Haverhill  Gazette,  said 
they  will  contend  that  striking 
printers  of  the  Gazette  were 
hired  by  the  Haverhill  Journal, 
of  which  the  Union-Leader  Corp. 
is  the  publisher. 

Atty.  Arthur  H.  Bloomberg, 
Union-Leader  counsel,  told 
Judge  Wyzanski  his  client  had 
suffeied  a  market  value  diminu¬ 
tion  through  actions  of'  News¬ 
papers  of  New  England.  He 
said  the  latter  was  organized  to 
drive  the  Journal  out  of  Haver¬ 
hill  and  evei-y  city  w'here  Wil¬ 
liam  Loeb  has  an  interest.  Mr. 
Loeb  also  publishes  the  Man¬ 
chester  (N.  H.)  Union-Leader. 

Atty.  John  F.  Groden,  coun¬ 
sel  for  Newspapers  of  New  Eng¬ 
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land,  said  placards  had  been 
carried  outside  the  Gazette  plant 
urging  readers  to  purchase  the 
Joumal.  He  said  an  advertiser 
was  threatened  with  a  union 
drive  if  he  continued  to  patron¬ 
ize  the  Gazette. 

Judge  Wyzanski  said  he  will 
enjoin  against  violations  of  the 
anti-ti-ust  laws  in  favor  of  the 
prevailing  litigant. 

Stick  to  Haverhill 

Judge  Wyzanski  asked  the 
Journal  lawyers  to  eliminate 
evidence  tending  to  show  that 
publisher-stockholders  in  News¬ 
papers  of  New'  England  sought 
to  keep  Loeb  out  of  their  com¬ 
munities. 

“If  you  w'ant  a  prompt  de¬ 
termination  you  should  stick  to 
Haverhill,”  he  .said,  warning 
that  it  might  take  18  months 
to  make  a  detei-mination  if  the 
other  newspapers  were  brought 
in. 

Bloomberg  said  co-defendant 
publishers  had  been  quoted  as 
saying  they  would  help  the  Ga¬ 
zette  in  order  to  keep  Loeb  from 
establishing  competing  new'spa- 
pei's  in  their  cities.  Gazette  coun¬ 
sel  resei-ved  the  right  to  object 
to  such  evidence  on  grounds  of 
hearsay  and  impertinence. 

Newspapers  of  New'  England, 
Inc.  was  formed  last  year  and 
bought  Gazette  stock.  Loeb 
claimed  the  31  publishing  films 
and  individuals  in  the  company 
took  over  the  Gazette  to  prevent 
him  from  buying  it  and  to  drive 
the  Joui'nal  from  Haverhill. 

Water  Follies  Out 

Judge  Wyzanski  also  said  he 
w'ould  not  admit  evidence  re¬ 
garding  a  water  follies  show  put 
on  by  the  Journal  last  June.  'The 
Gazette  claimed  the  Journal  lost 
$15,000  on  the  venture  and  this 
was  an  unreasonable  expense. 

Wyzanski  said  he  would  not 
admit  the  evidence  unless  coun¬ 
sel,  headed  by  John  Groden, 
could  show'  the  Journal  had  “un¬ 
economic  motives.”  Bloomberg 
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said  the  water  show,  a  promo¬ 
tion  the  proceeds  of  which  were 
to  go  to  charities,  was  a  failure 
because  it  rained  all  week  but 
would  otheiwise  have  been  suc¬ 
cessful  and  would  not  have  cost 
the  Journal  a  cent. 

Groden’s  co-counsel,  Frank 
Goldman,  said  the  evidence  wa< 
pertinent  because  “extravagant" 
promotion  of  the  Journal  wa* 
part  of  a  scheme  to  w'oaken  the 
Gazette  “so  Loeb  could  buy  it" 

‘Two-Paper  Town' 

Judge  Wyzanski  asked  the 
parties  to  agree  if  possible  on 
Gazette  evidence  of  tie-in  adver¬ 
tisements  in  a  Sunday  Shopper 
founded  by  the  Journal,  offered 
free  to  advertisers  in  Loeb  pa¬ 
per. 

The  judge  said  the  suits  could 
be  amended  as  to  additional 
damages  only  up  to  Sept.  15.  He 
said  alleged  damages  occurring 
after  that  date  could  not  be  con¬ 
sidered. 

The  judge  also  asked  both 
sides  to  present  in  advance  of 
the  trial  lists  of  free  advertise 
ments,  advertising  rates  and 
other  evidence  by  which  both 
sides  seeks  to  pi'ove  conspiracy 
or  discrimination. 

Judge  Wyzanski  indicated  that 
evidence  on  whether  Haverhill, 
w'ith  a  population  of  47,000,  wa= 
a  “two-paper  tow'n”  would  be 
important  in  his  decision.  The 
Gazette  will  quote  a  Union- 
Leader  officer  as  saying  the  city 
could  not  support  tw'o  nevrspa- 
pers.  Bloomberg  said  he  would 
nresent  expert  testimony  that  it 
could. 


Frank  Dassori  Joins 
Huber  Ink  Division 

J.  M.  Huber  Coi'poration  ha? 
announced  the  appointment  of 
Frank  Dassori  as  assistant  to 
the  vicepresident  of  its  Ink  Di¬ 
vision. 

Mr.  Dassori,  who  has  had  28 
years  of  newspaper  experien« 
with  the  Hearst  organization  in 
New'  York,  Baltimore  and  De 
troit,  went  to  the  Boston  Htr- 
ald-Traveler  as  production  man¬ 
ager  in  1956  and  was  appointed 
business  manager  in  1958,  * 
position  he  resigned  to  accept 
the  Huber  appointment. 
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ITU  Paper’s  Loss 
Put  Over  SMillion 


Seattle 

The  Columbia  Basin  News  at 
Pasco  lost  $1,284,898.92  in  its 
first  10  years  of  operation,  it 
was  indicated  in  United  States 
District  Court  here  this  week. 

A  chart  showing  these  losses 
was  introduced  into  evidence  in 
the  $6,625,571  antitrust  suit  of 
the  Tri-City  Herald  at  Kenne¬ 
wick  against  the  News,  the  In¬ 
ternational  Typogi-aphical  Un¬ 
ion  and  others. 

The  figures  were  from  Au¬ 
gust,  1949,  to  June  30,  1959. 

Parish  on  Stand 

Howard  W.  Parish  of  Seattle, 
a  defendant  and  former  pub¬ 
lisher  of  the  News,  was  on  the 
witness  stand.  The  case  is  being 


reasonably  low  rates  in  an  at¬ 
tempt  to  drive  him  out  of  busi¬ 
ness. 

Free  Space 

Parish  testified  that  the  News 
in  1952  established  a  weekly  ad¬ 
vertising  newspaper,  circulated 
free,  to  help  get  advertising 
away  from  Lee. 

Parish  admitted  that  space 
was  given  free  in  the  shopping 
paper  to  the  C.  C.  Anderson 
Stores  Co.  of  Richland  and  to 
the  J.  C.  Penny  Co.  store  in 
Pasco.  Both  were  regular  ad¬ 
vertisers  in  the  News. 

Parish  denied  that  the  free 
space  was  given  to  the  Ander¬ 
son  finn  on  consideration  of  an 
exclusive  advertising  contract 


ion  and  the  union’s  financial 
support  of  the  News. 

Scheyer  insisted  that  the  tie- 
up  was  common  knowledge  in 
the  Tri-City  area.  Under  cross- 
examination  by  Sidney  Dick- 
stein,  a  News  attorney,  Scheyer 
could  name  only  one  other  Tri- 
City  area  resident  who,  he  said, 
knew  of  the  News-union  align¬ 
ment. 

In  February,  1951,  Scheyer 
testified,  he  and  James  M.  Bryce, 
Parish’s  son-in-law  and  an  offi¬ 
cer  of  the  News,  met  in  India¬ 
napolis  with  Executive-Council 
members  of  the  ITU  to  solicit 
a  loan  for  the  News. 

Scheyer  testified  that  Bryce 
was  given  an  ITU  check  at  the 
meeting  and  that  the  News 
periodically  received  ITU  funds 
thereafter. 

Scheyer  said  the  funds  went 
directly  to  Parish  in  Seattle 
and  Parish  drew  checks  on  Seat¬ 
tle  banks  when  the  News  needed 
money. 

'Continuously  at  a  Los.s' 


In  an  opening  move,  coming 
as  a  surprise,  defense  attorneys 
withdrew  an  earlier  request  for 
a  jury. 

An  ITU  attorney  from  New 
York,  Sidney  Dickstein,  told  the 
court  Unitypo  was  organized  in 
1946  as  a  defense  arm  of  the 
union,  to  “maintain  competi¬ 
tion’’  in  areas  where  a  strike 
was  in  progress  and  where  the 
struck  newspaper  had  a  mo¬ 
nopoly. 

Dickstein  said  the  union 
merely  wanted  “to  get  back  to 
work  with  a  fair  contract”  and 
argued  there  was  no  conspiracy, 
only  legal  competition  by  the 
News  against  the  Herald. 

Attorney  Alfred  J.  Schweppe, 
representing  the  union,  said  in 
court  a  group  of  newspaper 
publishers,  through  the  Pacific 
Northwest  Newspaper  Associ¬ 
ation,  has  been  assisting  Lee 
and  the  Herald  in  the  fight. 

Schweppe  said  “strikebreak¬ 
ers,  mechanical  equipment  and 
financial  aid”  had  been  fur¬ 


heard  without  a  jury  by  Judge 
W.  D.  Murray,  visiting  jurist 
from  Butte,  Mont. 

Carl  Jonson,  attorney  for 
Glenn  C.  Lee,  publisher  of  the 
Herald,  presented  letters  to  in¬ 
dicate  that  Parish  kept  Unitypo 
officials  infonned  on  circulation, 
advertising,  financial  condition 
and  equipment  needs  of  the 
News. 

Parish  admitted  that  monthly 
financial  reports  were  made  to 
the  union  on  Unitypo-fumished 
forms. 

97  lioans  from  Unilypo 

Jonson  introduced  a  report 
which  .showed  that  Unitypo  had 
made  97  loans  to  the  News  be¬ 
tween  December  31,  1952,  and 
December  1,  1957,  with  a  total 
principal  and  unpaid  interest  of 
$1,060,0.54.88. 

Parish  testified  there  had  been 
no  repayment  nor  could  he  re¬ 
call  any  payment  of  interest. 

Earlier  Parish  had  testified 
that  all  of  the  stock  in  Colum¬ 
bia  Basin  Publishers,  Inc.,  own¬ 
er  of  the  News,  except  two 
shares,  had  been  forfeited  to 
UnityjK)  at  the  end  of  last  year. 

The  Scott  Publishing  Co., 
owner  of  the  Herald,  and  Lee 
charge  that  Unitypo  financed 
the  News  after  an  ITU  strike 
against  the  Herald  in  March 
of  IK.iO.  The  Herald  has  con¬ 
tinued  to  publish  with  nonunion 
prinb*rs.  It  is  asking  $6,625,- 
0(1  in  anti-trust  law  damages. 

The  News,  published  twice 
weekly  previously,  became  a 
daily  11  days  after  the  strike 
began. 

Lee  contends  Unitypo  loans 
enabled  the  News  to  sell  sub¬ 
scriptions  and  advertising  at  un- 
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with  the  News. 

Parish  said  the  backers  of  the 
News  expected  to  lose  money  for 
its  first  five  years  as  a  daily.  He 
said  losses  were  kept  “pretty 
well”  within  the  amounts  ex¬ 
pected.  Parish  is  now'  president 
and  a  director  of  the  Columbia 
Basin  Publishers,  which  pub¬ 
lishes  the  News. 

Former  Manager 

W.  E.  Scheyer,  former  gen¬ 
eral  manager  of  the  News,  testi¬ 
fied  that  he  bore  the  News  no 
ill  will  after  being  di.scharged 
from  his  post. 

Scheyer  testified  that  Parish 
fired  him  “over  the  telephone,” 
and  offered  no  explanation  for 
the  discharge. 

Scheyer  testified  under  cross- 
examination. 

Scheyer  said  he  didn’t  even 
ask  Parish  for  an  explanation 
of  his  discharge. 

“It  w'as  no  surprise  to  me,” 
Scheyer  said.  “I  saw  the  hand- 
w’riting  on  the  wall.  My  suc¬ 
cessor  already  had  been  hired.” 

Scheyer  testified  he  lasted  a 
year  as  the  News’  general  man¬ 
ager,  a  tenure  record  in  the 
job.  The  year,  he  said,  was 
filled  with  conferences  with 
Parish  in  which  Scheyer  w’as 
admonished  continually  to  cut 
expenses  in  an  attempt  to  put 
the  New’s  “in  the  black.” 

Scheyer  testified  it  was  “not 
my  intention”  to  damage  the 
Newrs  wrhen  he  discussed  the  Tri- 
City  newspaper  rivalry  with 
Lee  after  his  discharge  from  the 
News. 

Told  of  Union  Tieup 

Under  direct  examination, 
Scheyer  testified  as  to  the  align¬ 
ment  of  the  News  with  the  un- 
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“The  funds  had  to  be  handled 
in  that  manner  to  prevent  gen¬ 
eral  knowledge  ...  of  the  man¬ 
ner  of  financing,”  Scheyer  said. 

Scheyer  testified  the  financial 
condition  of  the  News  was  “con¬ 
tinuously  a  loss”  while  he  was 
there. 

Scheyer  said  he  was  in  “rather 
an  embarrassing  position”  in 
the  spring  of  1951  when  negotia¬ 
tions  were  opened  with  Local 
831.  He  said. 

“I  knew  our  money  was  com¬ 
ing  from  the  union  and  the  un¬ 
ion  members  who  didn’t  know 
were  asking  for  a  pay  increase. 
At  the  same  time  the  ITU  was 
a.sking  us  to  keep  costs  down.” 

CxMitrart  with  Union 

Scheyer  said  a  union  repre- 
.sentative,  Walter  1).  Marvick, 
Indianapolis,  later  met  with  him. 
After  the  meetings,  the  union 
local  signed  a  contract  in  which 
the  wage  increase  was  not  sub¬ 
stantial,  Scheyer  said. 

Jonson  introduced  into  evi¬ 
dence  letters  from  Scheyer  to 
ITU  officials  to  show  that 
Scheyer  regularly  reported  to 
the  union  on  the  paper’s  finan¬ 
cial  condition  and  prospects. 

Scheyer  said  he  told  prospec¬ 
tive  advertisers  that  the  News’ 
purpose  was  to  become  the  sole 
daily  paper  in  the  Columbia 
Basin  area. 

Scott  Publishing  and  its  pub¬ 
lisher,  Glen  C.  Lee,  filed  the 
suit  nearly  four  years  ago. 
Scott  is  seeking  damages  since 
March  3,  1950,  of  $2,208,523.72, 
plus  half  a  million  in  attorney’s 
fees.  Anti-trust  law  treble¬ 
damages  provisions  would  raise 
the  grand  total  to  nearly  7  mil¬ 
lion  dollars. 


nished  to  the  Herald. 

■Sold  Slock  to  I.ee 

Accountant  Raymond  C. 
Shephard  of  Seattle  said  he  had 
acquired  some  shares  of  stock 
in  the  News  for  friends  and 
then  sold  his  interest  in  that 
stock  to  Lee  for  $1,000.  Shep¬ 
hard  said  the  stock  had  been 
assigned  to  Unitypo. 

Earlier,  Shephard  said  the 
News  obtained  a  $5,000  loan  in 
April,  1950,  from  Mrs.  John 
Johnson,  of  Seattle.  Shephard, 
now  accountant  for  the  John¬ 
son  estate,  said  Mrs.  Johnson 
and  her  husband  previously  had 
loaned  the  News  some  $25,000. 

Shephard  said  Mrs.  Johnson 
made  the  loan  on  condition  it  be 
repaid  from  the  first  Unitypo 
loan.  Later,  however,  she  was 
given  $25,000  preferred  stock 
in  the  publishing  firm,  which 
along  with  the  other  stock  was 
assigned  to  Unitypo  to  secure 
loans. 

Kansas  City  Star 
Carriers  File  Claim 

Kansas  City,  Mo. 

An  attorney  representing  61 
independent  contract  carriers  of 
the  Kansas  City  Star  has  filed  a 
suit  in  Federal  Court  asking 
$7,140,012  from  the  Star  Com¬ 
pany. 

Actual  damages  is  given  as 
$871,417  but  under  anti-trust 
laws  the  higher  amount,  in  the 
aggregate,  is  claimed.  Accord¬ 
ing  to  the  complaint  filed  by  Ray 
D.  Jones  Jr.,  the  damages  are 
allegedly  due  to  the  Star’s  re¬ 
fusal  to  allow  the  carriers  to 
handle  any  other  periodical  over 
a  five-year  period. 
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Change  in  Saigon  ‘Kickoff  Section’ 

Dale  Brix  is  coming  back  to  Washington 

the  United  States  because  of  a  The  Washington  (D.  C.)  Post  j 
heart  ailment.  His  replacement  previewed  the  football  season 
as  manager  of  the  UPI  bureau  with  a  10-page  “Kickoff  Section”  i 
at  Saigon  will  be  Arthur  J.  containing  8,511  lines  of  adver- 
Dommen,  a  native  of  Mexico.  tising. 


NEWSPAPER  SERVICES 
_ Press  Ennineers _ 

UPECO,  INC. 

Move — Elrect — Anywhere  .  .  . 


The  profits  of  both  newspa¬ 
pers  and  newsprint  producers 
need  to  be  better,  according  to 
the  September  issue  of  News¬ 
print  Facts,  a  publication  of 
the  Newsprint  Infomiation  Com¬ 
mittee,  a  representative  gi’oup 
of  Canadian  newsprint  produc¬ 
ers. 

Commenting  on  somewhat  im- 


classified  section 


Benefit  from  owr  Vast  Newspaper  Audience 


Specializing  in  Newspaper  PresMi. 
Duplex  and  Goes  Flalbeds 
Rotaries — ^Tubulars 
Cylinders. 

Lyndhurst.  N.  J.  Phone  GEn^/va  8-S744 
20  minutes  from  New  York  City 
Newspaper  Press  Installations 
MOVING— REPAIRING— TRUCKDIC 
Expert  Service — World  Wide 
SKIDMORE  AND  MASON  ING 
05-59  Frankfort  Street 
New  York  38,  N.  Y. 
BArcIay  7.^775 


■WNOUNCEMENTS 
Aeicspnper  Brokers 
SALES-PITRCHASES  handled  with  dis- 


ANNOUNCEMENTS 
Publications  For  Sale 


MACHINERY  and  SUPPUES 
Complete  Plants _ 


-GOLDEN  OPPORTUNITY— 


proved  earnings  reports  by  some  eretion.  Write  Publishers  Service,  P.O.  | 

newsprint  companies  in  the  first  3182,  Greensboro,  N.  C. _  Exclusive  coi^ty  seat  weekly  in  moun- 

*IICOMPETENT  appraisals  and  con-  ‘“'n  Tops  in  equipment,  only 

half  of  the  yeai,  the  publication  „ultations;  confidential  brokerage:  30  newspaper  in  prosperous  county  pjid 
said  that  the  improvement  “is  years  of  honest  dealing.  A.  W.  Styiies  “  high  net  operation.  Owner  moving 
1  1  >i  1.  -i  &  Co..  625  Market  St..  San  Fran-  “P  larger  paper.  Lots  of  potential 

no  less  welcome”  even  though  it  5;  Califo”ia  and  a  real  buy  I  W3.000  with  $15,000 

generally  trails  the  recovery  be-  j  several  choice  Southern  new8i>a-  d°wn.  Box  3930,  Editor  A  Publisher. 


Complete  Commercial 
Black  and  White 
PHOTO-ENGRAVING 
Plant  For  Sale 


down.  Box  3930,  Editor  &  Publisher. 


Equipment  in  excellent  condition! 
Ready  to  operate  at  once.  We 


ing  made  by  most  other  indus-  available  now.  Full  details  to  qual-  NFWSPAPFR  .nd  ioh  room  for  exiwnsion  of  newsimper.  WiU 

„  ified  buyers.  Newspaper  Service  Co..  NEWSPAPER  and  lob  reasonable  offer, 

tlies.  601  Ga.  Savings  Bank  Bldg..  Atlanta,  printing.  Chart  Are.a  3.  Good  potential  entertain  reaso 


The  gains  reflect,  in  part,  the  _  tar  $9,000.  Over  2.000  sub^nbers.  Op-  .j  interested. 

revenue  e-ains  of  America’s  I  "^Y  BROTHERS,  Binghamton,  N.  Y.  ^  ' 

retenue  gains  Ot  Am®*  ®  ;  Established  1914.  Newspapers  bought  *^“01  Tw 

newspapers,  it  was  said,  since  1 _ and  sold  without  publicity  1  3944  ^^itoi  ST'puwfs^  interests.  Box 


icvciiuc  Kaijid  ui  rviiitriiuad  •  ui*  u  j  -  ^  ill 

^  ...  I  E«tabli9h«d  1914.  Newspapers  bougrht 

newspapers,  it  was  said,  since  i _ and  sold  without  publicity 


THE  TIMES  HERALD 

increased  advertising  and  cir-  rrs  NOT  the  down  payment  that  Norristown,  Pennsylvania 

culation  “have  brought  a  re-  "Sy'^tae  i  Arizona  chain,  two  weeklies,  - ^ ^ - - - 

sumption  of  the  noimal  growth  is  why  we  insist  on  personal  contact  !  I*®  complete  planU  and  two  buildings.  _ Lomposmg  Room _ 

of  newsprint  demand”  after  a  ““‘"Aen  feighner  agency  '  ^To^looo'.^  29“"‘*dowm'™^'20  yiT™ *biU-  THE  nation  s  newspap™  toRMS 
setback  in  1957-58.  ;  Box  192 _ Mt.  Pleasant,  Mich.  !  f’ya"  Sellers.  Arizona  Newspaper  o"  fnh'^lidB^ 


The  editorial  added  that  the  ;  WE  handle  only  proven  properties 
V,  „  1  j  «  1  nourishing  mid-west.  Herman  Koch, 

improvement  holds  special  |  2923  Vinrinia  St.,  Sioux  City,  Iowa. 

significance”  for  three  groups:  j  confidential  INFORMATION 
“Among  shareholders  and  the  _  New^per  l^pertiea 

,  .,  ,  ,  !  w.  H.  Glover  Co.,  Ventura,  Calif 


Properties.  625  e'.  Main.  Mesa.  An-  Turtles— $84.50  to  $97.50,  fob  Bki^ 


zona.  With  Cummins  Trust. 


X  City,  Iowa.  :  CALIFORNIA  DAILY 

ORMATION  i  We  are  authorized  to  offer  a  California 

“AmoTio'  cVinvpholHofs  onH  tViP  !  I>aily  Newspaper  Properties  daily  for  $265,000  cash  a  price  justi-  lietcsprint 

mong  snaienoiaeis  ana  me  ,  ^  ^  ^  Ventura,  Calif  '’‘■d.by  profits,  p  ant  and  potential,  to  - xrv...roT,oTv,m - All  Qi,- 

investment  community  at  large,  '  - wFqrrRM  vu»wr<n>apw^ -  publishers  financially  qualified.  „  NEWSPRINT  —  Ail 

the  prospect  for  greater  sta-  '.Joseph  A.  Snyder.  2234  East  Romneys  ^^****AS^riAT^^^  70  E.  45  St  ^N^Y^Tn.  Y.— MU  niw 

bility  of  retui-n  generates  con-  «  Nit*.  sTos-B^Srion*^ venue  - - 

tinu^  interest  in  further  in-  —  -  S^ial  a4nCY -  - Riverside.  California _  _ Press  Room 

vestment  for  growth  as  it  is  re-  N®-i,Ne^p«r  Broker*;  ;  s^at  ^ek-  i 


Write  for  literature.  L.  &  B.  Sri* 
Company,  113  W'est  Market  Stiwt 
Elkin.  North  Carolina. 


Netcsprint 


NEWSPRINT  —  All  Sizes 
BEHRENS  PULP  A  PAPER  00. 
70  E.  45  St.,  N.  Y.,  N.  Y.— MU  »-*«» 


Press  Room 


quired. 

“The  managements  of  the 
companies  can  take  encourage¬ 
ment  from  this  tangible  evi¬ 
dence  of  some  success  to  date  in 
the  continuing  battle  to  hold 
the  line  against  soaring  costs. 


I  16  Waverly.  Drtroit,  Mich.  TO.  6-6864  competition,  has  grossed  Pl^  wlta  ^ 

I  ;  $.35,000  now  oiilv  $30,000  with  $10,000  rollers.  20  chsses.  Excellent  con<^ 

Newspaper  Appraisers  i  down.  Bailey-Krehbiel.  Box  88,  Norton,  Can  remove  “d  taansroJ^u 

- ■ _  I  Kansas.  one  plec*  or  disassembled.  ConverriM 


Blvd.,  Los  Angeles  28,  California. 

the  line  against  soaring  costs.  |  mitted.  Qualified  court  witness.  _ Puhlications  Wanted _ 

“AnH  for  niihligbPt-g  imnmvpd  on.  BpiTHUYSEN  SMALL  WEEKLY  NEWSPAPER. 

And  101  puDilsneiS,  improved  |  321  ruth  Avenue  New  Rochelle.  N.  Y.  preferably  Northern  New  England. 

earnings  in  their  supplier  indus-  l - „  - r - 5-; -  I  Complete  details  first  letter.  No 

try  provide  cause  for  equal  ' _ Publications  tor  Sale  brokers.  Box  3836,  Editor  A  Publisher. 

cntisfnetioTi  Thpv  can  fppl  that  '  TWO  PROFTTABLE  WEEKLIES  and  , 

satisiaction.  iney  can  leei  mar  ^  interest  in  Radio  station  '  MAN  AND  WIFE,  experienced  in  both 

at  least  in  this  measure  their  |  representing  Monopoly  Market  aitua-  editorial  and  business  sides,  will  buy 
siinnliAra  arc  o-ainin<r  in  thp  i  tion  in  Soutiiesat.  Price,  $150,000  with  daily  newspaper  of  three  to  6,000  cir- 
suppiiers  ai  e  gaming  in  me  ,  ^  payment.  Paul  H.  Chap-  culation.  Or.  will  buy  interest  In  and 

stability  and  strength  necessary  man  Co.,  Inc.,  1182  West  Peachtree,  manage  same  airo  newspaper  with  o*^ 
tft  Rvjnor  tncr<»tVi^i'  tlip  vnat  nntii—  Atlanta,  Georgia.  tion  to  buy  outright.  TVrite  Box  8919, 


Advertising  Rates 

CLASSIFIED 


to  bring  together  the  vast  natu-  Atlanta,  Georgia. _  ®®*** 

ra1  rpgonrreg  canital  eouinment  WEEKLY  NEWSPAPER  In  Central  1  Editor  ft  Publisher, _ 

ral  lesources,  capital  equipment  Succeasful  for  over  80  year*  Rusiness  Onwmrtunitie*  WanteA 

and  research  required  to  get  and  plenty  of  commercial  printing.  PP**  . 


tRpm  tViP  rmnpr  thpv  nppd  whpn  '  Must  roll  at  once.  Reasonable  down  EXPERIENCED  newspaperman  seeks 
mem  me  paper  mey  need  wnen  p^^nt.  Can  finance  balance  if  nec-  ;  $100,000  capital  to  start  small  daily. 

they  need  it.  ’  '  *Afis.rv.  Wp{f«  R/-vt  A^AI.  a  *  nrzw  JI, 


i  essary.  Write  Box  3701,  Editor  A  Box  4008,  Editor  A  Publisher. 

Publisher.  I  .  xrc  ;  - xr....rr.r»  .  .  xt 


_ _ _ ......  KANSAS  NEWSPAPERMAN,  experi- 

8,000  P ATO  ClkCULATTON  Weekly  in  I  enced  all  phases,  seeks  opportunity  of 


Award  Winners 


Soutaem  C^ifornia  rapid  growth  area,  j  leasing  weekly  or  small  daily  with 
Profitable.  $125,0^  down,  Vernon  V.  [  option  to  buy.  Advertising  and  Busi- 


Paine,  with  L.  H.  Paine.  Box  265,  1  ness  Manager  since  1950.  30  years  old. 


Dallas,  Tex. 


Upland.  Calif. 


family.  Larry  Ricketts,  Columbus, 


$169,600  DAn.Y  IN  CHART  AREA  Kansas.  Daily  Advocate. 


Five  newspaper  w*orkers  tvon  tO:  *9%  down  in  caah.  balance  sat- 
flrst-pkce  awards  of  $50  m  the  ass’s. 


awards  contest  sponsored  by  the  Kansas. 


NEWSPAPER  SERVICES 
Features  Wanted 


DISPLAY  RATES 


Press  Club  of  Dallas  Founda-  CHART  AREA  6 — Did  ino.ooo  in 
_ 1956  and  $164,000  In  1958  “recession”. 


a  •  fill.  ^  i9«>o  ana  «ia4,uuii  'n  1700  Fece^aion 

tion.  Three  winners  were  from  county-seat  newspaper  and  job  plant 
the  Dallas  News:  Bill  Rives,  in  lOth  fastest  growing  county  In  the 


WRITERS  wanted  tar 

tints 

Tim, 

Tlmti 

Timtt 

Tlmw 

news,  fenlures,  interviews 

564 

$510 

$430 

$405 

$570 

Box  4003.  Editor  A  Publisher 

282 

290 

240 

228 

210 

12% 

Syndicates-Features 

70 

105 

95 

84 

72 

sports  editor;  Mrs.  Ann  Draper,  huUd to w. i  Srndicates.Features  , 

beauty  editor,  and  Bill  Winfrey,  making  $1«,000  plus  dividends.  Priced  I  COLUMNIST— A  great  anti-Commu- 
photosrapher.  Winnara  from  the  rSl.r,?  I 


^  rr  BOX  3936.  fcditor  A  Fublisher. _  nW>N  CURTAIN”  based  on  true  refu- 

Lf  alias  I  lines  Herala  were  re-  Connecticut  weekly  gross  over  gee  experience  and  underground  con- 


Thorter  Paul  Rosenfield  and  t>o-  $60,000.  Clean  modem  shop,  building  tacts.  Samples:  Mathilde  Ernestine, 

,  ..  Tj  u  u  If  ^  included.  $82,000  cash.  Write  Box  S943,  7727  S.  Shore  Drive,  Chicago  49, 

htical  writer  Bob  Hollingsworth.  ;  Editor  A  Publisher.  Illinois. 


^ESS\ 


_ 'appraisers _  |  dUaaii,ibled.  ConvertiM 

MORE  THAN  200  VALUATIONS  TTTTI - TT: - ; — TTr -  1  to  rotary.  Available  now  as  it. 

of  newspapers,  subsidiaries,  televis-  Western  w^khes  and  dailies  e^n;-  ;  is.  $8600  caah.  The  Herald-News.  Fob- 

ion,  radio  and  syndicates  to  date  'JSSIsS*  tana,  California. 

for  tax  and  other  purposes.  By  mail  1  Hollywood  ~ 

if  desired  upon  receipt  or  required  Blvd,,  Los  Angeles  28,  California.  .  _  ,  ,  w>  , 

data.  Comprehensive  reports  sub-  ■  j^ftVertlSing  IxOteS 


Uss  RotM  EACH  CONSECUTIVI 
iBserties 

SITUATIONS  WANTED  (RayiHt  *» 
w6tr)  4  tiMts  •  55c  Mr  Hm 
bntrtias;  3  tlaci  •  70c;  2  •  Sk: 
1  •  95c.  A66  2Sc  fM  Box  SwvicL 
JOB  APPLICANTS  May  hart  a  wwlT 
St  arintti  cmaloymtnt  aoplication  fam 
ly  (tnjini  $(lf-addrctied  8c  ibsiw 
cnvtleac  to  ESP  Classiled  Dept. 

ALL  OTHER  CLASSIPICATIOM: 
4  tiMts  •  $1.00  par  lint  Mch 
3  tlMtt  •  $1.15;  2  tlMCi  •  $L»;  1 
tlMt  •  $L^  par  lint.  3  lint  nianao. 
Add  25c  far  Bex  Strvica. 

*1.00  SERVICE  CHARGE  FOR  AIRMAIl 

DEADLINE  FOE  CLASSIFIED  AO- 
VERTISING.  WedRetday,  4 

Count  30  units  per  lint,  no  abbrenatw 
ladd  1  lint  for  box  inforMation.)  I* 
hsMert'  identities  held  in  strict  tea 
Idence.  Replies  mailed  daily.  Editar  I 
Publifher  rtttivts  tha  right  ta  edit  1* 
copy. 


Editor  &  Publisher 

1700  Times  Tower  N.  T.  36,  N.  T. 
PhM*  BRy«M  9-30S2 


EDITOR  ac  PUBLISHER  for  September  26,  19W 
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MACHINERY  and  SUPPLIES 

Press  Room _ 

COLOR ! ! ! 

3  UNIT  HOE 

with  1  color  cylinder  and  3  Pan- 
coast  Color  Couples — Double  Folder 
—  22^4'  —  on  Substructure  with 
Reel!  and  Pasters — AC  Drive — 
Available  immediately. 

LIQUIDATION! 

Gompists  lleefaanical  Plant 
equipment  of  ths 

CHARLOTTE  NEWS 

T  LINOTYPES— 8-14-18-36 
LUDLOW  Mata 

HAMMOND  Glider  Saw.  —  Ad 
Makeup  Cabinets — Remelt  Pot  with 
Molds  —  Turtles  —  Chases  —  Flat 
Stereo. 

t  Unit  Duplex  Metropolitan  Press, 
22*K*  cutoff  —  all  AC  equipped 
Double  Folder  —  CH  Conveyor 
Portable  color  fountain. 


DUPLEX  PRESSES 

21  Metropolitan  N  Type  Units 
6  Units  with  color  humps 
6  Folders  with  balloon  formers 
21  Kohler  8  Arm  reels  with  mn- 
nins  belt  tensions 
Will  sell  any  part  of  ths  above. 
Out  of  St.  Louis  Globe-Democrat. 


MACHINERY  and  SUPPUES 
Press  Hoorn 

HOE  5  UNIT  PRESS 
ROP  COLOR 

6 — 16  Pase  Units 
Roller  Bearings 
Steel  Cylinders 

1— IKMd>le  Folder  22%'  cutoff 
Balloon  Former 
1— Ikouble  Color  Hump 
Substructure  &  Rtels 
126  HP  AC  Motors 


M.4CH1NERY  and  SUPPLIES 
Press  Rtwm 


HELP  WANTED 

Administrative 


HOB  QUARTER  PAGE  folder  heavy  ;  GENERAL  MANAGER  for  weekly 
duty  rotary  intmud  gear  driven  blade,  i  newspaper  capable  of  earning  flO.OuO. 
Now  avadlabla  George  C.  Oxford,  Boot  i  Contact  H.  Borwick.  Evening  News. 
903,  Boise,  Idaho.  !  Monticello.  New  York. _ 


ff’anted  to  Buy 


Monticello,  New  York. 

Circulation 


i  EXPERIENCED  DISTRICT  MANAG- 
NEWSPAPER  PRESSES  gU  with  thorough  knowledge  oi  car- 

COMPLETE  PLANTS  I  rier  boy  operations  Good  salary,  car 

MAT  ROLLERS  j  allowance,  excellent  insurance  plan, 

STEREO  EQUIPBIENT  ;  hospitalization  etc.  Contact  Walter 

'  McCoy,  Circulation  Director,  Elizabeth 
BEN  SHULMAN  ASSOCIATES  I  Daily  Journal,  Elizabeth.  New  Jersey. 
60  E.  42  St.  New  York  17  OXford  7-4590  i  Display  Advertising 

WAN^TED!  g-oairs  Dunlex  or  Goes  flat  ,  ADVERTISING  EXECUTIVE 


xxx^  xxvx  -xvxxxx..  |  .  8.page  Duplex  or  Goss  flat  ,  ADVlfiKTlSiiNU  tiacAxU live 

JOHN  GRIFFITHS  CO.  'NC.  | 


416  Lexington  Ave.  New  York  17,  N.T. 


Linotypes — Intertypes — Ludlows 


lUU.OOO  seeks  man  for  position  of  as¬ 
sistant  retail  advertising  manager. 
Preter  man  in  early  thirties  with  suc- 


PRINTCRAFT  REPRESENTATIVES  cessful  newspaper  sales  record,  in- 
277  Brosidway _ New  York  7,  N.  Y.  I  eluding  several  years  as  advertising 


GOSS  3-units,  arch  type,  doable  | 
folder.  22%'  cut-off.  Color  Hump,  two  , 
CAPCO  emor  fount^ns.  End  Feed,  76  ; 
H.P.  AC,  C-W  drive.  Available  Feb-  ' 
ruary  1960. 

DUPLEIX  tubular,  24-pages,  2  to  1  I 
model,  60  H.P.  AC,  C-B  drive,  color 
fountain,  complete  stereotype.  Avail-  : 
able  December  1969.  | 

GOSS  4-iinita,  arch  type,  double  folder,  { 


NEWSPAPER  EQUIPMENT 

NEWSPAPER  PRESSES 
TYPESUmNO  MACHINES 
TELETYPESHITER  EQUIPMENT 
Ludlows — Elrods — Mat  Rollers 

COMPLETE  PLANTS 

INLAND  NEWSPAPER 
SUPPLY  COMPANY 


{  manager  of  smaller  dxuly.  Must  have 
i  demonstrated  ability  to  supervise  ac- 
I  tivities  of  staff  and  to  originate  and 
I  carry  through  sales  programs.  Write 

I  Box  3801,  Editor  A  Publisher.  _ 

I  EXPERIENCED  SALESMAN  tor  fast 
I  growing  7,000  circulation  daily.  Good 
I  s^ary  plus  attractive  bonus  arrange- 
I  ment.  Phone  or  write  McKay.  Han¬ 
ford,  (CaHfornia)_SeritineL _ _ 

FAST  MOVING  ad  department  has 
:  opening  for  a  self-starter.  Guild  shop. 


SCOTT  PRESSES  i 

6  Identical  Octuple  Presses 

Each  Frees  consists  of  4  Steal  I 
Cylinder,  Roller  Bearing  Units 
with  1  Unit  Reversible  and  I  Color 
Cylinder.  Heavy  Duty  S  to  2  Don- 
bU  Folders  with  CVH  Conveyors, 

I  Arm  Reels  and  Automatic  Ten- 
siens. 

Tiackage  and  Turntable.  Steel 
Floor  Decking.  Color  Fountains. 

lomted:  BOSTON  HERALD- 
TRAVELER. 

Availsbie :  Immediately 


HELP  WANTED 

Administrative 


growing  daily  of  12,000  circulation, 
(Chart  Area  6)  in  wonderful  com¬ 
munity.  Good  starting  salary  plus  car 
expenses.  Please  write  Box  39Uo,  Edi- 

tor  &  Publisher. _ 

PERMANENT  POSITION  open  for 


hoe  press.  23  9/16"  Jersey.  Kl,  6-4000 


6  Units — Double  Folder — C-H  Con- 
jvors— AC  Motors— Portable  Color 
reuntaina — Reels.  Oorapleto  Stereo. 

Located:  TRENTON  TIMES 
Available;  Immediately 

DUPLEX  TUBULAR 

presses 

Delivered  new  1948-1953 
—Full  Color  Flexibility — Complete 
— AC  Solonoid  Drive— Avail¬ 
able  Now 

**.S^*~*  to  1— Quarter  Folder 
Aw  Drive  —  Stereo  —  Available 
Now 

16  Page— 2  to  1— Located  San 
®  —  AO  Drive — Stereo — Avail¬ 

able  January  1.  I960 


8  PAGE  FLATBEDS 

Duplex  a — Missouri 
DUPI.EX  AB— N.  Carolina— Utah 
duplex  B — S.  Carolina 


BEN  SHULMAN 
ASSOCIATES 

60  EAST  42nd  STREET 
NEW  YORK  17.  NEW  YORK 
Oxford  7-4590 


22%'  eat-off.  Color  Hump,  4-CAPCO  422  Weet  8th  Kanaaa  City  6,  Mo.  chart  Area  1.  Box  3931,  Editor  &  Pub- 

WANTED  TO  BUY— Good  used  high  l>»her. 

Aa  O-W  drive.  Available  Man*  1960.  32  to  40  pages,  with  color  IMMEDIATE  OPENING  for  seasoned 

nTTPTarr  enknUe  ia.nairaa  *  to  1  available,  not  over  twenty-two  and  display  salesman  on  award-winning  ad 

H  P  !^or  three-quarter  inch  cut-off.  Give  com-  staff.  Must  be  strong  on  ideas,  layouts 

^nUto  stoiwrtvne  A«IU  P’^e  Information  including,  make,  and  copy.  Position  offers  experience  in 
Iwwd;  stereotype.  Avail-  number,  condition,  when  avail-  national  field  in  addition  to  local, 

aoio  jury  iseu.  Laurel  Leader-Call,  Background  must  stand  thorough  in- 

DUPLBX  flat  brf.  Model  "E"  No.  1046.  Laurel.  BBsslsaippi. -  o^i^chlighl"‘R  “dir^!  TSuiforn*!”' 

10  H.P.  AC.  G.E.  drive.  Available  now  WANTED:  Printer  need*  additional  IMMEDIATE  OPENlNd — for — 

ew  Standard  and  multiface  perforators.  QtmncF  ?n 

LOYAL  S.  DIXON  CO.  T."?  .d" 

HIM  S.UW  SI.  s».  V.ito.  CM.l.  phJ  Sf^SoJ’ 

- n„p,..n,  - BP, .....  Ediu, .  rpbii*.r. _  fs:rAis.'Lr',p"-r,d;;ru;“”,;;; 

4  Unite,  double  folder.  Only  6  year*  ..r.  n  wrAai-iwrr.  munity.  Good  starting  salary  plus  car 

of  operating  time  after  having  been  expenses.  Please  write  Box  390o,  Edi- 

compTately  reboilt  by  Scott  in  1987.  Administrative  tor  A  Publisher. _ 

32  pages  straight — 64  collect.  22%'  —  PERMANEINT  POSITION  open  for 

cut  off.  present  web  63'.  spot  color,  BUSINESS  MANAGER  —  Oimpetent  advertising  manager  with  experience, 
skip  slitters,  angle  bars,  substructure,  young  man  with  experience  for  5,000  ;  ideas,  energy  to  build  linage  on  good 
two  roil  poaitions,  electric  hoists,  220  circulation  daily  and  4-man  rommer-  semi-weekly,  with  competition,  in 
volts,  S  phase  A.C.  speed  24,000  per  cial  printing  department.  Unlimited  county  seat  town.  Chance  to  use  initia- 
hour  straight.  C-H  Conveyor,  1960  opportunity  in  a  fine  community  for  tive.  Write  or  call  experience,  refer- 
Heavy-Duty  Pony.  Available  Oct.  '69.  progressive  person.  Write  full  details  enoes  to  Mr.  Temple,  Wayne  County 
Come  see  this  **6  year  old  press”  in  of  Question  and  barkgiound.  Replies  Record,  Fairfield,  Illinois.  Alsu  need 

operation.  CaH  R.  N.  Shebla,  The  confidential.  Publisher,  The  Daily  newsman.  _  _ _ 

Home  News,  New  Brunswick.  New  Times-Call,  Longmont,  Colorado.  DUE  TO  ADVANCEMENT  of  staff 

Jersey.  Kl.  6-4000. -  >  have  opening  for  display  ad¬ 

vertising  salesman  in  six  man  depart- 
A  ^  r  IIMITQ  i  ment.  Must  be  strong  on  selling.  Good 

or  3  UIN1I3  I  salary.  Time.s  Journal,  Vineland.  New 

'  Jersey.  38  miles  from  Philadeli>hia. 

Roll  arms  on  each  end  of  press.  22%'  WANTED:  Experienced  advertising 

cut-off.  AO  drive.  Available  now.  I  man.  Must  be  able  to  turn  out  siieedily. 

f^PMpP  A|  MANA(^FR  I  attractive  lay-ouU  with  good  selling 
r'cr\Dr'C.  r'  I  '^LINI.I\/^1_  |  Merchandise  background  and 

GtUKot  U.  UXrUKU  I  f^ppppppi  OPPORTI  IMITY  i  salea  experience  helpful.  Salary  com- 

Box  908  Boise.  Idaho  iMCkiAII  riAlIV  ex^rience  aiid  ability. 

Kl  nAl  Y  Opportunity  for  advancement.  Perma- 

_ _ _ OIVI/-AL.L.  ]  nent  connection  with  larKe  firm  in 

64>PAGE  GOSS  HIGHSPEED  PRESS.  ...  *  i  piwressive,  faat-KrowinK,  southern,  in- 

23-9/16*  cut  off.  4  units,  double  folder,  Growinjf  midwwt  newspaper  of  dustrial  community.  Many  advanta^res, 

all  controls,  75  H.P.  motor  and  drive,  8,000  subscriptions  in  commu-  I  includint?  paid  vacation,  hospitallza* 

conveyor,  2>ton  pot,  pony  autoplate  nity  of  13,000.  I^tail  sales  j  ^nd  good  pension  plan.  Write, 

and  ink  tank.  Press  is  bottom  fed  over  30  million  brinRinsr  new  I  ^vin?  full  details,  in  confidence  to 


GOSS  4  or  5  UNITS  i 

Roll  arms  on  each  end  of  press.  22%  * 
cut-off.  AO  drive.  Available  now.  I 

GEORGE  C.  OXFORD  | 

Box  90S  Boise,  Idaho  > 

64-PAGB  GOSS  HIGHSPEED  PRESS. 
23-9/16'  cut  off.  4  unite,  double  folder, 
all  controls,  75  H.P.  motor  and  drive, 
conveyor,  2-ton  pot,  pony  autoplate 
and  ink  tank.  Press  is  bottom  fed 
and  operated  on  1-floor  level.  Can  be  I 
seen  in  daily  production.  Also  8-ton  | 
pot  with  extra  crucible  and  junior  i 
autoplate  and  autoshaver.  Contact 
V.  L.  Debolt  or  R.  M.  Cole,  The 
Odessa  American,  Odessa,  Texa.s.  Tele-  ' 
phone  Federal  7-4661. _ | 

NEW  COLE  i 

QUARTERFOLDER  I 

PORTABLE.  Adaptable  all  types  rotary  ! 
presses. 

Time  and  Money  saver.  < 

OKLAHOMA  CITY  I 

MACHINE  WORKS  i 

1633  West  Main,  Oklahoma  Oty,  Okla. 

_ Ce  6-8841 _ 

SCX)TT  PRESS,  24  page,  aingle  width,  i 
3  decks,  double  color  hump,  7/16  plates.  , 


IN  SMALL  DAILY 


Growing  midwest  newspaper  of 
8,000  subscriptions  in  commu¬ 
nity  of  13.000.  Retail  sales 
over  30  million  bringing  new 
and  enlarging  stores  to  in¬ 
crease  advertising.  Knowledge 
of  job  printing  helpful.  15% 
stock  ownership  available  on 
easy  terms.  Publisher  soon  to 
retire.  Write  fully  your  promo¬ 
tions,  sales,  growth  records, 
editorial  and  all  experience. 
References.  Box  3928,  Editor 
&  Publisher. 


MECHANICAL  DEPARTMENT 
INDUSTRIAL-MECHANICAL 
BaJGINEER 


Box  _392^  Editor  &  Publisher. 
WANTED  —  Experienced  advertising 
salesiTian.  (lood  salary  plus  commis¬ 
sion.  Hospitalization  and  other  bene¬ 
fits  available.  Orntact  Leo  Schumaker 
at  the  Kissimmee  Gazette.  Kissimmee, 
^orida.  Telephone  Tilden  6-2221  or 
Tilden  6-6381. 

AD  MEIN,  including  classified,  for 
daily  newspapers  in  Chart  Areas  6.  7. 
8  and  Rocky  Mountain  states.  Write 
fully.  Inland  Daily  Press  Association, 
7  ^uth  Dearborn,  Chicago,  Illinois. 

ADV ERTisrNG  ” M ANAGERS ~and 
salesmen  (display  and  classified)  needed 
on  Pennsylvania  newspapers.  Write 
PNPA,  2717  N.  Front  St.,  Harrisburg, 
Pa. 

ADVERTISING  SALESME^i  urgently 


editor  Si  PUBLISHER  for  September  26,  1959 


23-9/16  shert  cut-off»  rauippea  with  ^  large  Midwestern  Metropolitan  Daily  needed  on  N€*w  York  State  papers, 
factory  made  auarter  folder,  has  a  position  for  a  recent  B.S.I.E.  Write  NYSPA,  Journalism  Ontor, 

^  Tzmiq  f  Jrrrf^  '  B  S  **.E.  graduate.  Beginning  as-  Syracuse  University.  Syracuse  10.  N.Y. 

i¥T  east  ST.  LOUIS.  ,  signment  calls  for  analysis  of  work  - 

ILiUNOIa. _ ^ _ operations  and  development  of  stand-  i  DISPLAY  SALEISMAN  —  strong  on 

PRESS  MOTOR  DRIVES  of  25.  40,  :  ards  and  methods  of  operation.  Event-  sales,  layout  and  ideas.  Permanent. 
60,  60,  76.  100,  160  H.P.  AC.  Georg*  ual  line  supervision.  Write  Box  3922,  good  future  assured.  Open  now.  Daily 
G.  Oxford.  Box  903,  Boise,  Idaho.  Editor  and  Publisher.  Times  News,  Mt.  Pleasant.  Michigan. 


HELP  WAiSTED 


Display  Advertising 


HELP  WANTED 


Editorial 


HELP  WANTED 


Editorial 


EASTER^  NORTH  CAROLWA  city  WOMEN'S  NEWSWRITER 

has  opening  for  a  qualihed  advertising  : 


HELP  WANTED 


Editorial 


COMBINATION  EDITOR  IMMEDIATE  OPENINGS  for  expert. 

'  and  ad  man  for  up  and  coming  weekly  enced  General  Reporter,  alfo  Oopjr 
I  in  Chart  Area  2.  Opportunity  to  buy  Reader  on  college  town  attemoon 


man  or  woman  to  do  aggressive  selling  i  .  ,  1  in  Chart  Area  2.  Opportunity  to  buy  Reader  on  college  town  aitemooB 

and  copy  service.  Communicate  in  con-  '  ^oung  aggressive  recent  Jimtmalism  ,  p^rt  or  all.  Chidlenge  for  the  right  daily.  Write:  William  J.  Waters,  The 

fidence  for  details.  Box  4006.  Editor  '  school  graduate.  To  perform  duties  as  ;  Box  4024,  Editor  &  Publisher.  Ithaca  Journal,  Ithaca,  New  York. 

.  ir"outsmS‘  Souther^  ,  DESKMAN,  piefer  27  t^  35.  with  al  .and  WOMEN  for  »!*  <!<;. 

EXCITING  SALES  JOB.  growing  ,  j^By  Call  or  write,  W.  N.  Patterson,  i  least  two  years  copy  desk  exiierience  daily  new iqiapers  in  Chart  .Yrw  4, 
midwest  suburban  daily.  Good  starting  |  Riverside  Pr^  Enterprise  Co..  River-  !  on  Midwest  daily,  *132  for  five-day  3’.?  and  Rocky  Mountoin  states.  Wnte 

salary,  bonus.  Employee  benefits.  Ad-  i  OVerland  4-1200.  i  week.  Write  the  Personnel  Department, 

vancement  opiiortunity.  Re>sidential  - : - an  opfNINT -  .Morning  Star,  in  Rockford.  Illinois.  7  South  Dearborn.  Chicago.  Illinois. 

college  town.  Box  4026,  Editor  &  Pub-  AN  UPENiNG  -  NEWSPAPERWOMAN 

Usher.  '  Fhere  is  an  opening  for  an  alert,  ag-  |  DEiSKMAN  wanted  by  medium  sized 


In  outsrndl^^  Southern"  cSVfomU  ,  DESKMAN.  piefer  27  to  35.  with  at  .and  WOMEN  for  all  departj^nu 

daily.  Call  or  write,  W.  N.  Patterson,  !  least  two  years  copy  desk  exiierience  “f  daily 

Riverside  Press  Enterprise  Co..  River-  |  on_  Midw^t  ^ daily, _  *p2_  for  _fiv^ay  k,?  P^Z^Asroiiia^^ 


AN  OPENING 


NEWSPAPERWOMAN 


li^er.  '  ‘  There  is  an  opening  for  an  alert,  ag-  |  DESKMAN  wanted  by  medium  sized 

TV  pg1>IPv*<vt.|. — g  A1  1,-gM  a~Vt  A  >!.;ig’i-  I  gressive,  experienced  newspaper  re-  daily  in  mid-western  city.  Must  be  rr.  ,|„a  ..ircnlstioii  morning  tuw.nanM 
^T'^s^kll^soUd‘^m1,”^t•^mlte^  i  S  -apable  of  pioducing  fast  clean  copy  ^ -‘^c^^aiit'X'criJ^rrat:; 

good  on  copy  layout  ser^ce  ideas  Virgin  Is  ands.  G<^  and  not  be  above  handling  minor  develop  bright,  interesting  womea'i 

Itimotion.  Tekm  worker.  7.000  ^ari  !  ^inlctutiln  “  rt^'i  ^ f  ‘T'  news  pages.  Must  be  exiairiemed,  able 


Area  •’  leading"  darty  *^ln  outstand^g  grow  with  a  growing  institution,  jiortance.  Good  salary,  pleasant  work-  charge.  Work  would  include 

market-.  Depl?^"men?  and  proficISarinl  '""I''  reterences  must  i„g  conditions  for  man  intent  .  upor,  *"  ^rgementl. ‘^Icxl^l^  and  club  nZ 

bonuses,  life  insurance,  eUi.  Full  rec^  accompany  application. - ^ ^  connwtion.  PImsc-  ainmail  ^ut  would  put  new  emphasis  on  gen- 


ord.  present  income,  confidentially  to  EDITOR  mid-Missouri  daily-weekly,  full  backf^ound  information  together  eral-interest  womens  features.  Crow- 
Box  401S.  Editor  &  Publisher.  Full  charge  news  depaitment.  Perma-  with  details  on  availability  and  ex-  paiier  in  glowing  area.  Full  bene- 

- tirt  p  lA'ANmc-i.  g  A I  g-gici  C  X' -  oeuf  position  for  community-minded  peeled  remuneration.  Box  4001,  islitor  Apply  Box  4li20.  Elitor  &  Pub- 

HELP  WANTEI-  rtALEbMAN  newsman  Write  or  call  Oliver  T.  &  Publisher. 


Experienced  retail  advertising  sales- 


newsman.  Write  or  call  Oliver  T. 
Maxwell,  Daily  News,  Boonville,  Mo. 


man.  Salary.  Plus  Bonus.  Paid  Vaca-  IMMEDIATE  OPENING  for  aggres- 
tions.  Major  Medical  Coverage.  Life  sive  and  ambitious  general  reporter  on 


Retail  Advertising  Manager 


THE  LEDGER-ENQUIRER 
COMPANY 


I  afternoon  daily  in  Vermont  resort  city.  | 
I  Car  necessary.  State  experience,  refer-  | 
I  ences  and  salary  desired  in  first  letter,  j 

Box  3914,  Editor  &  Publisher. _ 

NEWS  EDITOR  for  Madera,  California 
Daily  News-Tribune.  Wire,  local  copy 


EDITORIAL 
COPYREADERS 
SPORTS  REPORTER 
AND 

COPYREADERS 


Columbus,  Georgia _ Fairfax  2-8831  editing.  Write  Harry  Nordwick,  Elditor.  uirpnRTFRv;  KHitors  and  Photons. 

^?FR^ENTATI\^  sports  REPORTER  —  Metropolitan  1  of  country's  leading  metro-  phers  lexiierienced  and  inexiwricncsd) 

M  ^  i‘^  morning  newspaper.  Chart  Area  10.  ,«,iitan  dailies  (Chart  Area  2»  is  mak-  -lought  by  New  York  State  Publisher!, 

o^.  Daily  newspaper  e.xperi^ce  plus  seeks  young  aggressive  sports  reporter  ;ng  an  addition  to  its  editorial  staff.  Write  NYSPA,  Journalism  Center, 

agency  contact  desired.  Serid  to  work  with  six  man  staff.  Give  full  1  ft  wants  and  needs  only  top-talent  Syracuse  University,  Syracuse  10,  N.Y. 

r^me  and  salary  resjuirements  to  details  of  experience,  education,  in  I  oimortunitv  for  col-  - - 

gox  4027,  Editor  &  Publisher.  fir^  letter  to  Box  3934,  Editor  &  Pub-  ]  gradul^  wnTI'^mllimum  of  RETIRED  OR  RCTIRING  ivam. 

SALEISMAN,  good  layout,  copy,  com-  lisher. _  i  years  of  sound  and  solid  newspaiier  keep  busy  .  "nof  L  *^0—111. 


Usher. _ _ _ 

REPORTER  FOR  WOMEN  S  PAGE 
Send  lesume.  reterences,  to  Dave  Mc¬ 
Donald,  Daily  Journal  Gazette,  M»t- 

toon,  Illinois. _ 

REPORTER-PHOTOGRAPHER:  j.OdO 
Michigan  daily  wants  capable,  youn, 
man  who  writes  well,  knows  his  cam¬ 
eras  and  darkixiom.  Ol>en  now.  Daily 
Times  News,  Mt.  Pleasant.  Michigan. 


SALEISMAN,  good  layout,  copy,  com- 


_ SIX  years  01  suunci  aiio  soiiu  newspaper  —  .  o.-ia, 

petitive  field.  95  year  old  daily  in  1  STATE  EDITOR  for  30,000  circulation  i  experience.  I  7„....mTi 

home  of  Miss  America.  Write  Business  afternoon  daily.  Chart  Area  6.  Would  I  I  u  Tlf-l  Wh'L  « 

Manager,  Natches  Democrat,  Natches,  ,  supervise  organization  of  rural  corre-  1  For  those  who  qualify,  the  newspaiier  mately  .1..1  u  i>oi  u  at  ’  ■  , 
Mississippi.  I  spondents  and  staff  aisistants,  handle  offers  growth,  modern  benefits  and  ex-  I  ''.“y-  Plus  hocml  Security  ami  your 

- jTT. - -  rt^y  and  do  some  desk  work.  Write  cellent  salaries  I  i'"-T‘“’ w  h  he  ^ 

Editorial  I  Box  3935,  Editor  &  Publisher.  '  I  fortable  living.  Work  with  the^^ 

DESKMAN  -TWO  .  JOK.  Beginning  copyreader.  J:®'-„r"(ro‘‘lL"herd  ir^"nMe"ncTLamt  1  bik-  o7  garden  in  ycu| 

Experienced  reporter  -  photographer.  „i  “  work  ’  spare  time.  Job  takes  almut  ‘s  of 


Under  35,  should  have  the  ambition  1  Northern  California  suburban  25,000  1  I  '  ^  **  '  [  good  reixirG 

and  capadty  to  assume  poeiUon  of  i  Those  who  qualify  will  be  invited  for  I  &  Publisher 

responsibility  on  aggressive,  develop-  tions  to  Box  3938,  iMitor  &  Publisher.  interview  and  try-out  at  the  news-  sports  K 

ing  Southern  daily  (morning).  Appli-  |  WANTED— Aggressive  man  reporter  |  paper's  exiiense.  rfportfr 

cant  ideally  should  have  six  to  ten  [  for  general  assignment  on  23,600  cir-  j 


an  interview  and  try-out  at  the  news-  SPORTS  EDITOR  AND  GENEKAL 
paper's  exiiense.  |  REPORTER  for  Toms  River.  Nc* 


lueaiiy  snouia  nave  SIX  to  ten  [  tor  general  assignment  on  23.500  cir-  j  y-;---  'k,  Wants  biginner  with 

years  experience,  be  well-grounded  in  ;  culation  daily.  Must  have  minimum  of  i  Our  staff  is  aware  of  these  o|K-nings.  ambition  *60  to  start  advance  (or 

reining,  have  several  years  on  rim/  1  five  years  solid  experience.  Above  aver-  .  „.„rker  Call  Dan  Clay  Diamond 

**?i'  Applicant  may  be  man  who  is  age  salary,  many  benefits.  Write  per-  ,  Please  write  today.  Box  4013,  Editor  q.-iiioo 

(tified  on  metropolitan  daily,  feels  he  \  tinent  facts  to  Managing  Elditor,  Keno-  i  &  Publisher.  — - - - 

can  contribute  energy  and  imagina-  j  sha  Evening  News,  Kenosha,  Wise.  j  Siiorts-General  assignment  reiiorter 

I  I!!id'^e,^ow^^™with“smfll'“to^  I  Worta'n^d^  Wyom'ing  _ _ 


lenges.  Box  3716,  Editor  &  Publisher.  ;rewsp1:;;er™  ex^/^n 
REPORTER  j  company  publicaticm 

I  Send  all  in  first  le' 
For  aggressive  Southern  daily  in  area  |  Editor  &  Publisher, 
growing  rapidly  in  iwpulation  and  in-  |  vt  ^ - 1 


ana  camera  anowirow,  wiin  small  lo^  |  prize  winning  p.m.  Lincoln  Journal, - _ 

newspaper  experience,  for  monthly  1  Nebraska,  capital  city,  university  town.  TWO  EXPERIENCED  COPYREAD- 
oompany  pubhcatiim.  Chart  Area  6.  1  if  claasify  yourself  in  top  25  ERS  who  feel  they  are  ready  to  move 

Send  all  in  nret  letter  to  Box  3939*  |>ercent.  ability  wise,  like  middlewest.  from  jonaller  paiier  to  New  Enjri^nd 

Editor  &  Publisher. _ 1  have  2-3  years  daily  experience,  want  metroi>olitan  daily.  0|>eninir8  are 

YOUNG  MAN  to  handle  wire  news  i  ^  5  years,  please  apply.  Hub  news  copydesk  and  night  ^  siiorts  desk. 


dustrial  imMrtance  Demanda  high  In-  YOUNG  MAN  to  handle  wire  news  I  “  ,»t«y  ^  y^r®'  ®PP'>'  ““P  '  news  copyaesK  ana  nigni  sihito  uc..- 

S^^ci^^nd  im'a^Mttan  primart  desk.  Good  opportunity  for  qualified  I  Ogden,  City  Editor.  _ _  I  List  your  qualifications  including  cx- 

Personal  interview  necessai?.  b7x  beginner.  Write,  giving  full  details,  !  IMMEDIATE  OPENING  for  experi-  ^ou^r’sal1^'^uiVemeiIta"a“nd  refw- 
8716,  Editor  &  Publisher.  Managing  Edito.-.  Ironwood  Dailv  i _ i _ _ -jn _ _ i.i_  ii---.  1  grouna.  salary  reqmremenis  "Ji”  .‘.7" 


PKTTURE  EDITOR  3S%  hour  basic  week. 

Large  Chart_  Area  4  daily  wishes  to 

employ  a  picture  editor.  Man  with  Write  Personnel  Department 

reporting  and  photography  experience 

who  has  a  good  grasp  of  news,  pic-  Rockford  Morning  Star 

ture  composition  sense,  and  a  fine  Rockford  Register-Republic 

■feel’  for  layout.  Will  handle  all  pic  Rockford.  Illinois 

assignments,  selection,  cropping,  etc.  T; - 

Broad  employee  benefit  program,  good  YOUNG  REPORTER  with  some  expe- 
starting  salary,  periodic  increases,  rience  or  Journalism  degree  for  police. 
Write  details  to  Box  3822,  Editor  &  “'^y  S-®®®  circulation  p.m. 

Publisher.  daily  Southwestern  Michigan,  with  op- 

— - ^ - portunity  for  advancement,  ^ily  Star, 

PUBLICITY  MEN — part  time.  Local  Niles,  Michigan. 

newspaper  coverage,  ALL  Chart  Areas.  .  _ _ 

Box  3436,  Editor  &  Publisher.  ASSISTANT  WIRE  EDITOR,  exiieri- 

— — - - - enced  in  TTS  operation.  *14(1  per 

SPORTS  EDITOR,  small  city  daily,  week.  Send  resume  to  Donald  K. 


Glo”rDonw^ood!^iMnchig^"””^  i  tar^AS^nZnlsT^iJrtti^^Ind  i^’i'^g  Box  4023,  Editor  &  Publish^, 

small  after-  YOUNG  REPORTER  news.  Excellent  opportunity  for  WANTED:  Reporter  for  small  county 

noon  daily.  Chart  Ar^  2.  Permanent  YOUNG  REPORTER  aggressive,  reliable  newsman.  Per-  daily.  To  cover  courthouse.  ,K>lice  sad 

fully, Tsting^exp^erien'i^e.  M^l^y  ''Lta  Prefer  man,  college  graduate,  with  one  'f'"  benefits.  Give  city  hall.  Camera  ex^rience  and^- 

to  Box  3827  Editor  &  Publisher  ’  years  on  smaller  Midwest  daily  ®  ^  experi^ce  I  but  not  "ec  _ 

lo  DOX  00.1,  «iiw>r  fit  ruoiisner.  weeklv  Pav  well  above  average  ^rst  letter.  The  News-Messenger,  Fre-  '  Write  R.  D.  Maney,  Manager.  Tipton 

««  b^nr 'baafe  Jill  average,  Tribune,  Tipton,  Indiana. 


Daily  Tribune,  Tipton,  Indiana. 


EDITOR  AND  PUBLISHERS  CHART  AREA 


Box  3436,  Editor  &  Publisher.  ASSISTANT  WIRE  EDITOR,  exiieri- 

— — - - - enced  in  TTS  operation.  *14(1  per 

SPORTS  EDITOR,  small  city  daily,  week.  Send  resume  to  Donald  K. 
Chart  Area  2,  university  community.  Wylie,  M.anaging  Editor.  Elizabeth, 
Box  3803,  Editor  &  Publisher.  —  ’’ -  r.-.!  -  _  . 


New  Jersey,  Daily  Journal. 


WANTED:  B3CPERIENCED  SPORTS  COPYDESK  MAN  for  fast-growing. 
REPORTER.  Must  also  ^  qualified  in  high  standards  afternoon  daily  in  uni¬ 
general  assignment.  Clint  Andrews,  versity  town.  Some  experience.  Excel- 
Managing  HWitor,  Daily  News,  Box  lent  working  conditions.  Write  full  de- 


1660,  Anchorage,  Alaska. 


tails  to  Editor,  The  News,  Ann  Arbor, 
Michigan. 


WOMEN'S  EDITOR  -  I 

Chart  Area  4  metropolitan  daily  de-  '  COPY  READER — Evening  newspaper  I 
■ir^  the  services  of  a  top-notch  Worn-  ;  in  big  Chart  Area  6  city  needs  one  ! 
en’s  Elditor.  Fully  experienced,  imagi-  I  more  fully  experienced,  competent  rim 
native,  sharp  writer,  excellent  at  make-  man  for  permanent  staff.  Starting  pay  ' 
up  including  art  display,  and  knowl-  highest  in  this  vicinity,  can  quickly  go  j 
edgeable  in  the  ways  of  handling  a  higher  as  performance  merits.  Please  I 
staff.  Good  salary  for  the  right  person,  give  fullest  details  record,  references.  1 
periodic  increases,  excellent  employee  salary  requirements,  first  application  | 
benefit  program.  Reply  in  detail  to  ^x  I  if  you  want  an  interview.  Box  4011,  i 


8823,  Editor  &  Publisher. 


Editor  &  Publisher. 


Use  CHART  AREA  Number  in  Ad  Copy  for  showing  || 
LOCATION  without  IDENTinCATION  _ J 

EDITOR  ac  PUBLISHER  for  September  2^,  1959 


HELP  WANTED 

Editorial 


HELP  WANTED 

Mechanical _ 


SITUATIONS  WANTED 

Lorre»pondent» 


SITUATIONS  WANTED 

Editorial 


WANTED:  Mitor  and  makeup  man 
(or  tabloid  shopi>er  to  be  established 
300.000  distribution  for  Miami  area. 
Must  be  exiwritnced  in  tabloid  make¬ 
up.  editing,  ete.  Applicant  must  be 
^le  to  assume  resiwnsibility.  Write 
Sun  Advertisinsr  Aaency.  4201  SW  8th 
Street.  Miami.  Florida. _ 

Free  Lance 


FREE  LANCERS  I  Sell  your  photos  to 
the  huKc  house  orKun  market.  4,000 
company  mairazinee  buy.  Payment  from 
tlO  to  $100  for  single  pictures  and  cap¬ 
tions.  Free  information.  Gebbie  Press 
Pictores,  161  W.  48th,  N.Y.C. 


TRAVEL  WRITERS  WANTED.  Trav- 
^  articles  and  photos  are  being  sought 
and  tought  by  editors,  (let  all  the  val¬ 
uable  farts:  re<iuirements.  rates,  ))hoto 
needs,  sources  of  information.  Much 
more  besides.  "Travel  Wrib'r’s  Pass¬ 
port”  gives  you  all  the  information  you 
need  to  make  ,a  few  extra  dollars.  Or¬ 
der  your  copy  today  from  publisher. 
$1.00  posl|>aid.  Martin  J.  Gross.  1118 
Boynton  Avenue,  New  York  72,  N.  Y. 

Mechanical 


"TAPECO” 

TBLETYPBSETTEK  OPERATOR  i 
PLACEMENT  SERVICE  ...  NO  FEE 
Top  pay  for  qualified  operators  | 

All  areas  .  Write  folly.  ! 

P.  0.  Box  10789,  St.  Petersburg  33,  Fla.  j 


PRESS-MACHINIST 

Opening  for  all-round  experienced  man. 
Chart  Area  2.  Please  write  giving  age, 
•alary  desired  and  a  complete  resume 
of  experience.  Box  C903,  Editor  & 
Publiiher. 


AD  COMPOSITORS  and  linotype  o|>- 
erators  (ex|M-rienc»-d  an<l  inexi>erienced 
— open  and  union  sho|>s)  n»-eded  on 
Pennsylvania  newspa|)ers.  Write  PNPA, 
2717  N.  Front  St.,  Harrisburg,  Pa. 


INSTRUCTION 

Clattified  AdvertUing 


BOOST  SALES  IN  CLASSIFIED 


380  Newspapers  Have  Enrolled 
Salespeople  and  Executives 
In  Parish  Sales-Training 
Course  in  Classified  Advertising 

Sales  training  provided  by  the  How¬ 
ard  Parish  Course  in  Classified  Adver¬ 
tising  shows  Classified  personnel  how 
to  square  right  up  to.  analyze  and 
solve  sales  problems  they  daily  en¬ 
counter.  Clas.sified  salespeople  are  ex¬ 
pertly  trained  (at  home— on  THEIR 
osm  TIME),  developed  to  Increase  their 
individual  sales  production  and  copy 
writing  skill  to  get  and  keep  more 
DosineM. 


.  The  famed  Parish  Course  (only  one 
in  existence)  has  proved  since  1954 
that  it  quickly,  thoroughly,  and  suc¬ 
cessfully  trains  beginners — broadens 
and  refreshes  experienced  personnel. 


Put  the  Parish  Course  to  work  fo 
yw  now  to  slash  turnover,  heightei 
30b  interest  and  satisfaction  and  de 
velop  professional  pride— all  while  1 
helps  you  develop  more  Classifie 
faster. 


Enroll  as  many  of  your  staff  as  you 
^ant  to  have  these  benefits  NOW. 
lour  only  investment  in  this  2n-Ie8son 
sales-boo-ting  Course  is  $66  each.  Send 
name«  now  or  write  for  de- 
•cnptive  brochure. 

SCHOOL  DIVISION  OF 

HOWARD  PARISH 

ASSfiOIATES,  INCORPORATED 

Qapsified  Advertising  Development 
services  for  Newspapers  Since  1938 

*900  N.W.  79th  St.,  Miami  47,  Florida 
Oxford  1-8331 


Linotype  School 

OHIO  LINOTYPE  S(3HOOL 
LOGAN,  OHIO 

Lii.otyjw,  kitertype  Instruction 
Free  Information 


EXPERIENCED  MEN  for  all  depart¬ 
ments,  small  dailies,  Chart  Areas  6,  7, 
8  and  Rocky  Mountain  states.  Write 
fully.  Inland  Daily  Press  Association, 
7  South  Dearborn.  Chicago,  Illinois. 

PRESSROOM  SUPERINTENDENT: 
Exxierienctxi.  40  or  under,  with  talent 
for  sujiervision.  Must  be  alert,  willing 
to  learn  and  grow  with  the  job  and 
organization.  Southern  daily,  a.m.  and 
p.m.,  combined  Sunday.  Write,  giving 
Iiertinent  information,  age,  ex|>erience, 
past  employers,  salary  re<iuired,  etc., 
to;  Box  4009,  Editor  &  Publisher. 

Syndicate  Salesmen 

TOP  NEWSPAPER  SYNDICATE  is 
looking  for  a  top  .salesman.  If  you  are 
a  go-getter,  with  a  prove<l  record  of 
success  in  selling,  preferably  in  the 
newspa|)er  business  or  its  allied  fields, 
this  may  be  your  opimrtunity  to  move 
ahead.  Send  resume  to  Box  4000,  Editor 
&  Publisher. 


SITUATIONS  W.4NTED 

Administrative  _ 


BUSINESS  MANAGER 
Capable.  Trustworthy.  Ex¬ 
cellent  experience,  educa¬ 
tional  background.  Well 
versed  labor,  mechanical. 
Aggressive  —  moderate. 

South.  Confidential.  Box 
3902.  Editor  &  Publisher. _ 

SCOTS  PRODUCTION  AND 
MECTIANICAL  EXECUTIVE 
Experience  all  press  departments.  Au¬ 
thority  graphic  electronic  and  TTS 
systems.  Familiar  new  processes;  pre¬ 
printed  reels,  photo-setting,  fast  etch¬ 
ing,  color,  automation,  T.V.  and  radio. 
Versatile,  interested  any  proposition. 
Available  October.  Box  3904,  ^itor  & 
Publisher.  _ 


GENERAL  MANAGER  -|-  circulation 
director  -|-  display  advertising  =  13 
years  experience  with  same  company. 
College  graduate.  37.  free  to  relocate, 
available  at  once.  Stand  rigid  investi¬ 
gation.  Frank  R.  McKain,  41  Columbia 
Avenue.  Vineland.  New  Jersey. 

Circulation 


\  CIRCULATION 
MANAGER 

EXCELLENT  BACKGROUND  IN  CIR- 
CITLATION  PROMOTION  AND 
SALES.  Age  41 

BROAD  EXECUTIVE  AND  ADMIN¬ 
ISTRATIVE  EXPERIENCTE 
EXCEPTIONALLY  STRONG  ON 
HOME  DELIVERY  .  .  . 

PLAN  AND  EXECUTE  OWN  PRO- 
j  MOTIONS 

I  MUST  BE  HIGHLY  (XIMPETITIVE 
&>IIective  experience  through  all  phases 
I  of  circulation  and  promotion  at  cost- 
I  conscious  level. 

TOP  REFERENCnSS 
Available  for  immediate  interview. 
BOX  3807,  EDITOR  &  PUBUSHER 


MEXICO  CITY-CARIBBEAN 
Exi>erienced  woman  correspondent, 
knowledge  Spanish,  photography  (now 
with  top  local  publications)  seeks 
stringer  assignments  for  news  or  fea¬ 
ture-photo  stories.  Box  26426,  Mexico 
City  5,  D.  F. 

Dispatch-Production 

ADVERTISING  MAKE-UP  girl  who 
has  worked  on  one  of  the  largest 
dailies  for  over  10  years,  likes  detail, 
resig>nsibility,  knows  shorthand  and 
typing  and  feels  she  has  reached  the 
limit  in  advancement.  References.  Box 
4007,  E<litor  &  Publisher. 

_ Display  Advertising _ 

DISPLAY  SALES  TEAM  1  phone— 1 
field.  Special  features  and  promotions, 
^perienced.  Gentile-Bondable.  Local 

Los  Angeles  only.  HO  3-1482, _ 

ADVERTISING  SALESMAN  desire  to 
relocate  Chart  Area  9  or  10.  7  years 
experience  in  Classified  and  Display, 
daily  and  weekly  in  Chart  Area  2. 
Strong  sales,  layout,  copy.  Box  3929, 

Editor  &  Publisher. _ 

CAPABLE,  respected  assistant  retail 
manager  with  depth  of  experience  will 
prove  worth  in  advertising-promotion- 
public  relations  to  progressive  daily 
publisher,  over  20,000.  No  future  here. 
Married,  family.  .36.  collr^e.  Box  4024, 

Editor  and  Publisher. _ 

MIDDLBl-AGED  Southern  widow  wants 
position  with  top  newspaper  in  South 
or  Southeast.  No  objection  to  small 
daily  or  weekly  if  top  in  its  field. 
Thoroughly  experienced  and  compe¬ 
tent.  Box  4015.  Editor  &  Publisher. 

Editorial 


SPORTS  EDITOR — Many  years  on  one 
paper.  (Covered  everything  from  high 
school  to  college  and  major  professional 
sports.  President  of  State  Association. 
Award  winner.  Top  references.  Seeks 
minimum  $125  in  C3iart  Area  6,  7  or  8. 
Contact  Bill  McKee,  BIRCH  PERSON¬ 
NEL  SERVICE,  INC..  67  E.  Madison 

St.,  Chicago  3,  III.  CE  6-6670, _ 

SCIEINCE  WRITING  position  sought 
by  editor  of  small  daily  who  has  been 
newsman  since  college  graduation  in 
1936.  Articles  made  interesting  to  gen¬ 
eral  reader,  satisfactory  to  technician. 
Published  samples.  Box  3819,  Editor 

ft  Publisher.  _ _ 

HAVE  20  years  experience,  metropoli¬ 
tan,  midwest  Capital,  suburban,  com¬ 
munity  local  newspapers — will  travel 
South,  West.  Box  3917,  Editor  &  Pub¬ 
lisher. 

♦♦EDITORS  &  REPORTERS^^ 

National  clearing  house  for  competent 
personnel  coost-to-coast  at  no  charge 
to  employer.  Phone,  Write  or  Wire 
HEADLINE  PERSONNEL  (Agencv) 

6  E.  46  St.,  New  York.  OXford  7-6728 
REPORTER.  29,  talented  feature 
writer  seeks  challenging  work  on  daily 
or  magazine.  Vet.  B.A.,  U.  of  Minne¬ 
sota.  Box  3920,  Editor  &  Publisher. 

10  YEIARS  Metropolitan ;  copy  desk, 
layout,  rewrite:  now  employed  N.Y.C. 
daily.  Married,  38.  P.M.’s  only  in 
Arizona,  N.  Mex.  Top  San  Francisco- 
New  York  City  references  Box  3901. 
Editor  ft  Publisher. 


NO  TRICKS,  NO  HYSTERICS  in 
proven  record  of  performance  which 
holds  gains  made.  Former  assistant 
publisher,  small  daily,  former  weekly 
owner-publisher  seeks  position  as  edi¬ 
tor  or  managing  editor,  medium-size 
daily.  Chart  Areas  11  or  12.  Write 
Box  4022,  Editor  ft  Publisher. 


SPORTS  EDITOR  —  Top  references. 
Wide  coverage  experience  professional, 
college,  high  school  sports.  Ten  years 
on  staff  major  mid-south  daily,  one 
year  sixirts  aditor  in  Big  Ten  college 
city.  Guarantee  quality  product  both 
editorial  and  layout.  Age  37.  Available 
after  fair  notice  to  present  employer. 
Box  4017,  Editor  &  Publisher. 


SPORTS  REPORTER,  four  years  ex¬ 
perience.  26.  married,  seeks  spot  on 
daily  in  Chart  Areas  10.  11.  12.  Best 
references.  Box  4021,  Eklitor  ft  Pub¬ 
lisher. 


WOMAN  COPYREADER— Experienced 
all  phases  desk.  30,  single,  go  any¬ 
where  for  right  spot.  Box  4006,  Editor 
ft  Publisher. 


WRITER,  .38,  experienced  features, 
eolumns,  radio  cojiy,  editorials,  copy- 
desk.  Now  300,000  assistant  city  editor. 
Seek.s  editing,  writing  siiot  on  maga¬ 
zines.  newspapers,  public  relations. 
Box  4010,  Editor  ft  Publisher. 


WIRE  EDITOR,  news  editor,  deskman, 
makeup.  Experience  large  and  small 
city  dailies,  weeklies.  Box  4001,  Editor 
ft  Publisher. 


Photography 


NEWS  PHOTOGRAPHER.  Fast, 
accurate,  experienced.  Top  references. 
Have  cameras,  will  relocate.  Write. 
Box  3923,  Editor  ft  Publisher. 


I  AM  A  STAFF"  PHOTOGRAPHER 
on  a  major  metropolitan  news¬ 
paper.  I  have  the  reputation 
for  consistently  providing 
exceptional  picture  coverage. 

However,  I  would  prefer  to 
work  on  a  medium-sized  pa|>er. 

This  would  give  me  the  oppor¬ 
tunity  to  raise  my  family 
outside  the  metroiiolitan  area 
and  put  my  intend  and  ex¬ 
perience  with  pictures  to  far 
greater  use  with  a  leading 
20-45.1810  ABC  newspBjier. 

I  prefer  a  medium-sized 
imper  bra-ause  it  enuki  offer 
more  resiionsibility  in  cre¬ 
ating  and  carrying  out  ideas 
for  pictures  and  enable  me  to 
contribute  an  excellent  back¬ 
ground  in  picture  editing  and 
liicture  layout. 

I  can  pixxluce  a  superior 
picture  page,  excellent  six)rts 
and  feature  pictures  and  most 
imiiortant.  out.<!tanding  day  in 
and  day  out  coverage  of 
routine  picture  assignments. 

I  have  staffed  many  major 
picture  assignments  here  and 
abroad  anil  my  editors  expect 
and  get  top  picture  coverage 
when  I  am  on  an  assignment. 

I  am  interested  in : 


CIRCULATION  MANAGER  desire* 
change,  6,000  to  10,000  daily;  10  years 
experience  all  phases;  little  merchant; 
ABC :  strong  on  promotion  and  econ¬ 
omy.  Prrfer  Chart  Area  9  or  10.  Write 
Box  3909,  Editor  and  Publisher. 

DUE  TO  RECiENT  MERGER  of  Met¬ 
ropolitan  newspapers,  experienced  and  i 
prixiuetive  Circulator  forced  to  relo-  ! 
cate.  Capable  of  handling  City,  Coun¬ 
try  or  Circulation  managements.  Twen¬ 
ty-five  years  of  thorough  experience. 
References.  Will  travel  for  interview 
and/or  screening.  Box  3908,  Editor  ft 
Publisher. 


j  YOUNG  CIRCULATION  MANAGER 
now  employed  10-15  thousand  class  de- 
I  sires  change.  Available  30  days.  Prefer 
I  east.  Box  3932,  Editor  A  Publisher. 

1  CIRCULATION  MANAGER  with  ex¬ 
cellent  circulation  background,  now  i 
employed  on  11,000  ABC  as  Circula-  i 
I  tion  Manager,  plan  and  execute  own 
newspaperboy,  motor  route,  mail,  and 
public  promotions,  will  travel  for  in¬ 
terview.  Box  4016,  Editor  and  Pub¬ 
lisher. 


I  WOMAN  EiDITOR,  10  years  handling 
all  phases  editorial  work;  also  layouts,  | 
copy,  selling.  Have  car.  P.  O.  Box 
37.35,  Portland  8,  Oregon.  j 

!  TOPFLiGHT~RBP()RTERS— Seek  posi-  I 
I  tions  in  Chart  Areas  9.  10,  11  and  12. 
One  young  man,  ten  years  metropoli-  | 
tan  reporting,  feature  and  desk  experi-  ' 
ence.  Major  factor  in  cracking  biggeat  : 
Midwest  story  of  the  decade.  Seeks  city 
editor  position  on  medium-sized  paper. 
Young  woman,  seven  years  experience. 

I  MA  degree.  Fine  on  cute  features, 

I  penetrating  series  on  education,  etc..  I 
1  unusual  feature  picture*.  Contact;  Bill 
!  McKee.  BIR<3H  PERSONNFH.  .SERV- 
;  TCjl,  INC.,  67  E.  Madison  St.,  Chicago 

3.  III.  CE-6..6670. _ 

I  EDITOR.  feature.  editorial  writer, 

'  deskman.  Full  or  part-time  on  private 
I  contract  basis.  Box  4002,  Fklitor  ft  ' 
Publisher. _ 

EDITOR  of  2,000  circulation  weekly 
seeks  interesting,  challenging  change. 
Exia-rience  in  all  phases  of  reporting,  , 
knows  press  camera.  Desires  job  in  ! 
New  Jersey  or  close  by.  Available  in  ] 
October.  Box  4019,  Editor  £  Publisher. 


1.  Establishing  or  reorganizing 
and  managing  a  highly  effi¬ 
cient  and  productive  news- 
pai>er  photo  department. 

2.  Providing,  on  contract,  full 
local  news  and  feature 
picture  coverage  as  well  as 
equipment  and  facilities. 

Box  4014,  Fkiitor  &  Publisher. 

Promotion — Public  Relation* 


PUBLIC  RELATIONS  or  College  News 
Bureau  position  wanted.  Experience  on 
dailies ;  Court  House,  features,  photog¬ 
raphy,  editorials.  Box  3945,  Editor  ft 
Publi^er. 

Retearch  AnalytU 

MARKET  RF;SF5AR(7H — 14  years  ex¬ 
perience.  Includes  supervision  all 
phases  of  market  research — question¬ 
naire.  sampling  technique,  tabulation, 
reports,  analysis.  College  degree  plus. 
Will  send  resume.  Box  3913,  Editor  ft 
Publisher. 
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Shop  Talk 

By  Rohert  L’.  Brown 

A  fact  book  on  the  United 
States,  written  in  Russian, 
might  not  be  of  any  value  to 
people  in  the  Kremlin  (the 
U.S.S.R.  official  dossier  on  the 
U.S.A.  must  be  fullsome)  but 
it  should  be  useful  to  other  Rus¬ 
sian  visitors  here  —  also,  to 
any  Russians  over  there  who 
might  get  hold  of  a  copy. 

Freedom  Fund,  Inc.,  a  private 
non-profit  organization  which  re¬ 
cently  issued  a  Russian-lan¬ 
guage  Fact  Book  about  New 
York  City,  has  just  issued  one 
on  the  U.S.A. 

It  is  “designed  to  give  visi¬ 
tors  from  the  USSR  a  better 
understanding  of  life  in  Amer¬ 
ica,”  the  announcement  stated, 
and  the  64-page  booklet  contains 
many  illustrations  plus  an  insert 
copy  of  the  Declaration  of  In¬ 
dependence  —  in  Russian. 

According  to  Carl  T.  Chadsey 
Jr.,  president  of  Freedom  Fund, 
its  publication  has  been  timed 
to  give  a  more  accurate  picture 
of  the  U.  S.  to  the  increasing 
number  of  Soviet  citizens  visit¬ 
ing  this  country.  At  the  same 
time,  the  book  will  be  given  to 
hundreds  of  Americans  going 
to  Russia. 

There  is  no  doubt  that  the 
publication  is  well  timed.  Mem- 
bei’s  of  Mr.  Khnishchev’s  en¬ 
tourage  —  and  Nikita  himself 
—  might  like  to  take  a  copy 
home  with  them  to  refresh  their 
memories  of  what  they  saw  and 
heard  during  their  visit. 

*  *  * 

Questions  about  censorship 
and  the  press  in  Russia  seemed 
to  irritate  Mr.  Khrushchev  dur¬ 
ing  the  last  two  weeks.  He  never 
gave  a  straight  answer.  The 
Freedom  Fund  book  contains  a 
page  or  two  about  the  Ameri¬ 
can  press  (in  Russian)  which 
Mr.  Khrushchev  will  find  inter¬ 
esting  when  he  reflects  upon 
the  answers  he  should  have,  or 
might  have,  given  to  questions 
about  press  and  censorship. 

A  preface  to  the  book  con¬ 
tains  a  description  of  our  Con¬ 
stitution  and  quotes  from  the 
First  Amendment  and  its  guar¬ 
antee  of  a  free  press.  Later  the 
section  on  the  press  states: 

“One  major  reason  why  the 
Constitution  has  functioned  so 
well  has  been  the  ability  of  the 
U.  S.  citizen  to  learn  what  is 
going  on  through  a  free  press. 
It  is  impossible  to  conceal  from 
public  eyes  wrong-doing  when 
there  are  1,755  privately  owned 
newspapers  constantly  watching 
what  goes  on.  These  newspapers 
have  a  reading  audience  of  57,- 
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THE  FOURTH  ESTATE  .  .  .  By  Trent 


"How's  this  idea  for  editorial  color,  Boss:  red  when  we're  mad,  blue 
when  we're  sad  .  .  .7" 


at  Thirty 


000,000  people  eveiy  day  while 
544  Sunday  papers  are  read 
by  47,000,000.  There  are  no  gov- 
eiTiment  owned  or  controlled 
newspapers.” 

The  chapter  listed  40  of  the 
more  prominent  newspapers  and 
their  daily  and  Sunday  circula¬ 
tions. 

*  *  * 

It  seems  to  us  that  Jim  Butler, 
E&P’s  Washington  correspond¬ 
ent,  had  Mr.  Khrushchev’s  per- 
foimance  pretty  well  analyzed 
when  in  last  w'eek’s  issue  he 
described  his  appearance  at  the 
National  Press  Club  luncheon 
as  follows: 

“For  45  minutes  the  rotund 
boss  of  all  the  Russians  alter¬ 
nately  frowned  and  smiled  as  he 
sidestepped  the  more  pointed 
queries  or  filibustered  them  out 
of  newsworthiness,  and  confi¬ 
dently  answered  those  which  he 
had  anticipated  and  for  which 
he  has  stock  party-line  an¬ 
swers.” 

We  would  amend  that  state¬ 
ment  only  to  add  that  some¬ 
times  he  filibustered  a  mild 
statement  or  query  into  news- 
woidhiness.  That  is  what  he  did 
with  the  mayor  of  Los  Angeles 
who  expressed  the  opinion  that 
neither  side  is  going  to  bury 
the  other  side  and  the  sooner 
we  stop  talking  about  it  the 
better  off  w’e  will  be.  Mr.  K 
did  everything  but  tar  and 
feather  the  mayor  for  referring 
to  his  (K’s)  comment  about 
buiying,  without  once  acknowl¬ 
edging  the  content  and  import 
of  the  mayor’s  full  remark. 

When  Gardner  Cowles  of  Look 
magazine  and  the  Des  Moines 
Register  &  Tribune  put  a  ques¬ 
tion  to  him  at  a  N.  Y.  dinner 
pointing  out  Mr.  K’s  inconsist¬ 
ency  in  urging  the  people  of 
Russia  and  of  America  to  know 
each  other  better  while  at  the 
same  time  imposing  censorship, 
travel  restrictions  and  radio 
jamming,  Mr.  Big  didn’t  an¬ 
swer  the  question  but  intimated 
it  amounted  to  meddling  in  the 
inteiTial  affairs  of  the  USSR. 

We  think  that  a  valuable  com¬ 
panion  piece  to  the  Fact  Book 
in  Russian  just  issued*  by  Free¬ 
dom  Fund,  Inc.,  would  be  a  con¬ 
densed  fact  book  about  Mr. 
Khi-ushchev’s  visit  to  the  United 
States.  It  should  include  a  Rus¬ 
sian  translation  of  every  ques¬ 
tion  put  to  him  during  his  tour 
and  along  side  of  it  should  be 
a  word  by  word  translation  of 
his  answer  in  every  instance. 

Maybe  a  few  copies  would  find 
their  way  into  Russia  to  let  a 


few  Russians  read  the  truth. 

Perhaps  Mr.  K  was  heckled 
too  much,  some  of  the  needling 
w'ent  too  far,  and  Eisenhower 
w'as  justified  in  asking  every¬ 
one  to  lay  off  for  a  while. 

But  it  seems  to  me  that  we 
w’ould  be  extremely  naive  if  we 
believe  that  Mr.  K  had  not  ex¬ 
pected  a  certain  amount,  if  not 
a  great  deal,  of  this  during  his 
trip.  And  we  would  have  done 
ourselves  a  great  disservice  if 
no  one  had  asked  any  embar¬ 
rassing  or  pointed  questions,  if 
w'e  had  taken  Mr.  K  to  our 
bosom  as  a  long-lost  brother, 
because  it  would  have  given  him 
and  his  party  an  entirely  dis¬ 
torted  view  of  the  American 
people  and  the  things  they 
stand  for. 

It  serves  Russian  propaganda 
admirably  for  New  Yorkers, 
Washingtonians  and  Los  An¬ 
gelenos  to  admit  they  were  un¬ 
necessarily  rude  to  Mr.  K.  We 


shouldn’t  fall  into  that  trap  any 
more  than  we  should  stop  “call¬ 
ing”  Mr.  K  on  his  frequent  dis¬ 
tortions  of  U.  S.  actions  and 
policy. 

• 

Khrushchev  Views 
Model  Home  Display 

Washington 

When  President  Eisenhower 
took  Premier  Khrushchev  on  a 
whirlybird  ride  over  the  Capital 
and  vicinity  September  15th,  the 
Russian  leader  got  a  good  birds- 
eye  view  of  suburbia-USA  style. 
More  than  likely,  he  saw  several 
of  the  Washington  Post’s  Homes 
of  ’59. 

The  annual  housing  exhibit 
is  drawing  capacity  crowds. 
This  is  the  12th  year  the  Wash¬ 
ington  Post  has  sponsored  the 
show  with  the  cooperation  of 
builders  and  funiiture  stores. 
Houses  range  in  price  from  $11,- 
000  to  $64,000. 
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'mong  the  heated  discussions  of  deficit  financing, 
lurther  infiation  and  future  heavy  spending  needs, 
*houghtful  people  are  raising  the  question,  “What 
'<  leral  expenditures  can  be  cut?” 

One  sizable  item  is  further  spending  for  federal 
">vernment  electric  systems.  Federally-owned  “pub- 
power”  has  already  drained  $5,500,000,000  from 
neral  tax  funds.  And  .spending  of  $10,000,000,000 
ore  has  been  proposed. 

This  spending  can’t  be  justified  by  need.  The  in- 
pendent  electric  light  and  power  companies  are 
•le— and  ready— to  handle  the  nation’s  constantly 
owing  appetite  for  electricity.  They’ve  proved 


they  have  the  financing  and  construction  resources 
to  do  it.  And  they  don’t  depend  on  taxes  to  build. 

Nor  does  federal  “public  power”  have  public 
support.  A  1959  opinion  poll  shows  that  Americans 
prefer  business  to  federal  government  ownership  of 
their  electric  company. 

The  public’s  lack  of  knowledge  is  probably  the 
main  reason  why  “public  power”  spending  goes  on. 
Though  it  taps  everyone’s  pocketbook,  most  Ameri¬ 
cans  have  no  idea  they’re  paying  to  put  the  federal 
government  into  the  electric  business^. 

Informed  people  can  put  a  stop  to  it.  Will  you 
help  .spread  the  word? 


How  to  cut  billions  from  future  federal  spending 


America’s  Independent  Electric  Light  and  Power  Companies 

Companif  fiantfH  on  rrquent  through  thin  magnzinr 


ntrd  in  C.S.A. 


15  YOUR  SHARE  GROWING 
IN  THE  MARKET  THAT’S  FAST-GROWING.., 


ALBUQUERQUE! 


Growing  with  Albuquerque  is  Profitable! 
Another  record  year  is  now  in  the  making.  More 
people!  More  money!  More  buying!  And  more 
profits  waiting  for  you— if  you  take  care  to  earn 
your  share  of  Albuquerque’s  rich,  expanding 
economy.  You  can  reach  ALL  Albuquerque 
through  the  Tribune  and  the  Journal,  where 
Albuquerque  families  shop  first. 


ALBUQUERQUE  JOURNAL  ALBUQUERQUE  TRIBUNE 

MORNING  AND  SUNDAY  I  EVENING 


NEW  ALL-TIME  HIGHS*  POINT  UP  PHENOMENAL  GROWTH! 


New  high  in  building:  ' 

Building  Permits  $66,635,404 . up  83% 

New  high  in  utilities: 

Electric  Meters,  68,252 . up  8%  i  " 

Water  Meters,  47,261 . up  9%  ij 

Gas  Meters,  61,526 . up  7%  i 

Telephones,  90,826 . up  J 

New  high  in  savings:  . 

Bank  Deposits,  $225,365,958 . up  15%  ^ 

New  high  in  business: 

Bank  Clearings;  $2,884,748,859 . up  18%  | 


*Alt  figure!*,  tftSS  orer  1957:  maree:  Bureau  o/  Biirinei*!*  Renearrh,  University  of  Sew  Mv/iee. 


V  BUY  BOTH  DAILIES  FOR  BLANKET  COVERAGE— ONLY  36<  A  LINE!  SUNDAY  JOURNAL,  JUST  3W  A  LINE. 
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